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2-Piece 
Holmes & 
Edwards 
Salad Set 
and famous 
Munising 
Salad Bowl 





UNCONDITIONALLY 
GUARANTEED 
by the maker 


FOR LIMITED TIME ONLY! 


A money saving combination costing 
less than silverware alone. Ideal for mix- 
ing and serving tossed salad at the table. 
Salad bowl made in one piece from hard 
rock Northern Maple. Hand rubbed 
Provincial finish unaffected by soap and 
water... Muni SEALED to resist food 
acids, alcohol, oils and fats. Smartly 
styled with peg feet. 11” diameter. 


HOLME 
S ¢ 
me “DWARDS 


COPYRIGHT 1953, THE INTERNATIONAL SILVER COMPANY, EYs TON E 


M S 
neK-Up "LVERD: a. 


On 
HOLMEs & 
—DWarRps 


All patterns made in U.S.A. 


HOLMES & EDWARDS DIV,, MERIDEN, CONN. 














EXCLUSIVE IN U.S.A. 


The loop of the cord, where it passes through 

the clasp ring, is encased in a tiny spiral sheath 

of silver wire. The sheath absorbs the strain at 

this point, preventing wear on the cord.-It elim- 

inates the usual intermediate ring, bringing the 

pearls closer to the clasp. The wire is so small as 
to be almost invisible. 


All pearls and beads strung in our 
shops are equipped with this new 
SAFETY LOOP at wo extra charge! 
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For careful matching and flawless workmanship, plus 
this extra safety feature, send your re-stringing work to _.& 


A. SAVER & COMPANY 


Manufacturing Jewelers + Special Order Work 
KON-ITE BLDG., CINCINNATI 2, OHIO 


‘See 
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“YOU WERE AT THE CONVENTIONS" 


New and Saleable Merchandise 
The Business Outlook 


MERCHANDISING AND PROMOTION 


Plan New Window Displays for Your New Fall Merchandise 

Opal and Tourmaline—Birthstones for October 

Stimulate Sales with Birthstones 

The Fashion Power of Paris Stimulates Jewelry Sales 

Traffic Building Idea of the Month 

Design: a Key to Jewelry Sales 

"| Met a Jeweler" 

What You Can Say in Jewelry Advertising 

Suburban Retailers Join Forces to Stage a Community Christmas 
Promotion 


THE TRADE AT LARGE 


The Diamond Industry 1952 
ANRJA CONVENTION REPORT 


TABLE TOP FASHIONS 
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Jewelry Making for Tradesmen and Craftsmen 
Workshop Questions and Answers 
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The Cover 


Conventions offer retailers an oppor. 
tunity to keep abreast of new busi. 
ness developments in the industry, 
Conventions also offer jewelers an 
ideal opportunity to view, at one 
time, new merchandise being intro- 
duced by manufacturers. For cover. 
age of new merchandise seen at the 
recent conventions of the NJA and 
the ANRJA, turn to page 89. 
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THE JEWELERS' 


WOMAN recently visited the sil- 
verware department of a Mil- 
waukee jewelry store to find some- 
thing in the way of a gift for a couple 
she knew. The sales person brought 
out several pieces, but each failed to 
satisfy the customer. The salesman 
then offered a few suggestions. 
“Maybe they would like a silver 
butler,” the salesman suggested. 
“Oh, no!” the customer protested. 
“They could never afford hired help.” 


© 


66 Ak diamonds really a girl’s 

best friend?” This delicate 
question was raised recently by a 
columnist for the New York Daily 
Mirror. 

Replying to the question, an at- 
tractive blonde stated firmly, “They 
certainly are, providing she has 
enough of them!” Believing there’s 
safety in numbers, the woman added, 
“Her diamonds will always be a cash 
asset at hand; and if she’s healthy 
and beautiful, the diamonds will help 
her stay that way.” 

A Bronx secretary, an ardent dia- 
mond enthusiast, told the newspaper 
columnist, “Yes, by all means! Dia- 
monds can always bring money; 
friends seldom do. Wise use of the 
money diamonds bring can lead to 
the path of happiness.” 

The negative response to the ques: 
tion, “Are diamonds really a girl’s 
best friend?” was supplied by a col- 
lege sophomore whose sense of filial 
devotion is highly developed. Said 
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the college lass, “No. In my opinion, 
parents are a girl’s best friends.” 
Providing the sentimental touch to 
this vital question was a charming 
young IV actress who said, “The only 
time diamonds are a girl’s best friend 
is when a man she loves gives her a 
diamond as a symbol of his devotion 
to her—up to, including and beyond 
their 75th (diamond) anniversary!” 


> © 


HERE are various accepted 

grounds for divorce in different 
countries; but some people occasion- 
ally try to introduce new ones. A case 
in point is the Canadian wife who, 
seeking a divorce, recently told the 
judge, “I’m allergic to a wedding 
ring. The metal causes my hand to 
break out.” 

Now, that’s a pretty lame excuse 
for obtaining a divorce. In fact, it is 
an indirect slap at wedding rings in 
general. If the woman had said she 
was allergic to her husband, we would 
have been more sympathetic to her 
plea. 


© © 
= grog shop operator has 


invented a most unusual clock— 
a beer-drinking one, at that. The tip- 
pling clock has a face complete with 
eyes and mouth. While the eyes roll 
ecstatically, a tongue flashes out and 
dips into a glass of beer on a shelf in 
front of the clock’s face. 
At this point, the clock rings stri- 
dently five minutes before closing 





time and again five minutes later. 
This feat informs customers that li- 
censed drinking hours have ended. 


o © 


UR California correspondent re- 
ports that Joan Crawford is in- 
troducing a new glamour note for 
evening wear in M-G-M’s Technicolor 
film, “Torch Song.” The actress, our 
man reports, uses diamond chips “to 
stud her eyebrows for evening; she 
also uses brilliants for her ears.” 
Miss Crawford’s diamond-studded 
eyebrows are accented against a deep 
brown makeup. There are six dia- 
monds of varying sizes over each eye, 
fastened to the skin by means of an 
especially prepared adhesive. 


© © 
—_ uncanny trials and tribula- 


tions of the Linde synthetic star 
ruby necklace worn at the Coronation 
recently came to light. Princess Alex- 
andra Kropotkin, in a letter to JC-K, 
revealed some behind-the-scenes ex- 
periences. 

“To start at the beginning,” Prin- 
cess Kropotkin wrote, “I dreamed up 
the idea of having an American 
‘working girl’ wear an All-American 
piece of jewelry at the recent Corona- 
tion. To carry out the American 
theme, we decided to use hand mod- 
eled laurel leaves in the three colors 
of American-mined gold: rose, yellow 
and green. Lambert Brothers, New 
York, created the piece.” 

The first sign of impending trouble 
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THE STAR OF EVERY SHOW 


The Authorized Longines-Wittnauer Jeweler Agency is the Star of Every 
Longines-Wittnauer radio and TV show. For more than ten years, every 
Longines-Wittnauer radio and TV show has concluded with this advice to 
the listener—‘“Longines and Wittnauer watches are sold and serviced by 
more than 4,000 leading jewelers from coast to coast who proudly display 
the emblem, Agency for Longines-Wittnauer Watches.” That is why the 
Longines-Wittnauer Agency Shield has become the best-known emblem in 





the jewelry business; why the possession of the Longines-Wittnauer Agency 


Shield is a symbol of integrity, value and service in every nook and corner 


of the land. 


Gapines We C, The 


Since 1866, maker of watches of the highest character 
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was the day the Princess accidentally 
scattered 714 carats of diamonds all 
over the workshop. The second ap- 
peared the day when the gold laurel 
leaves were finished and ready to 
assemble. Carefully wrapped, they 
were mislaid for 48 hours. 

Inez Robb, American feature story 
writer, agreed to wear the necklace 
at the Coronation ceremonies in the 
Abbey and at the party given by 
Perle Mesta the following day. 

“Her adventures on Coronation 
day,” Princess Kropotkin explained, 
“included wandering on foot after 
the ceremony and getting lost in the 
London Streets, because her car did 
not arrive. In the rain, wearing the 
Linde necklace, Inez finally found 
refuge in a London ‘pub.’ From there, 
she telephoned her office to send a 
car to rescue her.” 

The last tribulation for the neck- 
lace, and perhaps the most trying, was 
when time came for Miss Robb to 
leave Spain. “Spanish customs 
officials insisted that a magnificent 
piece of workmanship such as the 
necklace could only have been made 
in Spain, and that Inez was obviously 
bent on pulling a fast one and smug: 
gling the necklace out of Spain. It 
took three days to persuade Spanish 











“Now, about this self-winding watch you sold me... 
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officialdom that Spain had nothing to 
do with the creating of the necklace.” 


o © 


W here we go again! News- 
papers have reported that 
Ismaili (a Moslem sect) leaders will 
weigh the Aga Khan August 17, 1954. 
The most fortunate Aga will be worth 
his weight in platinum this time. 
Reports have it that he will probably 
weigh in at about 250 pounds. 


© © 
[ygeniocairy is to be preferred, 


in some instances, to an im- 
aginative mind. This seems to be the 
opinion of John R. Kerr, New Castle, 
Penna., jeweler. By creating an ex- 
ceptionally attractive window display, 
Kerr also created a good deal of 
trouble for himself. 

Last May, the jeweler entered 
Coronet magazine’s merchandising 
contest featuring Girard Perregaux 
watches in his window. Using dis- 
play material supplied by the maga- 
zine, Kerr trimmed his window with 
the above named watches. 

“I knew,” Kerr said, “when I 
stepped back and looked at the com- 
pleted display that I had something 








—it was really a work of art.” 

The jeweler’s opinion was con- 
firmed by the numerous people at- 
tracted to his window display. 

“Picture in your mind,” Kerr 
stated, “a late theater-goer hurrying 
home at four in the morning; he tries 
to pass my store but is irresistibly 
drawn towards the display. He finds 
himself in front of the window drink- 
ing deeply of the pure poetic beauty 
that is there. His desire to possess 
those wonderful watches that are dis- 
played so well is more than he can re- 
sist. With a low cry, he hurls him- 
self on the window, breaking it, 
snatches up every Girard Perregaux, 
then vanishes in the night.” 

Well, like we always say, beware 
of the late theater-goers hurrying 
home at 4 o’clock in the morning— 
especially those theater-goers who 
drink deeply of poetic beauty in 
front of jewelry stores. 


o © 


flee extent of occupations in this 
world is phenomenal. Witness 
the job of T. F. Barnes, a Grand Rap- 
ids, Michigan horologist. His unique 
job is to “mutilate” watches. 

Barnes explained to a newspaper 
man recently that his job requires 
skill. His task is to put a watch out 
of commission by disturbing some 
minute part of the works. 


Barnes was recently appointed 
“watch mutilator” for the central dis- 
trict of the Horological Institute of 
America. After he puts a watch out 
of commission, it is sent to an ap- 
prentice horologist. The apprentice 
repairs the watch, which is then sent 
to the institute’s examining board. 
There the watch is examined and the 
apprentice is rated according to his 
deftness in repairing the watch. 


> © 





JC-K is interested in find- 
ing large-sized, cash-type jew- 
elers doing a volume of watch 
repair work who operate on 
a piece-work basis with their 
repairmen. Any jewelers fall- 
ing in the above category are 
requested to write to Jewelers’ 
Circular-Keystone, 100 East 
42 St., New York, N. Y., atten- 
tion Editorial Department. 
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A Half Century 


IN THE JEWELERS’ CIRCULAR 



































Paris Novelties in Jewelry 


“Pocket books are closed with one or more often with two stones, 
generally turquoises or opals. Perfume flasks or powder boxes are 
decorated with precious stones and large or small photo frames are 


made of diamonds.” 
(May 23, 1900) 


System of Stock Regulation 


“It is well known that in almost every jewelry store, the jeweler is 
not particular enough in his system of records, particularly as regards 
his material, which is perhaps the least thought of branch of his 


business.” 
(June 6, 1900) 


B. A. Ballou Ad 


“*B.A.’ gold shell collar buttons are guaranteed as follows: we will 
replace every ‘B.A.’ button which for any reason proves unsatisfac- 


tory.” 
(June 20, 1900) 


Longines Founder Dies 


“Ernest Francillon, one of the most celebrated Swiss watchmakers 
of his time and founder of the well-known Longines factory, died 
recently in his native country. Mr. Francillon was born in Lausanne, 
in 1834. He was the first to introduce into the Bernese-Jura the 


mechanical manufacture of watches.” 
(May 23, 1900) 


American Pottery at Paris 


“One thousand pieces of the finest specimens of pottery ware were 
recently displayed at Cincinnati, previous to shipment for exhibition 
in the World’s Fair at the French capital. The value of the thousand 
pieces aggregates $40,000. An attractive feature of the collection is 
the Indian head vases, each of which bears a portrait of a famous 


chief, made from a government photograph.” 
(June 20, 1900) 


Gorham’s Exhibit at Paris 


“A fact noticeable to every American visitor to the Paris Exposition 
is that the American Silversmiths, particularly the manufacturing 
wholesale trade of this country, are represented by but one exhibit. 
This exhibit, however, more than makes up in quality what the Amer- 


ican exhibit lacks in quantity.” 
(June 20, 1900) 
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Detroit Notes 


“An informal meeting was held jn 
the Turkish room of the Cadillac Hotel, 
last night, for the purpose of advancing 
the project of organizing the local retail 
jewelers into an association. Principal 
objects are to be to discourage the cut- 
ting of prices and to promote the social 
well-being of the members.” 

(June 27, 1900) 


Kansas City Notes 


“The town of Hardin, Mo., is very 
anxious to have a jeweler settle there.” 


(May 23, 1900) 


Pacific Northwest Notes 


“Fred Isenee, successor to Davis & 
[Isenee, dealers in notions, fruits, etc, 
has added a line of jewelry to his store 
at Hoquiam, Wash.” 

(May 23, 1900) 


Providence Notes 
“Tilden-Thurber furnished the hand: 


some gavel given by the Rhode Island 
delegation to Hon. Henry Cabot Lodge 
Chairman of the Permanent Organiza 
tin of the Republican National Conven- © 
tion, held last week in Philadelphia © 
The gavel is made from mahogany taken 
from the old state capital where the 
first session of the R. I. legislature was 
held in 1759. The metal is Tobin bronze. 
a part of that used in construction of 
the yacht Columbia which defeated 
Shamrock in 1899.” 

(June 27, 1900) 


Alabama Notes 


“Secretary William Rosenstihl is still 
in the dark about what the Alabama 
Retail Jewelers Assn. is going to do. 
The proposition to assemble for business 
has not been largely responded to and 
a state meeting this year is very much 
conjectural.” 


(May 30, 1900) 


THE JEWELERS’ CIRCULAR-KEYSTONE © 























"You Were at the Conventions’ 


“you 

WERE 

AT THE a 
CONVENTIONS ~ 3 
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Thousands of jewelers were at the 
New York and Chicago conventions 
viewing new and saleable items. 
] ‘You Were at the Conventions” is a 
YE JC-K presentation of show-shown 
) F items for the benefit of thousands 
of JC-K subscribers who did not 
i- attend either of the expositions. 
_ Other saleable items are shown on 
7 ; other pages throughout this issue. 
| 
1 & 





> Starting at lower left corner, a unique 


karat gold bracelet by Forstner; above 
it, a cultured pearl necklace from the 
Imperial Pearl Syndicate line. The sterl- 
ing tea pot, in classic design, is from 
Graff, Washbourne & Dunn. At top 
: center are two rings from Church & Co., 
: one of which is set with a Linde Star. 
; The woman's hand holds a rhinestone- 
: studded compact by Volupte. Below it, 
a travel alarm clock by Semca with 
‘ foldaway case. The novelty of the cur- 
: rently popular bracelet and dise is ac- 
cented by piercing and the application 
of spray of leaves in the I4K creation 
by B. A. Ballou. 
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1. Longines Allegro, in 14K gold, is a 
diminutive timepiece. Watch is designed 
to integrate with its tapered flat-link 
bracelet. The Allegro retails for $210. 


2. Waltham's Coin Watch comes with a 
matching semi-expansion bracelet and a 
|7-jewel movement. This Coin watch for 
men is priced to retail for $49.75, +. i. 


3. This matched pair of bracelet watches 
for men and women has been introduced 
by Gruen. Man's model has 21! jewels; 
Lady's has 17 jewels. Retail: $71.50 each. 
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5. pene Piccard 


4. Tissot's Century timepiece is self- 
winding, water and shock resistant, anti- 
magnetic and has |8K gold applied sticks 
on the dial. It retails for $300, f. +t. i. 


5. Part of a watch and bracelet set, this 
Lucien Piccard original has 14K yellow 
gold, cultured pearl and genuine garnet 
flexible link. Watch is $310, Keystone. 


6. Bulova's Cavalier has 17 jewels, is 
self-winding, water and shock resisting, 
anti-magnetic and features sweep-second 
hand. In 14K gold, it retail for $175. 
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7. The Harland, an Elgin "19" for men, 
has 10K natural gold filled square case 
with bezel markings on the case. Retails 
at $65, f. t. i., with black suede strap. 


8. This new Omega timepiece features 
ten diamonds in a 14K white gold case 
with 18K gold applied dial figures, !7 
jewels and faceted crystal. Retail: $300. 


9. Hamilton's Dixon (I.) has gold filled 
case. The Trudy (r.) has a gold-on-black 
dial and a 14K gold squared case. Dixon 
retails at $62.50; the Trudy for $87.50. 
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THE BUSINESS OUTLOOK 


The Federal Reserve Bank of 
Cleveland, while conceding that pre- 
science still remains a matter of 
judgment, instinct, intuition and 
luck, recently released a reassuring 
study of their efforts to determine if 
a turn in business was now taking 
place. 

Said the bank, “Because of the lag 
in the collection and interpretation 
of statistics there is normally a delay 
of several months before the exis- 
tence of a turn can be spotted with 
10. This 17-jewel wrist alarm watch by confidence.” However, though fig- 
ore wd prom “t . Maiutributed by ures sometimes change fast they don’t 
Louis Aisenstein & Bros., Inc., N. Y. C. change that fast. So, the bank con- 

tinues, with typical conservatism, “A 
11. This new Wyler Incaflex carries its close look reveals fewer signs of 
own "chronometer' certificate. It has a . Page ; 
sweep second hand, applied figure dial, slippage than were visible in October 
and is water-resistant. $71.50, retail. or November of 1948.” 

On the following pages are some 
significant current facts to help you 
pierce the future. 
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THE 


BUSINESS 
OUTLOOK 


RECORD HIGHS 


The current positions of all signifi- 
cant statistics used to evaluate busi- 
ness activity, are at or near their rec- 
ord high. Gross national product is 
currently $372 billions compared to 
$345 billions twelve months ago. 
Current national income is running 
at an annual rate of $309 billions 
(and continuing to rise) compared 
to $287 billions, a year ago. Wages 
and salaries, corporate profits, every- 
thing is up, including employment 
which hit a new July high, close to 
the all time peak reached in June of 
this year. Personal consumption ex- 
penditures, gross private domestic 
investment are also at peak. The 
only decline is in farm income, and 
this is more than offset by the higher 
incomes of non-agricultural groups. 


“YOU WERE AT 


THE CONVENTIONS" 


|. The Swordfish "Y" by Benrus has a 
3-dimensional dial, 10K gold filled top, 
stainless steel back and expansion band. 
A I7-jewel watch, it retails at $71.50. 


2. For ladies, Croton offers its Aqua- 
matic. This model has a stainless steel 
case with sweep second hand and alliga- 
tor strap. The retail price is $59.50. 


3. Part of a series of 13 ligne, i7-jewel 
dress watches, this Enicar model features 
a yellow steel back case. Enicar is dis- 


tributed in U. S. by J. Kalberman Co. 
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... looking at the new in fashions for the wrist 


1. A double row of 12K gold-filled 
shells makes the Clubwoman band for 
women distinctive and unusual. From 


Hadley, this band retails for $12.95. 


2. The new Ever-Span bracelet does not 
contain any eyelets or rivets. Top shells 
are 1/10 12K gold filled, rest is stain- 
less steel. From the Apex Accessories Co. 
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3. The new Ident-O-Graph by Foster 
Metal Products, Inc., retails for $8.95, 
f. t. i., for stainless steel band rhodium 
finish; 1/20 10K gold filled top. $11.95. 


4. Cavalcade { #569) by Gemex is con- 
tour-designed especially for the round 
watch. Links and ends have a sculptured 
styling. Yellow gold and stainless steel. 


5. Double Feature Signet is Kreisler's 
newest men's watchband; $13.50, retail, 
$. +. i. For women, Kreisler offers Golden 
Echo, which retails at $9.95, f. t. i. 


6. "Space Patrol," inspired by the na- 
tionally televised serial program, is the 
latest watch to be added to the series 
of character watches by U.S. Time Corp. 
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“YOU WERE AT 
THE CONVENTIONS" 


|. “Waltz of Spring" is the newest pat- 
tern in Wallace Silversmiths "third di- 
mension beauty” sterling. A 6-pc. place 
setting is priced to retail for $39.50. 


2. International's new "Silver Rhythm" 
sterling pattern will be introduced to 
stores in the fall. The new pattern will 
retail at $35 for a 6-pc. place setting. 


3. This combination of a compartment 
relish dish has been introduced by Frank 
M. Whiting & Co. Relish dish screws into 


a console. The retail price is $9.00, f.t.i. 


OREO NS asi ie Kiegoeare™” ar i 


... thrilling to the newest desig, i 


4. A new compartment dish which fits 
Community's “Grip-Tite" holder is avail- 
able with 3-pc. Community baby sef, in- 
cluding 2 spoons and fork. Set is $4.95. 


5. The "Bossy" silver plated butter dish 
is part of Reed & Barton's Mayflower line 
and it retails for $12.95, tax included. 


6. This 3-pc. primary set displayed here 
in amaryllis is from the Manchester Sil- 
ver Co. Available in all 24 of Man- 
chester's sterling patterns. $11, Keystone. 


7. "Northland" is a new Wm. A. Rogers 
stainless steel pattern by Oneida Lig 
Six-pc. place setting retails at $6.75. 
a 52-pc. service for eight is $59.75, 


8. "Wheat" design, from Gorham's Ste. 
gor stainless division, retails at $9.75 fo, 
a 6-pc. place setting including spreader. 
without spreader, set is $8.50 retail, 


9. Priced for gift and impulse sales this 
2-pc. Holmes & Edwards salad set. plus 
an II'' Munising bowl, retails for $6.95. 
The offer will expire after September 30, 








‘7 Table-Top Fashions 


10. National Silver Co.'s King aoa 
i late patterns come in new custom- 
ered axeaie These hardwood chests 
available in services for 6, 8 aad 12. 


11. This cutaway view shows complete 
glass lining J. C. Boardman & Co. now 
puts into its sterling shakers, which elim- 
‘nates salt corrosion. Prices $8 to $14.50. 
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12. Carvel Hall's famous steak knife now 
has a companion: a matching fork. It is 
available in all three patterns: Vogue, 
(illustrated here), Classic, and Regal. 


13. This Everbrite stainless steel steak 
knife set comes in special "jewel pack- 
age." It is distributed by A. Cohen & 
Sons Corp., 27 West 23 St., New York. 


More Record Highs in Economy 


Personal income went from $268 
billion annual rate in the second 
quarter of 1952 to $285 billion in the 
same period of *53; disposable per- 
sonal income (after taxes) from $231 
billion in June ’52 to a current rate 
of $247 billion. During the recent 
nine months the annual rate of per- 
sonal savings went from 14 to 17 
billions and timé-deposits continue to 
expand. 

A greater number of the public is 
employed, wages per worker are 
higher, income is at a peak, disposal 
income of the public, expendable sur- 
plus (luxury money) and savings are 
setting records. 














— 


es 
a 


SPOON Oe Fe eee om 











1. “Calendar-Dated" men's jewelry has 
been introduced by Flex-Let. Cuff links 
retail at $5.95; tie bar or tie chain at $4.95; 
money clip at $5.95. Prices include tax. 


2. Parker's feminine-size pen is scaled down 
to fit a woman's hand. Pen has the new 
E. P. point. Suggested to retail for $12.50; 
$18.25 with a matching pencil. 


3. Kimler & Daniel is introducing this in- 
itialed shortie tie-clip and cuff iink set 
featuring genuine marcasites hand-set in 
sterling silver. Suggested retail is $22. 
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... Keeping abreast of the new styles 


4. A bracelet with a photo compartment, 
Speidel's Photo-lIdent is available with oa 
gold filled or sterling nameplate. For men 
$17.95 and $14.95; for women, $14.50. 


5. R. F. Simmons introduces this matched 
set of sterling silver men's jewelry. Tie 
clip is $3.50; cuff links $7.50; prices are 
Keystone. Money clip also available. 


6. From the new line of Danecraft sterling 
silver jewelry for men is the Swirl set, 
which is typical of one style of design. 
From Felch & Co., Providence, R. |. 


1. Bretton's photo identification bracelet 
has an automatic catch and frames for 
two photos. Available in yellow 1/20 12K 
gold filled top, $15.95, retail, tax incl. 


8. Wefferling, Berry & Co.'s Shrine Fez 
lapel button has synthetic ruby, raised 
white gold Shrine emblem and black enamel 
tassel. Also available with one diamond. 


9. Sheaffer Pen offers the "Crest model 
as an ideal pen for sale in the average 
jewelry store. The "Crest'' Snorkel plus 
matching pencil retails at $34, f.t.i. 














in Men's Jewelry 


10. Swank's "Tudor" features cuff links and 
tie clips with motifs of Tudor England in 
raised silver against black background. Set 
is priced to retail for $6. 


11. Hand-tooled smooth calfskin gift sets 
of billfold and key case, in satin-lined gift 
box, from the Meeker Co., Joplin, Mo., 
From $6 to $20 retail, plus fed. tax. 


12. Anson has recently added this jewelry 
for men to its diamond series. Set is 1/20 
12K gold with genuine diamonds. This men's 
jewelry set is priced to retail for $25. 





The Business Outlook 


Expansion in Consumer Credit 


In view of the current annual rate 
of personal income and the disposal 
personal income left in the hands of 
the public, the short-and-intermediate 
consumer credit situation is extreme- 
ly healthy though it increased from 
roughly $21 billion in May 1952 to 
$26 billion in the same month of ’53. 

This is not an unhealthy condition, 
particularly when the incomes and 
the record-making liquid savings 
now in the “socks” of consumers are 
considered. 
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“YOU WERE AT THE CONVENTIONS” 


... to see gifts 
that mean business 


1. Reminiscent of the Louis Phillipe era, 
this Semca one-day 7-jewel musical alarm 
clock has silver finish dial with raised gilt 
figures. Clock retails at $19.95, plus tax. 


2. Telechron's new Decor electric alarm 
clock has numerals on its sloping crystal 
which cast their shadows on dial to give 
a 3-dimensional effect. $6.95, plus tax. 


3. This Louis XVI pendulum clock repro- 
duced in authentic miniature is 6" high, 
3" wide. Model No. 113, one-day movement, 
retails at $12.95. From the L. Harris Co. 


4. Little Gothic, SSC-182, is a self-startin 
electric clock with traditional styling. Bell 
strikes hour and half hour. $24.95, retail. 
By E. Ingraham Co., Bristol, Conn. 


5. Seth Thomas’ new Breeze clock is de- 
signed for contemporary kitchens. Comes 
in four popular colors: yellow, white, aqua 
and coral. $6.95, retail, plus tax. 


6. Polished lightweight aluminum with a 
baked-on enamel base adds beauty to the 
new "Deep-Fry Cooker" by Dormeyer. Many 
uses; fully automatic. Retails at $19.50. 


7. Crosley calls this jewel-like little clock- 
radio the "V.I.P." Only 8" high, it has 
3-chamber speaker for fine tone. Suitable 
for executive's desk, or home. 


8. Dulane'’s latest and most beautiful 
“Fryryte" units deep-fry automatically 
or convert in seconds for bun - warming, 
roasting and stewing. At $36.95, retail. 


9. S. E. Laszlo, exclusive importer for 
the U.S.A., offers the Bilora “Bonita” 
Reflex Camera set, gift boxed. Retails 
at $23.50, complete with accessories. 


10. Grandfather clock in polished walnut, 
oak or mahogany with 8-day weight 
driven movement and authentic West- 
minster chime, Walter Kocher & Co. 


Il. New space-saving boxes for glassware 
need no interior packing material. They 
are strong enough to stack, pretty 
enough for gifts. By A. J. Van Dugteren. 


Amount and Rate of 
Personal Savings at Peak 


Personal savings for the year 1952 
alone were about $17 billion, while 
short-and-intermediate-term consumer 
credit only increased $5 billion. At 
the same time disposal personal in- 
come increased and people increased 
the amount of their personal con- 
sumption expenditures, so they were 
spending more while they were sav- 
ing more. 

In 1949 they saved 31% per cent 
while in 1952 they saved over 7 per 
cent of their disposable personal in- 
comes. There is more “liquid” sav- 
ings in the hands of the public today 
than at anytime in our history. 
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“YOU WERE AT THE CONVENTIONS" 


1. Jewels by Bogoff, Chicago, introduces 
this matching ensemble. Necklace retails 
for $30; bracelet for $25; and earrings 
for $8. These prices do not include tax. 


2. Ronson's new “Lotus” table lighter in 
heavy silver plate with satin and bright 
finish, suggested as Christmas gift for 
wife, mother or sweetheart. $11 plus tax. 


3. Elgin American's newest note in fash- 
ion compacts is the "Signet.'' Crest de- 
sign surrounds milady's initials. Shown 
is No. 1294/250, which retails at $5.95. 


4. Created by Guglielmo Cini, this un- 
usual reproduction of a spinning wheel 
is made of sterling silver. The wheel of 
the pin revolves. $20, retail, plus tax. 


5. Volupte's new fashion ensemble, £315, 
consists of necklace, bracelet and ear- 
rings to match. The clasps are encrusted 
with rhinestones in round barrel effect. 


6. French lilacs inspired this new Forst- 
ner 1/20 12K gold filled matching neck- 
lace, earrings and brooch set. Necklace 
is $18.75; pin is $9 and earrings cre $7. 


... viewin 


your fall selling 


7. An exotic item in J. C. Bates & Son's 
“Barbara Bates" line; 9 gold-plated man- 
icure fittings in a black brocade case 
with multicolor design. Retails at $10. 


8. A.S.R. Ascot "Demi-Tasse" lighter is 
designed for dining table use. Rhodium 
finished, it retails at $12.50, or boxed 
with 3 matching ashtrays at $14.95, t#.i. 


9. "Cotillion" is a new ensemble by the 
Kramer Jewelry Co. Necklace retails for 
$17; earrings, $5; bracelet £12120 for 
$7.50; and braclet 412122 for $11.00 




















equipment 


10. Lignum-Vitae Products Corp., N. J., 
is introducing this gavel with sound 
block. Gavel hos a silver band with a 
diamond encrusted initial. $100. and up. 


Il. "Romance" pattern, by Royal Jack- 
son China, features a wreath of pink 
and gray daffodils with platinum trim 
lines. Retail: $8.00 for a place setting. 


12. An Admark creation, "Bathsheba”™ is 
a scarab bracelet, 1/20 12K gold filled. 
No. 241 is priced at $27.00, Keystone. 





THE BUSINESS OUTLOOK 


People Meeting Credit 
Obligations 


On the consumer credit situation, 
E. A. R. Germain, financial writer in 
the August 4th New York World 


Telegram, reported that borrowers 


had repaid more than 85 per cent of 
all the “consumer installment credit 
extended to them by banks and other 
financial institutions since the close 
of World War II. Thus the current 
figure actually represents less than 15 
per cent of this type of credit granted 
over the last seven years.” 























"YOU WERE AT 
THE CONVENTIONS" 


1. To complement new fall fashions from 
Paris, Church & Co. has introduced this 
14K yellow gold diamond brooch (4754), 
and a pair of matching earrings (4760). 


2. In tailored classic design, this new 
8 diamond bridal ensemble is set in 14K 
gold. Sold through wholesalers only, set 
is manufactured by Goldstein-Gerson. 


3. This cluster diamond ring is one of 
the new creations designed and manu- 
factured by Bristol Seamless Ring Co. 





... seeing the most wanted gifts of ql]. 


4. John J. Courtney & Co.'s new platinum 
diamond pin is delicately fashioned in 
the shape of a bow knot. Set with round 
diamonds, matching earrings available. 


5. Part of Feature Ring's men's line, the 
illustrated mounting is available in 10K 
or 14K white or yellow gold; available 
with various tops, including clusters. 


6. Part of the large selection of Add-a- 
Link bracelets by Kaspar & Esh are 
shown here. Bracelet can be started with 
as many links as desired; links added. 





7. This Artcarved combination engage. 
ment and wedding ring set, has 
center stone plus 7 small full cut 


diamonds. From J. R. Wood & Sons, 


8. Illustrated is ring style $850; i+ j, 
a one carat total weight set. The manu. 
facturer is Kushner & Pines, Inc., N, Y. 


9. Davidson & Sons Jewelry Co., Ine, of 
N. Y., is the creator of these synthetic 
Linde star sapphire and ruby rings. The 
rings are priced to retail for $89.50, 
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Precious Jewelry 


. A feature of this Columbia “Tru-Fit" 
tae ring set is the self-adjusting 
built-in 14K gold spring unit which pre- 
yents turning. Made by Axel Bros., Inc. 


11. Frosty white leaves = brilliant 

ian crystal necklace and earrings 
ae by Krementz. Motif is in 14K white 
gold overlay. Comes in leatherette case. 


12. "Ballerina," animated musical jewel 
box with Thorens Swiss movement, is from 
Mele Mfg. Co. Antiqued clafskin leather- 
ette in ivory, blue, rose, $12.98, retail. 


THE BUSINESS OUTLOOK 


1953—Jewelers Peak Year 


The total of retail jewelry sales thus 
far this year have been higher each 
month than during the corresponding 
month last year; over 10 per cent 
higher. There is nothing to suggest 
this trend will not continue. 1953 
should, therefore, witness the jewelry 


industry’s biggest year in history. In 
contrast to this 10 per cent increase 
in volume, it is significant that in- 
dustry statistics indicate there has 
been less than a 5 per cent increase 
in the number of jewelry stores dur- 
ing the past year. 



































A. New fall jewelry is given an appropriately colorful setting in this suggested window display. 


Pian New Window Displays 
For Your New Fall Merchandise! 


by VIRGINIA DIXON 


A. THIS time of year, with new fall merchan- 
dise coming into the store and the anticipation of in- 
creased sales activity for the holiday season, most jewelers 
are planning something extra in the way of expenditures 
for their window and interior displays. Some of this 
expenditure will be for decorative materials and acces- 
sories, but generally the major share of it will go for 
replacing or refurbishing the so-called “fixtures.” In 
many stores, velvet covered “steps” are-still standard 
equipment in this category. These seem to vary little in 
design from store to store or from year to year. In old 
style windows, they have served their purpose well, but 
it is unfortunate that more attention is not paid to the 
many other possibilities that exist in materials and design 
for displaying jewelry attractively and effectively. 

Modernization of jewelry store fronts increases space 
and many of them are very modern in feeling, incor- 
porating the newest and best in functional design, but 
only infrequently are window fixtures planned in keeping 
with the new window design. One of the most important 
trends in new store planning is flexibility which permits 
variety in arrangement and appearance. The chief objec- 
tion to the old-style step units is that they do not permit 
any great degree of flexibility. Once the units are installed 
the pattern cannot be readily varied and although minor 
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MATERIALS NEEDED TO ASSEMBLE THESE DISPLAYS 


Material 
Sketch A 


Velvet covered neck- 
form 


Fan shaped panels 
Tent displayers 


Autumn branches— 
natural or sprayed 
Copy card 


Sketch B 

Place setting panels 

Artificial autumn 
leaves 

Wire or cord for 
hanging panels 


Sketch C 
Shelf unit 
Cellophane boxes 


Wheat and autumn 
foliage 
Cellophane copy card 


Source 


Form sketched from S. Liebmann 
Studio, 2647 jerome Ave., New 
York 68, N. Y. 

Cut and cover in the store 

Make in the store or use standard 
display pads 

Florist 


Show card writer 
Make in store 
Florist or Display Supply House 


Hardware store 


Build or have built to fit your 
window 

Make from sheets of heavy cello- 
phane from stationery store 

Florist 


Show card writer 
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MELROSE — Rich modern rose design in 
heavy silver plate, with satin and bright 
finish, $11 plus tax. 


Five 
New 





NEWPORT PAIR—Memorable gift! Two gleam- 
ing 24 kt. gold plate lighters with graceful 
fluted design, $27.50 per pair, plus tax. 





Ways 


to Capture the Fall Gift Market! 


LOTUS—Table lighter, sweeping free-form 
design in heavy silver plate...satin and 
bright finish...$11 plus tax. 





FEATURE THESE LUXURIOUS NEW RONSON TABLE LIGHTERS... 


You can see for yourself why they’re sure to be among the most popular 


gifts this Fall and Christmas. Exciting new designs for both modern and 


contemporary decor...a lavish use of gold and silver...superb crafts- 


manship that is distinctively Ronson’s! RONSON ART METAL WORKS. INC.. NEWARK 2.N.J. 


LOTUS — Height of luxury ...smart black 
enamel table lighter with heavy 24 kt. 
gold plate, $15.50 plus tax. 





SAVOY—Stunning, luxurious table lighter 
in heavy 24 kt. gold plate. Gracefully de- 
signed to match any decor, $19.50 plus tax. 





ONSON 


ae 


WORLD’S GREATEST LIGHTER 





STOCK AND PROMOTE THE ENTIRE RONSON TABLE LIGHTER LINE, FROM $959 (e.us tax) 


FOR SEPTEMBER, 1953 
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B. Since people entertain more often during the fall, tablewares make good display merchandise. 


changes in decoration and different merchandise is used, 
the overall effect is pretty much the same. 

New styles in jewelry merchandise call for new styles 
in fixtures to display them to advantage. Do not be 
afraid to try out the new designs that are available in the 
market in plastic, glass, wood and other materials. There 
are new types of shelf units which are not as bulky as 
steps and which still permit a generous quantity of mer- 
chandise to be shown. There are many kinds of cylinder 
and cube shaped elevations which are particularly versa- 
tile in use. And there are many dramatic ways of making 
the merchandise a part of the decorative scheme of the 
window by the use of easily constructed units which 
carry out the display design and also support merchan- 
dise. Don’t forget to include the whole window area in 
your planning—from window ceiling to window floor. 
Units can be attached to the upper half of the back- 
ground wall or suspended from the window ceiling to 


C. Suggested for this window display is 
a setting for gifts for the fall wedding. 
The merchandise is arranged on a simple 


provide not only additional display space without crowd. 
ing, but a more dramatic and attention getting design, 
In selecting or designing new fixtures for. your win 
dows, be sure they harmonize in materials and color with 
any permanent window background and with the store | 
front itself. As to size—they should be in scale with the = 
size of the window. Some units may fit into the required © | 
space, but still look too bulky to be “at home”—like mas = 
sive furniture in a small room. : 
If you are purchasing units whose finish is permanent— ~ 
which you will never change as long as you use them—be © 
very sure that this is a finish and a color of which neither ” 
you nor your customers will grow tired. Neutral tones — 
are best for anything which is to be used for some time, . 
Units which can be repainted or recovered to change the © 
color scheme will be found to be the most economical. © 
A complete new color scheme will do more than anything ~ 
(Please turn to page 134) 























shelf unit against the window background. 
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Jewelers’ Circular-Keystone’s Report on the 


DIAMOND INDUSTRY 1992 





PART Ill 


by W. F. FOSHAG and GEORGE SWITZER 


Curator and Associate Curator, 
Division of Mineralogy and Petrology, 
Smithsonian Institution, Washington 25, D. C. 


(Published by permission of the Secretary, 
Smithsonian Institution. ) 


DE BEERS CONSOLIDATED MINES, LTD. 


De Beers controls a number of diamond mining companies, 
and also has contracts with independent producers. For this 
reason it is the major determining factor in the world diamond 
market. 

Diamond mining companies still retaining corporate existence, 
but controlled by De Beers, are The Premier (Transvaal) Dia- 
mond Mining Company, Ltd.; The Consolidated Diamond Mines 
of South West Africa, Ltd.; Griqualand West Diamond Com- 
pany, Dutoitspan Mine, Ltd.; Consolidated Company, Bulfontein 
Mine, Ltd., and The New Jagersfontein Mining and Exploration 
Company, Ltd. 

Selling companies in which De Beers has an interest are: The 
Diamond Trading Co., Ltd.; The Diamond Purchasing. and Trad- 
ing Co., Ltd.; and Industrial Distributors (1946), Ltd. 

Mining and washing operations were continued throughout 
1952 at Wesselton and Jagersfontein Mines and the alluvial 
deposits at Kleinzee. Dutoitspan Mine operated for the first 
eleven months of 1952, when mining was suspended. The Bul- 
fontein Mine was reopened in December of 1952. In addition, 
substantial production was obtained from treating old dumps. 
Production from all of the companies’ operations totalled 786,354 
carats, a decrease of 30,704 compared with 1951. 

A second additional unit was installed and brought into opera- 
tion at the washing plant. The new recovery plant was com- 
pleted, and all concentrates from the washing plant are now 
further concentrated in a small heavy media separation plant. 
All washing plant tailings are now disposed of by belt conveyor. 

At Koffiefontein Mine sampling was carried out on the 800 
foot level. At the De Beers Mine sampling was done at the west 
end of the mine on the 800 foot level. Sampling of Kamfersdam 
Mine was completed during the year. An experiment in “block 
caving” is being conducted in an unpayable section of the 
Bulfontein Mine. 

After providing funds for dividends, taxation and other ex- 
penditures, De Beers at the end of 1952 had an excess of assets 
over liabilities of £7,415,701. 


PREMIER (TRANSVAAL) DIAMOND MINING COMPANY 


De Beers Consolidated Mines owns 91.7 per cent of the pref- 
erence share capital and 98.2 per cent of the deferred share 
capital of this subsidiary, which operates the Premier Mine. 

Production during 1952 was 1,293,548 carats and the average 
yield 26.47 carats per 100 loads. Corresponding figures for 1951 
were 1,134,942 carats and 26.06 carats per 100 loads. Loads 
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treated amounted to 4,887,025 and averaged 407,252 loads per 
month. The designed capacity of the treatment plant, 416,09 
loads per month, was frequently exceeded. The net cost per load 
was 5/1.9 d. and the overall cost 6/0.9 d., a slight increase over 
the previous year. The main treatment plant and the recovery 
plant both operated satisfactorily throughout the year. Tests car. 
ried out on current tailings indicate that finer crushing would 
increase the current yield. 


THE CONSOLIDATED DIAMOND MINES OF 
SOUTH WEST AFRICA, LTD. 


De Beers Consolidated Mines owns 96.3 per cent of the or. 
dinary share capital and 17.2 per cent of the preference share 
capital in this subsidiary, which operates alluvial deposits in 
South West Africa. Production from mining and _ prospecting 
combined was 512,674 carats. Monthly production exceeded 
50,000 carats on occasions, but it was not possible to maintain 
this rate throughout the year due to late delivery of equipment 
and to an excess of magnetite in some of the richer areas, The 
field cost per cubic meter mined was the same as in 195], but 
the field cost per carat mined increased from 36/8 d. in 195] 
to 48/10 d. in 1952. Capital expenditure for the year was £1,709,130 
as against £948,783 for 1951. Net profit for the year was £10,859, 
754, an increase of £2,482,160 over 1951. 


THE DIAMOND CORPORATION, LTD. 


During the year the authorized capital of the Diamond Cor- 
poration, Ltd., was increased from £5,000,000 to £20,000,000 by 
the creation of 15,000,000 new shares. Arrangements were then 
concluded between the Diamond Corporation, Ltd., and the Anglo 
American Investment Trust, Ltd., whereby the Diamond Cor 
poration acquired sizable blocks of holdings in Consolidated 
African Selection Trust, Ltd., Société Miniére du Bécéka and 
Companhia de Diamantes de Angola. These latter three com 
panies are among the leading non-Union producing companits 
with which the Diamond Corporation, as the link between the 
producers of diamonds in the Union of South Africa and the 
non-Union producers, has contracts for the purchase of theif 
production. 

The contracts which the Diamond Corporation has with the 
producers of the Belgian Congo, Angola, Sierra Leone, the Gold 
Coast and French Equatorial Africa for the purchase of theit 
diamond production continue until December 31, 1955. During 
the year contracts, which continue to December 31, 1955, were 
entered into with Williamson Diamonds, Ltd., in Tanganyika and 
Akim Concessions, Ltd., a producer in the Gold Coast. 


THE DIAMOND PRODUCERS ASSOCIATION 


With a view to strengthening the link between Union of South 
Africa and non-Union producers arrangements were made whereby 
the principal non-Union producers have now acquired shafe 
interest in the Diamond Trading Company, Ltd., and the Diamond 
Purchasing and Trading Co., Ltd., which companies handle the 
sale of all gem diamonds sold by the Diamond Producers As 
ciation. Such arrangements had previously been made with 
industrial diamond selling companies. 
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HERE ARE THE AMAZING FACTS ABOUT 


LINDE STARS 


LinvE discovered nature’s secrets of the mys- 
terious star sapphire and coveted star ruby and 
duplicated them in every respect—except price. 
In perfection, gemologists say Lrnpe Stars out- 
rival nature’s best. 




























STAR SAPPHIRE AND STAR RUBY 
_ --. COMPARISON CHART | 


“LINDE” STARS NATURAL 
Aluminum Oxide Aluminum Oxide — 





Single Crystal _ Single Cyne 
Herogonel ‘Hexagonal 
Silky Blue or "Stayed 
sit Red : soit Os 
— c Oxides” pea Oxides 
Silky. Oriented Silky Oriented 
‘ Niece oe iacesons 
Point, oF, 3700 > i. ee 


Here are man-made star sapphires and star rubies 
of real, lasting value—of enduring satisfaction and 
eternal fascination. Lrnpe Stars are identical to the 
famed hallmark of kings, queens, and royal en- 
gagements. Ihe mysterious star that moves in each 
jewel's heart will capture attention, provoke con- S 
versation, and inspire more sales. Linpe Stars are / 3 
gems that all your customers will want and can ~ 


afford to buy. 


JEWELS TO PLEASE EVERY CUSTOMER'S 
TASTE. Leading manufacturers have been in- 
spired to give LinpE Stars the magnificent settings 
they deserve. Be sure your stock includes sufficient 
variety to catch the imagination and make every 











possible sale. 


Free display card incoloravailable, 
on request, with list of manufactur- 


— ep He Ryley af anes ere cuff ee | < ing jewelers featuring LINDE Stars. 


links, studs and stick pins. 
¢ Display the splendor of sparkling, star-lit engage- Ag 


ment rings, earrings, brooches and necklaces. 


® Have your customers try on a star—a | Le 
LINDE Star—and the sale is made. oa ee 


Dp)ishiitbiuled ty 
CHARLES F. WINSON, GEMS, 580 Fifth Avenue, New York 19, N. Y. 
MAX DURAFFOURG GEM COMPANY, 576 Fifth Avenue, New York 19, N. Y. 











LINDE is a registered trade-mark of Union Carbide and Carbon Corporation. 
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DISTRIBUTION 


The companies in the diamond selling organization are the 
Diamond Purchasing and Trading Co., Ltd., the Diamond Trading 
Co., Ltd., and the Industrial Distributors (1946), Ltd. The Dia- 
mond Trading Company is the medium for the sale of gem dia- 
monds, while all industrial diamond sales are through Industrial 
Distributors (1946), Ltd. 

Sales of diamonds effected through the Central Selling Or- 
ganization on behalf of South African and other producers, and 
diamonds drawn from the stocks held by the Diamond Corpora- 
tion Once again constituted a record and were as follows: 





Gem diamonds ......... £45,769,857 
Industrial diamonds..... 23,892,069 
£69,661,926 


ARTIFICIAL COLORATION OF DIAMONDS 


The coloration of diamonds by the exposure of the stone to a 
bombardment of alpha particles in a cyclotron, or to neutron 
bombardment in an atomic pile, to produce green colored stones 
and sometimes other colors, is now generally well understood. 
Green diamonds colored in this manner have appeared in some 
quantity on the market in 1952. One dealer reports that he has 
produced and sold about 500 carats of green cyclotron-treated 
diamonds during 1952, in sizes ranging from % carat to 30 
carats each, and about 200 carats of full cut melee from .03 to 
.20 carats each. The colored melee is being used mostly by 
manufacturers of fancy diamond jewelry. Prices for stones 
colored in this manner are only moderately higher than the 
original untreated stones. 


SYNTHETIC DIAMONDS 


The expanding need for industrial diamonds and the present 
outlook for only a limited increase in production has stimulated 
a great interest in the synthesis of the diamond. Several serious 
research programs concerned with this problem are under way, 
but no successful synthesis has so far been announced. A more 
than usual number of dubious claims have been publicized dur- 
ing 1952 of which the one receiving the most press notices were 
the claims of Dr. Hermann Meincke and associates, working 
under the auspices of the German Economic Ministry. The 
method of production, when carried out under the watchful eyes 
of three criminal investigators, a government attorney and a 
mineralogist, produced no diamonds. 

Unsubstantiated claims for the synthesis of diamonds have 
also come from Russia, France and Mexico. In the last case the 
diamonds “synthesized” have a striking resemblance to Brazilian 
stones. 


DIAMOND SUBSTITUTES 


A new synthetic material, strontium titanate, which has been 
announced by the National Lead Company, Sayreville, New 
Jersey, is claimed to be a more acceptable substitute for gem 
diamond than synthetic rutile (titania). The strontium titanate is 
made in a Verneuil-type furnace, as is synthetic rutile; it is 
isotropic, has an index of refraction of about 2.4 and reciprocal 
dispersion about 13, and is essentially colorless. The hardness 
is about 614 on the Mohs scale. Details are given in U. S. Patent 
2,628,156. 


INDUSTRIAL DIAMONDS 


The world production of industrial diamonds during 1952 is 
shown by country in the following table. Total production 
amounted to approximately 15,800,000 carats, an increase of 
approximately 1,800,000 carats over 1951. The Belgian Congo 
continues to be the largest producer with more than 11,000,000 
carats, mostly from the Lubilash sector. The Belgian Congo 
production is primarily crushing bort. There was also a large 
increase in production from the Gold Coast, which helped the 
industrial picture to a considerable degree. 

Efforts are being made by various United States Government 
agencies to stimulate industrial diamond production, to develop 
more efficient methods of using diamond tools, to recover dia- 
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mond from grinding wheel sludge and to develop substitutes 
for diamond in certain industrial applications. 

In 1952 the National Production Authority issued orders 
M-102 and M-103 covering crushing bort and diamond grindin 
wheels, respectively, which served to correct maldistribution of 
the raw material and insure its effective utilization jp end 
products, and to prevent excessive inventories of wheels jn the 
hands of consumers. Moreover, imports of crushing bort avail. 
able to industry increased around a million carats in 1959 over 
imports in 1951. As a result of these factors, supply difficulties 
prevalent in 1951 largely disappeared. 





rr, 


WORLD PRODUCTION OF DIAMONDS IN 1952 
BY COUNTRIES, IN METRIC CARATS 





i. 
Industrial Diamonds 














ne 
T otal Pere 
Production Production | the Total 
Africa: 
Te eT rT ee 743,302 304,754 41 
NS ss so 5 6s Baw aece 11,608,763 11,200,000 06 
French Equatorial Africa....... 163,400 147,000 90 
French West Africa........... 136,080 109,000 80 
ET eT ee 2,189,557 1,860,000 85 
i i, dation twa th bia 451,426 311,484 69 
South West Africa............ 541,027 108,000 20 
NS is ae ae to ee wre hae 6 143,023 62,000 43 
Union of South Africa: 
Pipe mines: 
Sr Te TT eT ee 1,293,548 1,000,000 77 
DeBeers Group........... 786,354 393,000 50 
ie ark ie inet hea eee 13,236 7,000 50 
Co Cee Tee 282,681? 140,000 50 
Other Regions: 
ait he ee eee oh ig 6a 200,000! 100,000 50 
I a. ak yh wien aS 38,305 13,000 33 
i oe dete dinned oaks 98,291 33,000 33 
Australia, Borneo, India, etc.... 5,000! 3,000 60 
Gs 86544000 Kee sn5a es 18,694,060 15,791,000 844 











1 Estimate, subject to revision. 


2 Including the State owned mines in Namaqualand. 





No new uses for industrial diamonds were announced during 
the year, but there has been continual improvement in design 


of all types of tools. 


Total imports of all classifications of industrial diamonds into 
the United States in 1952 were 13,688,879 carats valued at 
$52,209,403. The corresponding figures for 1951 were 12,294,066 


carats valued at $47,211,823. 


Details of recent United States imports of industrial diamonds 
are given in the following tables: 





INDUSTRIAL DIAMONDS (EXCLUDING DIAMOND DUST AND 


MANUFACTURED BORT) IMPORTED 


IN THE UNITED 


STATES, 


(U. S. Department of Commerce) 


FOR CONSUMPTION 
1947-1952 











Year Carats 


Value 





Total age 


—— | 





Value 
Aver- 
Year| Carats Total age 
1947 | 3,999,119 |$13,312,668 |$3.33 
1948 |10,421,207 | 32,581,385 | 3.13 
1949 | 6,279,096 | 17,392,288 | 2.77 














1950 {11,039,036 
1951! |12,294,066 
1952 |13,688,879 








$36,792,832 |$3.38 
47,211,823 | 3 
52,209,403 | 3.81 








1 Revised figure. 





The Diamond Research Laboratory of Johannesburg, Unio 
of South Africa, sponsored and supported by Industrial Dis 
tributors (1946), Ltd., investigated many problems of interest 
to diamond users throughout the world. Among the problems 
investigated were the effect of heat on diamond under various 
circumstances, the problem of suitable electrolytes for drill crow! 
reclamation, and the possibilities of developing more power! 
drilling machinery. Several of the metallurgical processes which 
were developed in the Laboratory to recover diamonds are now 
in full production at the Consolidated Diamond Mines of South 

(Please turn to page 153) 
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anew color movie 
to help you sell diamonds 


it’s yours FREE...to show in your town 
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Produced to help you promote diamonds . . . and just 
released . . . this spectacular new film, in sound and 
color, is yours to use, on a free rental basis. It’s ideal 
for showing before high school and college students, 
to club groups in your area, and for presentation as 
a sales-training aid. 


With romance setting the scene, this new movie 
tells a spell-binding story about diamonds. There’s 
an authentic sequence on diamond cutting, photo- 
graphed at a leading New York cutting house. There’s 
an interesting tour through the diamond mines, filmed 


in with the all-out diamond promotion...keep diamond sales coming your way 


on location in South Africa. Fast action and magnifi- 
cent color photography make it a really memorable 
diamond film. 


For details on how you may obtain the film, “A 
Diamond is Forever,” to show in your town, write 
to the exclusive distributors, Association Films, Inc., 
at the address nearest you: 


347 Madison. New York 17. N. Y.: Broad and Elm, 


Ridgefield, N. J.; 79 East Adams Street, Chicago 3, 
Ill.; 351 Turk Street, San Francisco 2, Calif.; 1915 
Live Oak Street. Dallas 1, Texas. 


DeBeers Consolidated Mines. Ltd. 
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Brilliance and Fire 


As Gemstone Properties 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customer is neither complex nor difficult 


to understand. This series of articles is written for the average jeweler. 


Part Il 


I. THE FIRST installment we attempted tu 
discuss the factors which affect the reflecting potential 
of jewelry stones. This is what we would like to consider 
the brilliance of a stone, as opposed to a second term, so 
commonly confused with brilliance, the fire of a cut stone. 
In this article we would like to go further toward clarify- 
ing the meaning of the latter term and to make clear the 
distinction between the two as properties of gemstones. 

We have seen that in essentially colorless stones, the 
brilliance comes mainly from the reflection of incident 
light from the interior of the stone. The per cent returned 
depends upon the refractive index, the polish and the 
clarity. To this we must add an intangible factor, the 
strength of the double refraction. We have also noted 
that in colored stones, part of the light is absorbed, filtered 
by the pigmenting factor. This absorption has two effects. 
First it reduces the total of reflected light, reducing thus 
the brilliance and coloring the escaping rays. Secondly, 
it affects that other factor in stone beauty. the dispersion 
or fire. 


FIRE IN JEWELRY STONES 

Like brilliance, fire in jewelry stones is something that 
would merit more attention and more exact measurement 
than has been possible till now. On examination we find 
that there are some stones of fairly strong color that are 
notable for their fire, while others, with essentially the 
same refractive indices and similar in hue have almost 
no fire. A good comparison can be found in the green 
zircons and the green garnets. The former stone is dead 
and its reflections show almost nothing but green, despite 
its relatively high refractive index. The latter is famous 
for its brilliance and fire; in spite of the dominant green 
the eye will always catch glints of red and yellow. 
Benitoite and Ceylon sapphires are rather close in their 
refractive indices and basic color, yet the expert can spot 
the benitoite by reddish (violet) reflections that will be 
found near the girdle. Blue titania is rather somber and 
shows little fire; red titania has almost less brilliance than 
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by DR. FREDERICK H. POUGH 


a light garnet or a ruby, yet we know that titania’s dis- 7 
persion is incomparably greater. 4 

Why is it that two richly colored stones should show 
such differences in fire? The explanation goes back to the 
absorption spectra that mean so much to B. W. Ander- 
son and his skillful colleagues in London. We must 
analyze the absorption spectra of these stones; and we 
will no doubt find that they have distinctly different ab- 
sorption lines and transmission bands. Demantoid (the 
colorful “olivine” of the jeweler) has a fine broad line 
of transmission in the green, but it also lets through lots 
of red and yellow and blue, and spreads them wide apart. 
Green zircon, on the other hand seems to have more 
absorption for the other colors, even though it spreads 
the spectrum pretty well, for we find but little fire in that 
stone. By contrast, emerald has considerable red trans- 
mission (as we can see in the emerald filter), but its — 
separation of the colors is so slight that we don’t find the 
red spread out beyond the green reflections, and we don’t 
see it at all without the filter. 

The effect of selective color absorption with limited 
light transmission by certain stones reaches its peak with ~ 
the famous alexandrite. Here we find transmission only © 
in the red, the green, and a little in the blue, with com- | 
plete absorption in between. The predominant color of 
the light that strikes the stone determines its hue, but we ~ 
do not look for fire in alexandrites. Almost every other © 
band in the spectrum is absorbed by the stone, so that 7 
even in the brightest sunlight we can get, at best, only an 7 
occasional glint of the night color. There is none of the © 
fire that we would see in a colorless stone of this refrac 7 
tive index. To make it worse, we find that the dispersion = 
of chrysoberyl (of which alexandrite is a variety) is only © 
0.015, well below average for its refractive index. j 

Nevertheless, the absorption of light by intensely ~ 
colored stones can remove fire from what would other- = 

(Please turn to page 136) 
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BIRTHSTONES FOR OCTOBER 


It is said that Cleopatra fell in love with an opal 
that matched her own beauty. Her attraction to 
opals is not difficult to understand, especially when 
one considers the remarkable play of color which 
is characteristic of this stone. As an example of 
- the value placed upon the stone, the Roman Senator 
' Nonius chose exile rather than part with his opal 
ring which the Emperor Marc Antony wanted to 


bestow upon Cleopatra. 


Contemporary Marc Antonys, of course, can woo 
their Cleopatras by presenting opals to them as 
birthday gifts, and no one will go into exile either. 
After all, opals combine all the beautiful flame 


colors of October foliage and are flattering to all 


. types of beauty. 


Tourmaline is especially suited for men because 
of its durability and rich colors. Opal is available 
m natural stones. Tourmaline in natural stones 


' or synthetic pink corundum. 


A Display of 
Opal and Tourmaline 


Nature's brilliant palette is truly re- 
flected in both the opal and tourmaline, 
which suggests the theme for this Oc- 
tober ring display. Several rings are 
displayed on the palette display pad 
to the right—covered in fabric with 
contrasting patches behind each ring. 
Flowers in colorful tones are arranged 
in a small vase and additional rings are 
placed on the elevation and flat pad. 
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‘Stimulate Sales with Birthstones 


The ruby, like other birthstones, has a romantic and colorful background. It 


naturally lends itself to dramatic presentation by jewelers. Here’s how some 


retailers capitalized on the promotional advantages of the July birthstone. 








This attractive ruby display was created by Jerome Margolis, Portland, Oregon. 


July is the month of the ruby—the gem of summer, the 
symbol of love, the spark of life. For the jeweler, the 
tradition of the ruby, which has been passed down to 
us through the centuries, has always invited creative 
thought in presentation. Many jewelers have utilized the 
ruby’s promotional possibilities to stimulate sales activity 
during the month of July. 

Donavan and Seamans Co., Los Angeles jewelers, fea- 
tures a birthstone every month. At the beginning of each 
month, this store runs a birthstone advertisement in the 
Los Angeles newspapers and complements the ad with a 
window display. For July, a Donavan and Seamans ad 
showed four diamond-and-ruby-set rings, with the cap- 
tion, “Ruby—the July Birthstone. Rare rubies of fine 
color, accenting diamonds set in hand-made custom 
mountings of platinum. Fortunate, indeed, are those 
whose birthdate calls for the ‘Gem of Summer and the 
Sun’.” The window was backed with curtains of black 
velvet, with mounds of black velvet topped with white, 
on which were displayed ruby-set rings, watches, pend- 
ants, sprays and brooches. 

An early-July advertisement by J. Jessop & Sons, 
jewelers of San Diego, featured the ruby and asked, 
“Were you born in July? How fortunate for you to 
have been born in this warm, glowing month, for your 
birthstone is the noble ruby—the king of gems. Age-old 
tradition says: 
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‘The glowing ruby should adorn 

Those who in warm July are born. 

This jewel—a spark from heaven above— 
Is bound to carry fervent love.’ 

“From earliest time, the ruby was the gem of summer 
and the sun. This rare gem, the symbol of love, has been 
highly prized for centuries by gem lovers. It was be- 
lieved to contain the spark of life. It was believed. to 
possess the ability to remove evil thoughts. When worn 
on the left side of the body, it was believed that its bearer 
would live in peace and accord with all men. It was the 
most precious of the 12 stones God created when he 
created all things. The most valuable color—which is 
exceedingly rare, is deep, pure carmine red. The ruby 
and the sapphire are both of the mineral corundum. Sec- 
ond to the diamond, the ruby is the hardest and most 
indestructible of gems.” 

On the background of the display window of Le Roys 
jewelry store in Los Angeles was hung a picture of a 
voung man presenting a ruby ring to a girl. On a card 
beneath the picture was written, “Whose birthday is in 
July? The ruby is the birthstone for July. A gift ring 
will be appreciated for his or her birthday.” Ruby-set 
rings, both masculine and feminine, were shown in the 
window. 

Zell Brothers, in Portland, Ore., devoted a whole win- 

(Please turn to page 145) 
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by WINIFRED PARKER 


Illustrations by Dorothy Burke 


Big collars, draped or rounded, are pop- 
ular in new Paris fashions. This styling is 
a natural stimulant for jewelry sales. Shown 
at right are leg o' mutton and lantern 
sleeves. This is a perfect area to sparkle 
with pins as well as bracelets. 


The Fashion Power of Pari 


. 

Wor Dior of Paris certainiy started the 
fall fashion season off with an explosion by daring to 
shorten women’s skirts, and these fateful 3 or 4 inches 
have become the subject of hot controversy in every 
fashion center of the world. And with good reason! 
Three or 4 inches up or down in women’s skirts can mean 
the difference between millions of dollars in profit or 
loss to many businesses. 

Dress. suit. coat, and lingerie houses are trying dis- 
tractedly to figure out whether women will buy the fall 
clothes already on the market, or whether they ll with- 
hold their purchasing dollars in anticipation of a newer 
fashion look. Mills, already harrassed by internal trade 
problems, are trying to figure out what lost inches may 
add up to in lost yardage dollars; and motion picture 
companies, both here and abroad, are worrying because 
new films with contemporary settings will look outrage- 
ously outmoded if short skirts are accepted immediately. 
Kt cetera, et cetera, et cetera! Aren't vou glad you're 


in the jewelry business! 
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timulates Jewelry Nales 


The international consternation caused because ove 
Paris designer has shortened skirts (granted, hes the 
fashion king) is a sharp reminder of the fashion power 
Paris wields all over the world. This is a power that 
translates into dollars and cents, and it should be a 
reminder to United States jewelers to put part of this 
same power to work in local fashion promotions. You 
can do it simply by stressing the Paris angle: “Paris Haute 
Couture endorses diamonds and furs for evening 
elegance!” “Paris designers enhance dresses with brilliant 
displays of colored stone jewelry!” “Paris favors pin and 
earring ensembles!” 

Let hemlines fall where they may! The important Paris 
news for us in the jewelry business this season is in all 
the style details that will affect the sale of jewelry, such 
as changing sleeve styles, the new variety of daring neck- 
lines, and in the establishment of new silhouette lines. 
The Paris fashion picture is perfect from our jewelry 
point-of-view because there are so many ways to decorate 
it with jewelry. 

Upper width is the most unanimous style trend to come 
out of Paris and almost every Paris designer has broad- 
ened and widened shoulder lines in order to further this 
elect. They also have introduced a new variety of neck- 
line treatments; startlingly big and puffy sleeves; big 
collars. draped or rounded that extend widely beyond the 
shoulder line; and drapes, folds, and pleats that extend 
lrom the shoulders across the bosom. Last month we 
reported on upper width in American ready-to-wear 
clothes for fall, and it’s interesting to see this theme 
further developed by Paris, but, of course, the high- 
fasion French designs are far more extreme. 

Upper width styling is a natural stimulant for jewelry 
sales because focusing interest on the upper part of the 
hgure is part of the natural function of jewelry. Jewelers 
can make use of this theme in promoting all types of 
necklaces, pins, brooches, fobs, earrings, and certain types 
of bracelets. 

Princess lines are repeated again and again in the 
French collections, and many top width variations are 
featured on slim princess silhouettes. The supple, un- 
broken, unbelted princess line gives jewelers an oppor- 
tunity to promote decorative pins to accent tiny waist- 
lines and to take the place of belts. 

High waisted effects appear almost as consistently as 
upper width in Paris styling, and this determined focus 
of interest upon the midriff can be used to advantage in 
Promoting pins, fobs, and all types of jewelry that can be 


Pinned at the waist. 
(Please turn to page 155) 
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Princess lines are repeated again and again 
in new Paris designs. This provides jewelers 
with an excellent opportunity to promote 
decorative pins to accent tiny waistlines. 





PARIS JEWELRY NOTES... 


Paris stresses furs and diamonds for evening elegance. 

Jewels, pinned to separate chokers of satin are worn with tail- 
ored gowns. Diamonds or precious colored gems, when 
possible! 

French jewelry is newly impressive in size. (This is to give 
decorative balance to wide-top silhouettes.) 

Paris costume jewelry features matched earring, pin, and brace- 
let ensembles. These are seen more often than matching 
necklaces. 

Earrings and enormous fancy lapel ornaments are featured by 
several houses. 

Parisiennes are wearing long barrette pins, huge pendants, huge 
breloques (watch chain charms) pinned at the waist like 
women wore them at the turn of the century. 

Evening collarettes and traditional necklaces are notably large 
with many combinations of colored cabochon stones and 
rhinestones. 

French jewelry designers are using color dramatically and with 
great splashy effects. 

Black—jet or onyx is important. Paris often combines these 
with colored stones, or uses the black as settings for colored 
stones. 

On the following pages are photographs of jewelry that is top 
fashion both in Paris and the United States. Many other fine 
fashion pieces will be found among jewelry photographed at 
the conventions and found on pages 90-103. 
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The Fashion Power of Paris... 


1. Diamond jewelry and fur for evening 
elegance. Bracelet, necklace and ear- 
rings by Van Cleef & Arpels, of Paris 
and New York. Fur scarf by Frederica. 


2. Diamonds transform a daytime coat 
into attractive evening wear. These 
diamond earrings and the _ bracelet 
are by Cartier, of Paris and New 
York. The fur jacket is by Frederica. 


3. Trifari's "L'Aiglon"” pin and ear- 
ring ensemble, featuring a graceful 
arrow motif, is finely made in gold- 
color metal and set with rhinestones. 


4. From Deltah's "White Ermine" series 
in simulated pearls. The three-strand 
choker, with matching earrings, gives 
emphasis for important “upper width.” 


5. Coro creates an interesting ensemble 
of silhouette-slim earrings of rhine- 
stones set in rhodium plus changeabout 
bracelet. One side of bracelet matches 
earrings; other side features ruby col- 
ored stones set in golden-colored links. 
Two bracelets in photo show both sides. 


6. Designed in Paris, made in America, 
the twisted rope necklace with antique 
gold look is made more significant by 
massive tassel drop. The necklace, pin 
and star-shaped twisted-strand earrings 
by Schiaparelli, of 21 Place Vendome, 
Paris, and Fifth Avenue, New York, N. Y. 
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STORE TRAFFIC | 


by BENEDICT KRUSE 


Watchmaker in the Window—Wired for Sound! 


Watchmaker draws a crowd with educational discussion of quality repairs 


while he tests watches free. Interest stayed high for six months. 


Loudspeaker carries remarks to street during free 60-second watch tests. 


A 400 per cent increase in repair business, full-length glass front. In charge was a watchmaker espe: ~ 
and a 60 per cent jump in actual watch sales, rewarded cially capable in dealing with the public—a man good at ~ 
a traffic building stunt worked. out by Funk Jewelers, explaining watch facts in an interesting, friendly manner. q 
Phoenix, Ariz. Large window posters offered free watch testing—in 

The promotion began when Arthur and John Funk seconds—on the new electronic machine. 4 
decided to dramatize the store’s acquisition of the first A microphone was located at the watchmaker’s bench, 7 
electronic watch tester delivered in the state of Arizona. so that the sound of the watches’ ticking, and the con- = 
ior maximum effect, they installed the device on a watch- versations between watch owners and watchmaker, could 
maker’s bench set up just inside the window of the store’s (Please turn to page 147) 
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For three generations the name 

of Baumgold has been synonymous 
with the finest in loose diamonds. 
Baumgold controls every facet 

of diamond production... from 
rough to finish... assuring you 


of top quality at competitive prices. 


And Baumgold helps you 
merchandise your diamond 
department...helps you sell 
diamonds. by offering you sales 
promotion and display material 
designed to increase. traffic 


into your store. 


Baumgold is a primary resource 
for loose diamonds. That’s why 


Baumgold can provide: 


7, A tremendous selection 
including the world-famous 
Jagersfontein collection 


P Immediate shipment 
c | 
J A lower price scale 
, id 


Brothers, Ine. 
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Creators of the CIRCLE of ‘Rica ai diamond 


BAUMGOLD BROTHERS, INC. 


62 WEST 47th STREET, NEW YORK CITY, NEW YORK 


Diamond Tool Research Co., 304 East 45th Street, N. Y. C. 


Los Angeles Office: 220 West Sth Street . Melee Plant: 305 East 45th Street, N. Y. C. 
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Design: a Key to Jewelry Sales 






The importance of gemology as a key to jewelry sales is fully recognized by 


jewelers. However, the author of this article points out, design is also a 


key to sales but it has been overlooked by the majority of retail jewelers. 


<a STRESS that has been placed on gem- 
ology during the past 30 years has made retail jewelers 
conscious of the value of knowledge concerning precious 
and semi-precious stones. As.a result, many jewelry 
salesmen today have studied gemology. Knowledge of 
gemology makes a jeweler confident in himself and this 
confidence is reflected in his sales talks. The result is 
more sales. 

But the value of design as a key to jewelry sales has 
been largely overlooked, with the result that many pieces 
of jewelry which find their way to jewelers’ showcases are 
destined to remain there much longer than the jeweler 
would like them to. 

When a customer enters a jewelry store to purchase a 
ring, he is usually shown a wide selection. Customers 
are motivated by quality and price appeal; they are also 
influenced in their selection by the design of the piece. 





ROCOCO 


ART-NOUVEAU 
EM PIRE 


The most common fault in designing jewelry is 
the mixing of styles—as illustrated above. 


Now in most jewelry stores it is known that stones are 
classified according to mineralogical groups, and that 
certain groups have a higher value than others. In design 
there are equivalent groupings, known as styles, or 
periods, and certain styles are more saleable than others. 
The jewelry store buyer who knows the fundamentals of 
geod design automatically avoids filling his showcases 
with dust-gatherers. 

One thing of which the ‘author is certain is that the 
public has an instinctive feeling for design. Were he to 
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by OTTO GOETZKE 


put three pieces of jewelry before you, one with three 
intermingled styles (like the one illustrating this article), 
anoiner one of two mixed styles and a third all of one 
style, he is sure that you would invariably choose the 
piece of pure style as more pleasing to your eye. And 
you would not have to have any training in design to 
make such a choice. The most common fault in designing 
jewelry is the mixing of styles—and it is jewelry of mixed 
styles which sells most poorly. 

Not only must a piece of jewelry be pure in style to 
find widespread favor with the public, but it will most 
readily sell if it is in the current style. Of course, some 
“period pieces’ do sell, especially to those people who are 
specifically looking for jewelry in one or another style. 
But the style which most people want is today’s style: 
Art Moderne. 

The importance of style can be seen in other industries. 
For instance, one would hardly expect to sell many auto- 
mobiles today of a 1920 design; and clothing, furniture 
and buildings, are all being designed different from the 
way they were 30 years ago. In New York City, for 
example, the Chrysler and Empire State buildings are 
examples of modern design, while the Woolworth and 
Singer buildings are “period pieces.” 


ART MODERNE 


In jewelry, Art Moderne is difficult to design, as it is 
so different from all previous periods that no ornament 
from any other period can be suggested without spoiling 
its unique appearance. All shapes, lines and ornaments 
in Art Moderne must be strictly in that style, without a 
trace of the more familiar lines of older styles—and when 
a piece is designed properly in Art Moderne it is worth 
the effort. as it is by far the most beautiful style mankind 
has developed through the centuries. 

Art Moderne sprang naturally from the Art Nouveau 
of the 1900’s and, like it, is French in its origin. The 
major development was under the hand of Rene Lalique. 
Lalique and a group of other designers who realized his 
greatness are together responsible for the style which is 
as much a part of our times as the airplane and nuclear 
fission. And French designers are still producing the 
finest examples of contemporary jewelry style. 

I have, as a jewelry designer, continually recognized 
French leadership in jewelry design. and have advocated 
that it be followed by all designers who seek real leader- 

(Please turn to page 150) 
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On a recent trip, A. C. Possin, Wisconsin wholesaler, met 
and talked with retailers. The jeweler who made the great- 
est impression was one who operated a suburban store near 
St. Petersburg, Florida. He is, the author states, ‘one 


of the smartest retail jewelers we’ve met in a long time.” 


W: recently returned home from a trip. On 
this trip we visited and talked with jewelry retailers and 
wholesalers in seven states. We feel that the things we 
learned entitle us to tell you a little about our experiences. 
because some of you might profit from them. 

One morning. while in St. Petersburg. Florida. we 
decided to get a haircut. The hotel clerk suggested that 
if we wanted to avoid a long wait at the hotel barber 
shop, that we take a three-mile ride to the outskirts of 
town where a new shopping section had recently been 
completed. The barber there. we were told, was a good 
craftsman, and not too busy during the morning hours. 
We accepted the hotel clerk’s suggestion. 

After leaving the barber shop we decided to take a 
walk around the development and what do we find—a 
jewelry store! And what do we find in the jewelry store 
but a branch post office. and one of the smartest retail 
jewelers we've met in a long time. His name is George A. 
Bossons. 

The novel combination interested us, and so we spent 
the morning, between countless interruptions, having a 
most revealing chat. 

“IT used to have a jewelry store downtown,” Mr. Bossons 
told us, “and I almost died of lonesomeness. Now.” he 
continued, “I’m busy from morning to night, and believe 
me. I sell a lot of things besides postage stamps.” 

We learned the truth of that statement while we were 
there. The store was practically never empty—frequently 
there were six and seven people in line at the post office 
window. Actually, the people weren’t in line at all. They 
were browsing around the store until they found the 
postage window open. Mr. Bossons knew how to cash 
in on the traffic the branch postal station was bringing 
him! 





122 


‘IM 4 Lee... 
J 





A. C. Possin Co., Milwaukee 


There was plenty of costume jewelry on display—wateh 
bracelets ——compacts—lighters—pens, yes. and watches, 
too. The owner and one lady clerk ran the show. When 
an important transaction required the owner’s attention 
at the postal window, he was there. When a jewelry sale 
of the larger variety was budding he would take over 
there. You can take our word for it—these two people 
were never lonesome, and they were doing business, on an 
ordinary week day in April. The store traffic reminded 
us of the holiday season in Wisconsin. 

Mr. Bossons spoke of his watch volume, which was 
sood, and his diamond business, which was surprising 
for ithe size of his small store. 

One more thing we learned at that store, which naturally 
pleased us greatly. The owner told us he did all his 
buving from wholesalers. with the exception of certain 
watch lines. 

“I’m too busy here, all day long,” he explained, “to 
spend my time talking to dozens of salesmen, and | 
haven't the room to put in a big stock of any one item. 
I do business with three wholesalers who call on me, and 
I’m well satisfied. That way I can spend my time selling, 
instead of buying.” 

We didn’t find any more jewelry stores in our travels 
that had built-in postal stations. But we did find that 
more and more jewelry stores are broadening their scope 
to include gift departments and traffic building items that 
were not common in such stores a few years ago. 

After we made a point to check, we found that the 
stores that were out to create traffic were the stores where 
business was good. In many of the straight jewelry stores 
things were quiet and the owners were complaining. 

It seems to us that many a jeweler could find some 
real “meat” in that discovery. 
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THE MOST EXCEPTIONAL WATCHES 
AND CLOCKS IN ALL THE WORLD 


~LE(OULTRE 


120th Anniversary of 
The Founding of the LeCoultre Factory in 1833 





Marking a “Heritage of Craftsmanship”, throughout this 


a an nn 


Fall and Christmas season—again and again—LeCoultre’s 





dynamic, full-page magazine advertisements will be 





| - read by customers of every jeweler in every city, town 
ATMOS — The Perpetual Motion Clock! 120 years of 
superb craftsmanship are expressed most eloquently in 
this exclusive LeCoultre creation. National advertising 
appearing in the nation’s most-read magazines, time 
after time, continues to make this the hoped-for and plan- 
ned-for possession of countless magazine readers. $175. 


and village in these United States! Take advantage of 
this opportunity now to associate your store with “The 


Most Exceptional Watches and Clocks in all the World”. 





LE COULTRE “120 WATCHES” — SIR WINSTON, LADY ROSE; LADY PEG, SIR WARREN. 
Commemorating that historic date in 1833 when Antoine LeCoul- | Your LeCoultre “120 Watches” offer you the opportunity to key- 
tre opened his factory, master watchmakers there have joined _note your important Fall and Christmas merchandising with Most 
their exquisite skill with the imaginative artistry of the watch Exceptional Fashion and Quality—plus Most Exceptional Value. 
designers to create these four magnificent watches in 14K gold! | Each of these 14K gold masterpieces will retail for only $120! 








LE COULTRE POWERMATIC. The same un- 
paralleled skill of 120 years of fine watch- 
making contributes outstanding value to 
this Exceptional self-winding watch. Re- 


serve Power Indicator. Gold-filled, $71.50. 


oe. 


LE COULTRE FUTUREMATIC. None but 
LeCoultre watchmakers manufacture this 
100% automatic watch — engineered to be 
the most accurate automatic watch in the 


world. Gold-filled, $99.50. 14K gold, $165. 


A clock the 
size of a pack of cigarettes! This watch- 
maker’s alarm clock with a LeCoultre 
jeweled lever movement provides year- 
‘round sales for every fine jeweler. $25.75. 


LE COULTRE TRAVELETTE. 


— VACHERON & CONSTANTIN-LECOULTRE = 


Raa eats DIVISION OF LONGINES-WITTNAUER WATCH COMPANY Ai rricesincivie tedersi tox 
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What You Can Say... 


IN JEWELRY ADVERTISING! | 


Based on applicable rulings of the Federal Trade Commission, the 


following rules should be strictly followed in jewelry advertising. 


THE TERMS "GOLD" AND "SOLID GOLD" 


The Federal Trade Commission has held that the terms 
“Gold” and “Solid Gold” mean fine gold or gold of 
24 karat quality. ° 

The description of a karat gold article should show 

the karat fineness of the gold alloy of which it is made, as, 
for example, “10 Kt Gold” or “14 Karat Gold,” or the 
shorter forms, “lOK” or “14Kv’. 
‘ In describing an article which is gold plated, if the 
word “Gold” is used, it should be accompanied by appro- 
priate qualifying words to show affirmatively that it is 
a plated article, as, for example, “Gold Filled,” “Rolled 
Gold Plate,” “Gold Plated” or “Gold Electroplate.’”* 

The proper description for an article merely flashed 


with gold is “Gold Flashed” or “Gold Colored.” 


USE OF KARAT MARK FOR GOLD ELECTROPLATE 


The Commission has ruled that the karat mark should 
never be used in describing a gold electroplated article. 
Such terms as “24Kt Gold Plated” or “Plated with 22Kt 
Gold” are improper. 

The correct description of any such article is simply 


“Gold Plated” or “Gold Electroplate.” 


THE TERMS "SILVER" AND "STERLING" 


Standing alone, the terms “Silver,” “Solid Silver” and 
“Sterling” are regarded as synonymous. None of them 
should be applied to an article which assays less than 
925/1000ths fine. 

Silver plated articles should be described as such and 
never as “Sterling Plate,” use of which term is declared 
unlawful by the Federal Stamping Law. 


—— 


* In addition, Commercial Standards CS 47-34 provides that “qualities 
for gold-filled and rolled gold plate articles other than watch cases 
shall have applied thereto marks which state in terms of fractions and 
karats the correct proportion of the weight of the alloyed gold to the 
weight of the entire metal in such articles.’”’ For example: 1/10 12K 
Gold Filled or 1/30 10K Rolled Gold Plate. 

No article having a gold coating of less than 10K fineness shall have 
applied to it any quality mark. No article having an alloyed gold content 
of less than 1/20 shall be marked Gold Filled. 
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NAMES OF NATURAL STONES AND THE WORD "PEARL" 


The names of natural stones, unless properly qualified, 
should be used only to describe such stones. Similarly, 
the word “Pearl” should be applied only to genuine pearls. 

Synthetic stones should be described as such, as, for 
example, “Synthetic Ruby,’ “Synthetic Sapphire,” etc. 
Cultured pearls should be described as cultured pearls, 
and the words “real,” “genuine,” or “natural” should 
not be used in connection with such product. 

If the name of any natural stone or the word “Pearl” 
is app! .o an imitation product, such name or word 
should in each and every instance be immediately pre- 
ceded by the word “imitation” or “simulated,” except 
that the description “simulated diamond” has been de- 
clared by the Commission to be improper. 


EXAGGERATED OR DECEPTIVE ILLUSTRATIONS 


Jewelry may be misrepresented in advertising by use 
of inaccurate illustrations or diagrams as well as by 
improper statements. 

Every illustration should accurately depict the article 
offered. For example, an engagement-wedding ring set 
containing rose diamonds or diamond chips should not 
he illustrated as set with full-cut stones. 

Illustrations exaggerating the size of rings and insets 
therein should be accompanied by a statement showing 
either the number of times the illustrations are greater 
than the actual size or that they are enlarged to show 
detail. 


USE OF THE ASTERISK 


If a term used to describe any jewelry article is inac- 
curate unless qualified, the necessary qualifying word or 
words should in each instance immediately precede such 
term and should not be placed in a footnote to which 
reference is made by use of an asterisk (*). 

The Commission has specifically ruled that asterisk- 
footnote qualifications are improper. 
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Makes Satisfied Customers” 


Keepsake Franchise is a Most Valuable Business 
Asset to Crowder Jewelers in Boulder, Colorado 
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Only America’s Largest Selling Diamond Rings 
Offer YOU ALL These Big Selling Advantages 








® QUALITY ... the hallmark of @ NATIONAL ADVERTISING... 





Keepsake Diamond Rings. The the strongest in the ring industry — 
words ‘Guaranteed Registered Per- and “dealer-localized” to produce 
fect Gem” appear on the Keepsake sales results. 
tag. ® POWERFUL MERCHANDISING 
t  Growder Jeune M  @ WRITTEN GUARANTEE .... the _. . . effective dealer sales aids include 
a “ nd i - famous Keepsake Certificate of Reg- newspaper, radio, TV, point-of-sale, 
ee ee istration guarantees perfection in outdoor, direct mail and movie 
writing. advertising. 


Keepsake 






Keane oR REFUND Oo 


"Guaranteed by > A* 
Good Housekeeping Keepsake 
S 4op 
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“A Most Valuable Business Asset” 
and YOUR OPPORTUNITY FOR PROFIT! 


Write today for information concerning the availability 


of a valuable Keepsake Franchise in your trading area. 
H. POND CO., INC. SYRACUSE 2, N.Y. 
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PROMOTION 





Suburban Retailers Join Forees 


To Stage a Community Christmas Promotion 


A shopping center thrives on traffic, and it usually has the organization 


to make possible coeperative projects in which all merchants share the costs. 


A monster animated Santa Claus was Northgate’s most successful effort. 





Shopping center's gigantic Santa 


A 33-FOOT high community Santa Claus 
brought shoppers by the thousands to Northgate, 70- 
store regional shopping center of Seattle, Wash., during 
last Christmas shopping season. An added attraction was 
Santa’s ability to move his head, roll his eyes, shake his 
stomach, and move his right arm. He was advertised 
with accuracy as the “Biggest Santa in the World.” Other 
features of the promotion were a dwarf, Mr. and Mrs. 
Santa at home in the center’s model house, and a photog- 
rapher. The latter took over 16,000 “candid” photos 
from his concealed position in the house. The promo- 
tion was the most successful of any that the three-year-old 
center has developed to date, according to James Douglas, 
president of The Northgate Company, which operates the 
big shopping center. 


Building of Santa was a major construction problem 
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was costly but he can be used again. 


by EDWARD LUCAS 


because of its size and because the promotional com- 
mittee of Northgate merchants insisted that Santa be 
able to move some of his members. Static displays were 
not sufficient to hold a child’s attention, they had discov- 
ered from previous promotions. Santa was built in five 
sections which were prefabricated and then assembled 
on the site, on the pedestrians’ mall in the center of 
Northgate. A large sack at his left side was built with 
a doorway for children to enter to be interviewed. 

The apparatus was operated by a man who spoke 
through a public address system mounted in Santa’s 
head, but who did not show himself to the children. He 
also operated the controls that moved the different parts 

(Please turn to page 152) 
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o matter what diamonds you need, 





your first memo order will prove 4? 
to you that WILLIAM LEVINE has them, Ny i 
and at prices that reflect 


today’s greatest diamond values. 4 








<< Write for 
WILLIAM LEVINE’S FREE 
folder on Specials for 


the month. 
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12-Point 


Merchandisiné Program 


Success Formula for West Coast Jeweler 








—_ are no trick mirrors at Wiitamaki 
Jewelry Store, Aberdeen, Wash.; it’s all done with de- 
tails, the sort of detail work that would spell success in 
virtually any moderate size American community. In 
Aberdeen, a city of about 20,000 population, the busi- 
ness formula of Mr. and Mrs. William Wiitamaki has 
brought them over 25 years of successful retail jewelry 
operation. Twice, it has enabled them to expand and 
remodel with entirely satisfactory results, the latest 
expansion and remodeling taking place in 1945. Their 
present scale of operation requires the full-time services 
of six employees plus the two owners. 

Like any well-balanced business operation, the success 
of Wittamaki Jewelry Store is conpounded of a number 
of different factors, each contributing to the success of 
the whole. Each factor has been consciously developed 
and followed through with meticulous attention to all 
necessary details. Virtually every point in the firm’s 
merchandising formula could be adopted with equal 
success by other retail jewelers, including methods of 
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Above, an exterior view of the Wiitamaki store 
which was remodeled in 1945. Mrs. Wiitamati, 
left, hands customer a gift-wrapped article, 


by EDWARD R. LUCAS 


stock control over 60 different patterns of silver flatware, 
their unusually complete gift-wrapping service, their 
customer relations policy, or methods of personnel selec- 
tion. At least 12 separate “points” can be numerically 
listed as components of their merchandising formula. 

1. An attractive store front and interior display. With 
acquisition in 1945 of the building in which they had 
previously rented store space since 1937, the Wiitamakis 
were able to double their floor display area. At the same 
time, they modernized the store exterior, with black glass 
facing and the visual type of entrance permitting the 
entire store interior to be easily seen from the street. 
The interior was remodeled with blond natural finish 
wall and counter display fixtures. Four tables in the 
center aisle, are used for display of special merchandise 
including friendship cups and baby silverware. The 
modernization has been an important factor in maintain- 
ing their post-war volume at its fully satisfactory level. 

2. A year round gift wrapping service. Gift wrapping 
as an important means of building and maintaining their 
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For Pre-Christmas Sales Action 
Nothing Tops 


IMPERIAL PEARL PROMOTIONS 


FOR MORE TRAFFIC y FOR VOLUME SALES » FOR STORE PRESTIGE 








Every day more and more jewelers from coast to coast are 
finding out the tremendous pulling power of Imperial Pearl 
Promotions. Tried and proven in every section of the 
country, they bring more people into the stores, zoom sales 
volume and increase overall profits. Wise jewelers are 


now planning to use these outstanding promotions to insure 


Pre-Christmas sales action. Why don’t you? 
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The World’s Finest—Knovwn the 
World Over. It will pay you 
to become an Imperial 
Cultured Pearl Jeweler. 


Imperial Pearl Syndicate 


World's Largest Importers of World's Finest Cultured Pearls 





New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 So. Hill St. 
Theatre Bldg. 
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William Wiitamaki, above, keeps over 10,000 watch crystals in 
stock. Two watch repairmen are required for full-time work. 
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An extensive line of baby silverware patterns is carried in 
stock. This popular merchandise is displayed at rear of store. 
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China and giftware articles are prominently shown in center row of display islands. 











growing business has been practiced for the past 16 years. 
They have developed it well past the point at which 
many jewelers stop, and believe it is one of their best 
promotional services. 

Since jewelry is usually purchased as a gift, the sug- 
gestion is always made at conclusion of a sale, that the 
purchase be gift wrapped. The wrapping is done with 
particular care at the gift wrapping counter at the rear, 
using first quality materials. An individual touch de- 
veloped accidentally by Mrs. Wiitamaki several years 
ago, is the placing of a small spray of metallic wrapping 
strands in the center of the ribbon bow. Customers have 
told Mrs. Wiitamaki that they had been able to identify 
every gift purchased at their store from the distinctively 
individual wrappings. 

The store keeps in stock 31 varieties of gift boxes. To 
make certain that each variety of box is kept in stock at 
all times, the boxes are stored in a special section of 
storage shelving upstairs. Each type of box is given a 
number, and all boxes of each type are stored in order 
on the shelves. A glance at the shelves reveals which 
types need reordering, either by the owners or by the sales 
representative of the supplier. 

The service is not an inexpensive one, approximately 
$1,500 being spent per year for ribbons and paper, and 
a like amount for boxes. An additional expense during 
the Christmas season is the hiring of three seasonal 
employees just for gift wrapping. However, the Wiita- 
makis feel that it is an expense that more than justifies 
itself in terms of increased sales volume and better cus- 
tomer relations. 

Wiitamaki’s also wraps for mailing, these packages 
being wrapped at another table set up for that specific 
purpose just back of the gift wrapping counter. Mrs. 
Wiitamaki estimates that between three and fifteen parcels 
are wrapped here every day excluding the Christmas 
season. 

This wrapping service pays off particularly with cus: 
tomers who want to send a gift to a friend or relative 
(Please turn to page 141) 
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Plan New Window Displays 


(From page 106) 


else to transform the appearance of your windows. Trans- 
parent glass or plastic fixtures used against frequently 
changed backgrounds will also give the desired appear- 
ance of variety. 

Be sure the units are designed to show your merchan- 
dise in as organized a fashion as possible, avoiding clutter 
and confusion. Also be sure their design is such that 
they do not draw attention away from the merchandise, 
but toward it. 

The accompanying sketches illustrate three displays for 
showing new fall merchandise for which most of the fix- 
tures could be made in the store or made to order quite 
inexpensively. 

New fall jewelry is given a colorful setting with a fan- 
like arrangement of tapered panels radiating from a 
velvet covered bust-form. Jewelry is shown on the form 
and on the panels. Simple little tent-shaped units are used 
for showing sets or ensembles of jewelry pieces. Graceful 
branches of autumn leaves soften the angular design of 
the window. All display units should be covered in velvet 
or other fall fabric. Two or more colors may be used or 
the window could be carried out in black and white, which 
would put the color emphasis on the jewelry itself. The 
leafy branches can be real or artificial. Natural branches, 
sprayed with gold would be very effective, especially with 
the black and white color scheme. The tent displayers 
can be made from heavy cardboard, scored and folded 
and covered with fabric. The other panels can be cut 


from beaver board. Both might be lightly padded with 
cotton batting before covering to make it easier to pin 
the jewelry on. 

Since the fall usually begins a busier season of enter- 
taining, one window might well be devoted to table acces. 
sories. Here the upper section of the window is utilized 
by suspending panels, just large enough to hold a place 
setting, from the window ceiling. Similar panels are used 
on the window floor. Chest of silver and hollowware 
items complete the merchandise arrangement. The place 
setting panels are suspended from their four corners with 
inconspicuous fine wire or cord the color of the back. 
ground. Single autumn leaves are fastened to the wires 
or cord with scotch tape so that they appear to be drift- 
ing down through the air. The panels should be made of 
a board heavy enough to support the place setting with- 
out buckling . . . thin masonite would be good. Panels 
can be covered with linen in different colors, or they can 
be painted and a doily laid under the place setting. The 
wire or cord which supports them can be threaded through 
small holes in each of the four corners of the panels. 

The third sketch suggests a setting for gifts for the fall 
wedding. Merchandise is arranged on a simple shelf unit 
against the window background. Gift wrapped cello- 
phane boxes hold additional merchandise and copy is 
lettered on a cellophane panel in the style of a wedding 
invitation. Wheat and autumn foliage are arranged in 
clusters against the upright supports of the shelf unit. 
A shelf unit such as this, should prove endlessly useful 
in any window in which it can be fitted. It may be left 
open at the back for easier access to the front of the 
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No. 642. An accent of elegance. 
Hour and holf hour bell strike. 
Mahogany finished case. 93/,” high, 
7," wide. Retails for $35.00. 









No. 170. Enduring 
charm in every line. 
Eight day, 2 jeweted 
lever time movement. 
10,” high. 

Retails for $27.50. 


id for the color brochure showing the 
complete line of 44 designs. 
THE 'HERSCHEDE HALL CLOCK COMPANY 
CINCINNATI 6, OHIO. 


ew York Office and Showroom 
oS 37 West 47th Street 











No. 120. Perfect for 

the desk. Seven jeweled 

movement in ook case. 

5%." high. Retails for = = No. 168. In the modern 

$30.00. manner. Eight day. 2 
jeweled time movement. 
93/,” high. Retails for 
$24.50. 





58. Low priced alarm in 
a smartly styled design. Metal 
case of light green. Retails for 


$4.95 








Federal Taxes not included in prices listed. 





R987. A pew effect i ie » wall 





clocks. 12” sq 
honey toned ghey Wak | : 
ee =— Retails for ee SUSSEX aes SO 
The. Stethentic, long loved melody of West- a :  . . yd 
minster Chimes adds a distinguished noteto . eer EO, this 
-  ..  rrtrti“‘COOOOCOC*s~C~s~* SS acd ae: as Baished: in 
- the electric Uimetelling of these new Revere — 4g, —y_ Tight bland."Also: ovpitable 
/+ The ‘full line of 21 Revere Clocks is show 
€ “color brochure. ‘Sent on request. 
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window or a curtain may be hung across the background 
behind it. This makes a good background for a table 
setting arranged on the window floor. The cellophane 
packages and card permit better visibility for the mer- 
chandise behind them as well as adding decorative note 
of their own. 





Brilliance and Fire 
(From page 112) 


wise, with their dispersion, be moderately fiery stones. 
The pale Maine tourmalines, with the deep cutting that 
the New England lapidaries preferred for those stones, 
are surprisingly colorful. Yet who thinks of tourmaline 
in terms of fire today, in a market that is supplied with 
rich greens and reds from Brazil and Madagascar? When 
the dispersion of a mineral and its gem varieties is con- 
sidered, some attention should be paid to the absorption 
and transmission spectra of the stones. High dispersion 
means nothing if the light that enters the front is lost 
before it reaches the back. Any recognizable body color 
at all means that some light is being lost, that some 
absorption and selection is trapping part of the light 
before returning it. The deeper the color the greater, of 
course, is the absorption. 

This brings us back to our problem of distinguishing 
between brilliance and fire, the factors that determine 
them, and the exact meaning of each word. Fire, we 
have seen, means the separated spectral colors that escape 
from the stone. It results from the spreading out of the 


white spectrum into its many components, far enough 
for them to be visible to the eye of the observer. It is a 
fundamental property of a mineral, and its strength cap. 
not be altered by flaws or impurities. Observation oj 
strong dispersion depends upon clarity, and low absorp. 
tion. In white or pale materials fire is subject to optical 
measurement, but in a reasonable clear and well cut stone. 
it is immediately apparent if it is notable. | 

Brilliance, on the other hand, depends upon many fac. 
tors. Primarily it depends upon a fundamental property 
of the substance too, the refractive index. Secondarily 
it depends upon the polish, the clarity and whiteness, 
Thirdly, an appearance of clarity depends upon single 
refraction. lt would be possible to actually measure the 
difference in brilliance between two stones of like size, if 
an instrument for this purpose were available. But even 
then it would be unsound to extend these results to all 
like stones without making an enormous sampling. 

Before deciding on logical grounds which stone is 
“most brilliant,” it must, in the first place, be remem. 
bered that the lapidary’s goal is the reflection of as much 
light as possible back out of the crown of the stone. To 
accomplish this purpose he changes the facet angles, 
depending upon the refractive index of the stone. To 
reflect most of the incident light, the spinel must be cut 
deeper than a diamond. A diamond that has been cut 
with spinel angles would have a “well”; a spinel cut with 
diamond angles would be a “fisheye.” Each stone has 
its optimum set of facet angles. 

One of the reasons that we do not look for brilliance, 
any more than we look for fire. in stones with low refrac- 
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Extensive selections of Rubies, Star 
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Emeralds and Catseyes . . . loose or 
in Platinum Diamond mountings of 


exclusive design. 
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tive indices, 1s what we cannot, no matter what we do, 
cut a rock crystal (R. 1. ca. 1.54-1.55) to reflect to the 
front more than a part of the light that strikes the surface. 
Much of it will leak out the back. We have little difficulty 
in recognizing precious topaz in contrast to topaz quartz, 
even though the two stones may be of about the same 
color, because of the greater brilliance of the precious 
topaz. Here the refractive index makes it possible to 
fashion a more brilliant gemstone. 

Golden sapphire, in turn, is still more brilliant than 
precious topaz. Again we find that the higher index has 
permitted the lapidary to make a more brilliant stone. 
However, golden sapphire does not show the increase in 
brilliance over the topaz that the topaz shows over the 
quartz. Yet the difference in refractive index is actually 
greater. Apparently we are nearing a point of diminish- 
ing returns, for once that we have succeeded in trapping 
and reflecting most of the incident light it is hard to 
improve on it. 

Now we find the fallacy in the argument that the higher 
the refractive index the more brilliant the stone. Obvi- 
ously, once the lapidary has attained approximately total 
reflection, there isn’t much more that he can do. Then 
the other factors in gemstone brilliance assume impor- 
tance; the factors of clarity, whiteness and single refrac- 
tion. It would be hard to say at what point 95 per cent 
light return is attained. From stones that may be seen on 
the market, all equally well cut and polished, it would 
seem probable that this point is neared by the synthetic 
white spinel, that even now is sold to the unwary as a 
diamond. From this point on, other brilliance factors 
take over primary importance. 

Let us get to grips now with the question of the relative 
brilliance of titania and diamond. We can compare them 
point by point and see how the claims of greater bril- 
liance stand up logically. Remember that by brilliance 
we have agreed that we mean relative reflection of the 
incident light, and that this has no relation to the dis- 
persion that we have agreed is called fire. 

As regards to surface reflection: diamend_ polishers 
claim that they attain a higher luster than other lapi- 
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E. J. Scheer, Inc., Rochester, N. Y., finds bridal busi- 
ness rates top display effort well into the summer. 
This display was located in the rear of the main floor, 
readily seen from the entrance. An arbor of ribbon, 
paper bells and gift boxes above the table helped to 
achieve dominance, while a life-size bride figure set 
the theme. Note use of gift wrappings and gift boxes. 
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WAKMANN WATCH WAYS 


“Laughter is good for your health" 























HE DIDN'T NEED 
EYES TO SEE 


by Icko Wakmann 





Side by side, the blind man and 
his guide walked down the street. 
"Cherries! Big, juicy cherries!" 
called a peddler. "I will buy a bag," 
Said the blind man, counting out some 
coins. Then, holding out the bag to 
the guide, the blind man said, "We 
will each take one cherry at a time." 
"Yes," said the guide. 

In went the blind man's hand, then 
the guide's, again the blind man's, 
and again the guide's, and so it con- 
tinued. Suddenly, the blind man drew 
his hand from the bag, and slapped the 
guide! "You hit me," cried the guide, 
"Why? Why?" "Because I've been taking 
2 at a time," answered the blind man, 
"and you've said nothing. Now I can 
imagine how many you are taking!" 

My friends, when something is 
good, you reach for it in generous 
measure! When jewelers order Wakmann 
models, they take 4, 5, 6 at a time, 
purely on the basis of sales. Look, 
for example, at the Braille watches 
on page 22 of our new catalog, the 
1953-1954 "$20,000 Show Case". All 
over the country, these wrist and 
pocket models, at $31.00 to $41.50, 
are bringing jewelers solid volume. 

Or, take our de luxe waterproofs 
for men. On Page 18 of the "$20,000 
Show Case", our g.f. #1300 with fancy 
dial, that retails for $39.50, tax 
included. On page 19, our #1305 with 
steel case and combination luminous 
dial, at $37.50. On page 21, our 
#1316 with raised numerals and 2-tone 
dial, at $49.50. These are watches to 
delight your heart, so exceedingly 
fine is their regulation! 

You will want to add to these 
models the tiny new Wakmann 7%L 
nurses’ watches...our solid gold 
automatics...our stop watches, calendar 
watches, chronographs. Look through 
your "$20,000 Show Case" now. It is 
your reserve inventory...an irre-= 
Sistible collection that can build 
extra profits, without extra invest- 
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“The Only Incabloc Watch With The One Year 
Repair Policy” 
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Store’s Site Was Movie Entrance 


The new store of Hurst Jewelers in Anaheim, Calif., is 
located in space which was until recently the box office 
and lobby of a motion picture theater. With the closing 
of the theater, the building has been completely remodeled 
on the street level. A J. C. Penny store in the same build- 
ing remodeled its front to conform to the newly modern- 
ized scheme of things, and a women’s wear shop and a 
men’s wear shop have moved in. The three completely 
modern new stores staged a grand opening which 
attracted considerable local attention as a major addition 
to the Anaheim business district. Hurst’s new store was 
described as one of the finest in the county. 











































































Joe Hurst, a diamond expert with 35 years of experi- 
ence, opened his first Anaheim store 12 years ago. He 
has provided the new store with a private diamond room 
for the convenience of customers who wish seclusion dur- 
ing this important purchase. Complete new watch repair 
equipment was installed. All well-known standard brands 
of silver, clocks, watches and appliances are carried. 
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daries, but this claim has not been proved, and, in any 
case, luster is insignificant in the over-all picture. Let us 
put them down as equal. 

As regards to clarity: the average diamond is unques- 
tionably clearer than the average titania. When one sees 
a large mass of diamond on which two faces (windows) 
are polished, one gets the impression of great trans- 
parency, even if the stone shows a slight tinge of color. 
Tintania boules with similar windows, on the other hand, 
look distinctly cloudy. This cloudiness seems to be due 
to minute inclusions within the stone, apparently, as well 
as to the double refraction and the (to be truthful and 
impartial) poorer polish on the windows of the titania 
than is customary on diamonds. In any case, it will be 
generally agreed by those who are familiar with the two 
stones that the average jewelry diamond is remarkably 
clear, much clearer than titania. 

As regards to color: It is the common experience of 
diamond merchants, and they regret it, that diamonds of 
the color of titania are difficult to sell. The average cut 
diamond is whiter. The fact that titania shows as much 
color as it does can only result from the considerable 
absorption of light that is taking place in the stone. At 
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best, only a part of the incident light is returned to the 
observer. It is a large part, it is true, but even if we were 
to assume that all other factors were equa!, we would 
have to say that the yellower stone was less brilliant than 
the whiter stone. 

Lastly, we have that intangible, unmeasurable factor 
of single and double refraction, which must remain a fact 
of observation. The observation is that a singly refracting 
stone gives the impression of greater depth, greater clarity 
and greater purity than a strongly doubly refracting stone 
can give. The addition of that observational fact to the 
other logic makes inevitable the conclusion that titania 
cannot be more brilliant than a diamond. Those who 
claim that it is, purely on the basis of a higher refractive 
index than that of diamond (and they have no other 
basis) are the victims of their own “little learning.” If 
they were right, then hematite, with its refractive index of 
3.28 would put titania in the shade; yet hematite has 
about as much brilliance as a lump of anthracite. 

Dispersion, fire, titania does have. In comparison with 
diamond or any other jewelry stone, the dispersion of 
titania is almost unbelievable. Give titania full credit 
for having that property to an unheard of degree, and 
don’t decry its greatest appeal. We have often heard it 
said that titania is too fiery, that people find its play of 
color in bad taste. Yet those who do, place themselves in 
an illogical position; for much of the appeal of the color- 
less stones lies in their fire. If it weren’t for the fire, 
would just the hardness of the diamond make it so much 
more desirable than a brilliant white sapphire, zircon, 
spinel or topaz? All can be cut into brilliant stones, but 


of them all, only diamond added the fire that gave the life 
and sparkle of a gem to jewelry. 

In dispersion we can find no limiting stone where ye 
attain ideal, 100 per cent dispersion. Perhaps opal should 
be our peak, perhaps we can regard that stone as perfec. 
tion in dispersion. With some justification we saw the 
first titanias compared to opal, for their rainbow play of 
color really suggested that stone more than any other, 
Yet who calls opal, the stone Queen Victoria loved, 
vulgar? 





Acklin Store Fully Modernized 


Acklin Jewelry Co., a spacious store on Pennsylvania 
Ave. in Tyrone, Pa., has been completely modernized 
inside and out, with year-round air-conditioning installed 
as part of the project. The Acklin store, with a record of 
95 years of continuous operation and growth, was founded 
by Isaac Walton. The late Frank W. Acklin, whose name 
the store bears, joined the firm when he was 18, soon 
became a partner, and remained active in the manage. 
ment for 62 years until his death in 1945. Harry N, 
Glass is now president of Acklins. 

The newly remodeled store’s new front follows modern 
trends with its combination of waist-high strip windows 
and full window. neon-lighted terrazzo friezes and Carrara 
pediment. Inside, a blend of linoleum tiling and rich 
carpeting is underfoot. New walnut showcases, indirect 
fluorescent lighting. and carefully harmonized colors 
enliven the interior. 
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To the male taste... 


Masculine as a trout fly, 

this 10K yellow gold ring 
combines classic massiveness 
with the kind of clean-cut 
good looks a man likes. 
The stone may be garnet, amethyst, 
topaz quartz, synthetic ruby or synthetic 


sapphire. Also available with two diamonds. 
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MANUFACTURING JEWELERS JLT AG 
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12-Point Merchandising Program 
(From page 132) 


in a foreign country. but who are likely to be discouraged 
from doing so by the rather complex form which must 
he filled out for foreign mailing. The firm keeps a num- 
her of these forms on hand and takes care of the tedious 
chore of filling them out for their customers. Mailing is 
done by the customer, however, except under special 
circumstances as when the order is phoned in to the 
store. 

3. Control of silverware inventory. The problem of 
stock control with flatware in particular, can be exceed- 
ingly critical for any jeweler who expects to offer his 
customers a wide variety of patterns. He must be able to 
keep an adequate stock at all times in all items of the 
patterns which he handles. If he is too frequently out 
of a desired piece or pattern, customers will look else- 
where for their silverware. On the other hand, he cannot 
afford to keep an abundance of stock on hand in every 
pattern he carries or he will tie up too much of his work- 
ing capital in inventory. The problem therefore is to 
control his buying so that he always has an ample supply 
of stock on hand without exceeding the probable demand 
for any one pattern. 


The Wiitamakis have devised a method of stock control 
which gives exact knowledge of the inventory on hand at 
all times, and informs them when each item should be 
reordered. At the same time, it is uncomplicated enough 
to reduce the paper work required to a minimum. With 





it. the firm maintains close and accurate control of every 
item in some 60 patterns which they carry. 

The basis of the method is the stock control book. 
Each full page of the book is reserved for one pattern 
only. The page is ruled off into vertical columns, with 
one column for each month. Each piece in that pattern 
is written in the left-hand margin of the page. The first 
vertical column, for January, therefore, may show 24 
teaspoons, 17 forks, 18 knives, etc. 

Sale of a piece in any one item is recorded on the 
appropriate horizontal line, at the right-hand side of the 
page beyond the twelfth vertical column. For each piece 
sold, a line is marked down in red pencil in the conven- 
tional method of marking with the fifth line marked 
diagonally through the first four. Sales are recorded in 
the control book each morning, from the sales slips for 
the preceding day. At the beginning of each month, the 
amounts sold are subtracted from the total shown for the 
preceding month, giving the stock on hand at the begin- 
ning of the current month. The red pencil marks are 
eraserl, clearing the slate for the new monthly period. 

The control book therefore shows exactly how much of 
any pattern is in stock at all times. Reordering is based 
on this amount and on the stock control classification of 
the pattern. Each pattern is classified according to its 
speed of turnover. Fastest moving patterns are classified 
as “16 plus,” indicating that no less than 16 pieces in 
that pattern (and 32 teaspoons), should be maintained 
in stock. The maximum number with a 16 plus pattern 
is usually set at 24. Other patterns may be classified 
as 12 plus, 8 plus, etc. Pattern classifications are reviewed 
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Write for the Latest RACINE 
CATALOG Just Off Press . 
Featuring Fine Timers and 


Chronographs for Every Purpose. 


AVAILABLE THROUGH YOUR WHOLESALER 


® GUINAND and GALLET TIMERS 
& GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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Can You Top This? 


It takes tact, charm, understanding and a g00d 
deal of patience to cope with customer complaints. 
Also, a sense of humor will sometimes help a jeweler 
maintain his sanity. 

Robert M. Brand, owner of Commonwealth Jewel. 
ers, Philadelphia, sold a wrist watch to a young 
woman who never had owned a watch. Two months 
elapsed from the time of purchase when the custo. 
mer returned to the store. She was thoroughly dis- 
gusted with her timepiece, she said. The watch 
would run perfectly for a day or so and then it 
would stop. 





The jeweler examined the watch and noticed that 
it was completely unwound. He looked at the woman 
and politely asked when she last wound the watch. 

Highly indignant and quite angered, she said, 
*“Now don’t you stand there and tell me,that I don’t 
wind that watch! Dll have you know that I wind it 
every Monday morning like clockwork!”’ 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 











from time to time, and if a pattern is moving either 
faster or more slowly than its classification justifies, it 
is re-classified accordingly. About 10 patterns each in 
sterling and plate, are classified as 16 plus at Wiitamaki 
Jewelry Store. 

This system is exact, workable, takes a minimum 
amount of time, and maintains close control over all 
patterns. It has the additional virtue of enabling the 
owners to tell the customer promptly whether they have 
a specified number of a particular pattern in stock with- 
out tedious searching of stock on the display floor and 
in the store room. 

4. A full line of baby silverware. A valuable addition 
to their stock of silverware, the Wiitamakis believe, 1s 
their baby silverware. They carry every line of baby ware 
that is available in their flatware patterns. This mer- 
chandise is displayed on an island display table at the 
back of the sales room. 

A sales-building promotional service in this connec- 
tion, is the gift of a baby spoon to each new-born baby 
in the Aberdeen area. Names are obtained from the 
vital statistics published in the newspaper. The spoon 1s 
engraved with the name of the baby, and the year and 
date of his birth. A small clock is also engraved on the 
handle, with hands pointing to the time of birth. The 
promotion is fairly inexpensive, each spoon costing the 
firm about $1.00. Engraving is done by one of the 
Wiitamakis’ two daughters, on an engraving machine 
purchased for that purpose. 

9. Sale of chinaware and friendship cups. As an item 
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closely related to silverware, Wiitamakis carries a wide 
variety of china as well. They specialize in fine china 
to complement their silverware patterns, including some 
imported merchandise. One island display table is re- 
served for year ‘round display of friendship cups, a 
display which more than pays its own way in dollar 
volume of merchandise sold. A wide variety is available 
here also, and in a fairly broad price range. The best 
quality cup and saucer combinations, for example, retail 


at more than $40. 


COMPLETE BRIDAL REGISTER 

6. Bride’s register Careful detail work and follow- 
through plus a “bride's table” innovation, makes this one 
of the store’s most sales-productive services. The register 
notes (1) the pattern selected, (2) number of pieces 
desired by the bride, (3) which pieces the bride prefers 
to have, (4) whether she would like to have hollowware, 
and (5) the exact number of pieces purchased for her. 
By keeping full and complete records in this way, cus- 
tomers are able to purchase their wedding gifts with 
assurance. The same service is provided in the china- 
ware pattern selected. 

Another sales aid is the setting of a “bride’s table,” 
with complete place settings laid out for inspection by the 
wedding guests. Settings are displayed on the table at 
the front of the sales room, directly behind the store 
entrance. It is set a week or two in advance of the wed- 
ding date. If more than one wedding is scheduled, place 
settings for each bride can be laid out on the table. 


chasers of silverware. In many cases, the Wiitamakis 
point out, the wedding gifts do not complete the set as 
desired; or, a set may sometimes be started after several 
years of married life. Customers’ ring purchases are also 
recorded for identification purposes in case of loss or 
theft of the ring. 

7. High school graduates’ gift promotion. What might 
be termed a “pre-wedding” promotional service, is the 
gift by Wiitamaki’s of a silver teaspoon to every high 
school girl graduate in the Aberdeen area. The girls 
are invited to choose any pattern, sterling or plate, with- 
out obligation of any kind. The recipient of the spoon 
is asked whether she wishes to add to her silverware in 
that pattern later on. If the answer is affirmative, the 
pattern is entered in a register. If she does not wish to 
start a set, no record is kept. 

8. Punch bowl and tea set service. Another excellent 
promotional service is the loaning of a punch bowl ser- 
vice with 24 glasses, without charge, to anyone who is 
giving a party and needs that equipment. The service is 
loaned to them whether they are customers of Wiita- 
maki’s or not. The result is invaluable word-of-mouth 
advertising for the store. A similar service is provided 
with a tea set. 

9. Cleanliness of merchandise. A point on which the 
Wiitamakis are most insistent is that every piece of mer- 
chandise leaving the store be thoroughly cleaned. This 
is a detail that is easy to slip up on. It is also a detail 
that reflects serious discredit on the store that ignores it, 
Mrs. Wiitamaki believes. 

10. A complete and well-equipped watch 


repair de- 
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A register is also kept in similar detail for all pur- 
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partment. Wiitamaki’s has as its slogan “We teach tne 
watches to tell the truth.” The store’s volume of repair 
work requires the services of two full-time watch repair- 
men plus Mr. Wiitamaki. The shop is set up with modern 
watch repair equipment. 

A feature of the firm’s watch repair service is the 
exceptionally large assortment of watch crystals. Mr. 
Wiitamaki has a standing order with his supplier to send 
him an adequate number of any new watch crystals as 
they come on the market, without a specific order from 
him. In all, he carries over 10,000 crystals in his cabi- 
nets. A control system here, enables him to keep close 
track of his inventory and to reorder whenever neces- 
sary. As a result of this wide inventory, the firm is able 
to give prompt service without having to send to the 
supply house in Seattle. 


NO SALES PRESSURE 


11. A customer relations policy that wins new friends 
and keeps steady customers. An important point in this 
connection is the deliberate absence of sales pressure. 
One objective of this pclicy is to encourage shoppers to 
come into the store without feeling that they are expected 
to buy. Attractively displayed merchandise, they feel, 
will sell itself and arouse the desire to buy. 

At the same time, the Wiitamakis do not want the 
customer to be “pressured” into buying something they 
do not really want. If they are genuinely pleased with 
the article they will tell their friends “I bought it at 
Wiitamaki’s.” If they are not pleased they will be likely 
to tell their friends “They sold it to me.” The first reaction 

















is the one that builds the desired sort of word-of-mouth 
advertising which the owners seek. 

Another policy which is impressed on sales personnel 
is to treat the last customer of the day as courteously ag 
the first. Near closing time of a busy day, the temptation 
is inevitable to be impatient, and to show this in the att). 
ture toward the late customer. It is pointed out to the 
sales force that the customer may have had a harder day 
than they and is in any case entitled to the same friendly 
and courteous treatment as the earlier shopper. 

The firm likewise adheres to the policy of telling g 
customer where he will be able to buy an item which ha 
has asked for but which the store does not carry. If an 
evasive answer is given a shopper who requests a line of 
silverware which the store does not carry, the shopper 
will discover it anyhow. He will also come to the conclu. 
sion that Wiitamaki’s had known where it could be ob. 
tained but did not want to tell him. Such an attitude 
would react unfavorably to them, Mrs. Wiitamaki be. 
lieves. By telling him cheerfully exactly where he will 
be able to find such merchandise, the store retains the 
shopper’s friendship and his subsequent patronage. 

12. Selectivity of personnel. Selection of the proper 
type of individual to represent the firm on the sales floor 
is just as important as formulation of sales policy, Mrs. 
Wiitamaki believes. She asks an applicant for a sales 
job a definite set of questions designed to bring out 
certain characteristics. The questions are designed to 
elicit such information as to whether the applicant likes 
housework, has a lot of bills to pay, etc. She also finds 
out something about her family, and friends. One ques. 
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R. PEARLMAN, INC. 


FORMERLY LOCATED AT 


NOW IN OUR NEW MODERN QUARTERS 


125 WEST 45th STREET 


NEW TELEPHONE NUMBER — JUDSON 6-5893 


New, modern equipment has made it possible to reduce prices on many items in 
current demand. You are invited to ‘visit our air-conditioned factory and display 


lf you do not have our complete catalogue, 
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tion which often brings out useful information is “Why 
do you want to work in a jewelry store? | | 

In training new employees, a point that is emphasized 
‘s the confidential nature of the business. Employees are 
specifically instructed never to tell who bought what for 
whom, or how much they paid for it. Such disclosures 
could !ead to unfavorable reactions toward the firm. 

More important, finally, than any of their merchandis- 
ing “points,” the Wiitamakis feel, is their adherence to 
the principles of the Golden Rule in all their business 
relations. They believe this factor alone has been the 
most important one of all in the success of their business. 





Can You Top This? 


A. D. McClain, salesman at Geo. T. Roy, Ince., 
Memphis, Tenn., is aware of the fact that a jeweler 
sells sentiment as well as merchandise. The jeweler, 
he has also found, occasionally is called up to sell 
things other than merchandise. 

Not too long ago a man telephoned McClain and 
said he would like to buy a diamond wedding and 
engagement ring set. The salesman asked the cus- 
tomer if he wouldn’t visit the store and look over the 
various styles. 

“Yes,” the customer said, “Ill be in to see you 
but ... er, could you do me a favor?” 





Expecting almost anything, McClain said he 
would be glad to help. 

“Well, would you please call Miss .... and ask 
her if she will accept the ring from me? You see, I 
haven’t asked her to marry me yet.” 


Write us a note about your unusual business experience 
(Literary style is unimportant). $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 

st» New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 











Stimulate Sales With Birthstones 


(From page 113) 


dow to rubys. Ruby rings, necklaces, pendants, bracelets, 
lapel ornaments and earrings were displayed. The floor 
and sides of the window were of yellow and orange and 
the fixtures were gray. On a card in the center of the 
window was printed, “The July birthstone. The ruby 
might be called a red sapphire, as it is the same gem 
mineral. Next in hardness to the diamond, its brilliance 
adds to its extraordinary beauty.” 

A striking setting was given the ruby display of Jerome 
Margolis, Portland, Ore., in a July promotion. The cen- 
tral panel was a futuristic design in yellow, orange, and 
green. It was floored with rose-colored felt and the small 
fixtures were covered with black velvet. A dozen dif- 
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NEW 


exclusive and unique 


ZODIAC 


BIRTHSTONE RINGS 





STYLE NO. 844 shows a Peridot en- STYLE NO. 845 shows a Zircon en- 
crusted with a gold birthsign of Leo crusted with gold birthsign of Sagit- 
the Lion for those born July 22 to tarius for those born November 23 to 
August 21. December 21. 


A profitable all-year line 


for fast sales turnover 


Created in two modern, beautifully designed mount- 
ings, in 10K yellow gold with brilliantly lustrous 
synthetic birthstones that are permanently encrusted 
with authentic Zodiac birthsigns in 22K gold. These 
rings are made with the same care and fine finish of 
the well-known line of GRAN EMBLEM JEWELRY. 


Modern science has created an _ ever-increasing 
awareness in the ancient lore of astrology, and this 
new line of ladies’ Zodiac Birthstone Rings will make 
a fast-moving, profitable addition to your holiday, 
year-round, birthday anniversary sales. 


They are available in sets of twelve in an attractive, 
clear. plastic case for effective display, together with 
an unusual colorful display sign for window or show- 
case. Also promotional folders for mailing to your 
customers list. 





Your request to 
see this new 
profitable sales- 
building com- 
bination will 
receive our 
prompt atten- 
tion. 














DISPLAY SIGN 


GRAN and COMPANY, Inc. 


546 S. Meridian St., Indianapolis 25, Ind. 
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ferent types of rings and earrings, set with rubies, were 
shown. A ruby-set ring and a gold and ruby bracele 
were shown on a white, feminine hand. With this djs. 
play, were ruby-set lapel ornaments. A black panel card, 
lettered in white, said, “A star is born—the birthstone 
for the month of July is the ruby.” Upon a second card 
was written, “The ruby is the gem of sovereignty—the 
British coronation ring is the ruby. This rich gem is the 
token of pure love.” 





Famous Diamonds of the World 
NASSAK 


The Nassak was one of the first historic “name 
diamonds” to come to America (1927) and is still here, 
owned by Mrs. William B. Leeds. 

Its origin is unknown, but it first appeared in the 
Temple of the Hindu goddess Siva at Nassak near Bom. 
bay. A curious, triangular-shaped stone, it was doubtless 
offered to the goddess by some religious pilgrim since 
Nassak was a famous shrine. In time, however, it was 
removed from the temple to raise money needed by the 
native ruler in his campaign against the East India Com. 
pany. But in 1818 it fell into the hands of the British 
and was carried to London, where it was valued at 


$150,000. 











The crown jewelers, Rundell and Bridge, who had 
handled other famous diamonds, decided that its facets 
should be recut to obtain more fire. A remarkable job 
of cutting was done, preserving the triangular shape with 
90 facets. Only about 10 carats were sacrificed in the 
cutting. The Marquis of Westminster bought the Nassak 
and set it in the hilt of his dress sword. It was in his 
family for many years. 

Then Georges Mauboussin, the Paris jeweler, obtained 
the stone and sent it to America as an artistic antique. 

In late 1927, it was exhibited in the Mauboussin show: 
room on Park Avenue. The Nassak then returned to 
Europe, was purchased by Harry Winston, the diamond 
dealer, who brought it back to New York, had it re 
fashioned into a modern 43-carat emerald-cut and sold 
it to Trabert & Hoeffer. In that form, it was bought by 
Mrs. William B. Leeds of New York, who still owns 1t 
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Kruger Back in Fort Worth 


The Kruger Jewelery Co. recently celebrated the formal 
opening of its store in Fort Worth, Texas, the same city 
where Sam and Julius Kruger started their first store 
hack in 1907. They operated the store until the early 
1920’s, then moved to Wichita Falls, Tex., and Bisbee, 
Ariz. Kruger stores, in addition to the new one in Fort 


Worth. are located in Wichita Falls and Midland, Tex. 





Fluorescent and recess lighting lend a glamorous touch to the 
newly modernized Kruger jewelry store in Fort Worth, Texas. 


Arnold Rubin, co-owner of the present Kruger group 
of stores, is manager of the new Fort Worth establish- 
ment. The firm purchased the store from Louis Daiches 
Jewelers last August, and since that time extensive re- 
modeling has been in progress. The new store, whose 
interior is shown here, is stocked with a complete line 
of china, crystal, silver and electrical appliances in addi- 
tion to jewelry. Features of the design include a “picture” 
show window providing a view of the interior from the 
street, and a group of specially built island display fix- 
tures ideally adapted to impressive display of hollow- 
ware. 





Traffic Building Idea 


(From page 118) 
be piped through a loudspeaker on the street for all to 


hear. 

The electronic watch tester was set up in Funk’s window 
last November, right at the beginning of the busy Phoenix 
vacation season. This timing coincided with a period 
when the town’s population is almost twice its normal 
size. By launching the promotion at the beginning of 
the winter season, the jeweler realized full potential of 
making friends and customers of the tourists before 
spring thaws brought them home. 

For almost two full months after the workbench was 
set up, there were constant lines throughout the day of 
passersby waiting to have their watches tested free of 
charge. Even a full six months after it was put in, there 
was an average of more than 30 people a day bringing 
their watches in for tests. 

The idea of having the watch testing setup “wired for 
sound” turned out to be a good one, because the com- 
ments and questions of customers are so obviously unre- 
hearsed and spontaneous that they hold the attention of 
the passersby. During the winter season, there were 
often more than two dozen people crowded around the 
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It’s about time 


you became 


clock-watchers! 





Triptic .. . 8-doy, gold-plated combination clock, 
of rare elegance, with barometer, thermometer, 
hygrometer. Sides are hinged to swivel freely. Retail 
price $285. (Fed. tax incl.) 


Watch your gift business begin to tick when 
you stock Angelus clocks! All are precision- 
made in Switzerland — the highest-quality 
15-jewel, 8-day, lever-movement clocks on 
the market. And they are unsurpassed for 
important, luxurious gift-giving. 





Angelus also offers you a new, unique plan 
to develop a bigger share of the desirable 
“presentation” business from corporations in 
your area. Write to us today for full 
information ... 


ANGELUS 


ANGELUS CLOCK CORP., 610 FIFTH AVENUE, N.Y. 20, N. Y. 
TELEPHONE: COlumbus 5-257] 
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You Get Incomparable Values! 


° Necklaces 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 





¢ Loose Pearls 
From 3 to 10 MM., all qualities. 


¢ Cultured Pearl Jewelry 


1/20—12K gold-filled; smartly styled to retail from 
$4 to $25. 

woh Ut Orders accepted from wholesalers, 
mf manufacturers and importers. 


Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 


: | NEPTUNE Cultured Pearl Syndicate 


Importers of ‘‘Oyster Grown'’ Pearls of Finest Quality 
550 Fifth Ave., N. Y. 36 PLaza 7-0769 
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NEW CHARM DISPLAY 
Dy 
Qisher 


Ask your wholesaler for charms mounted on the new Fisher 























display. It's FREE. Display charms NOW —they are selling. 


J. M. FISHER COMPANY, Attleboro, Mass. 
























window. While being entertained, the watchers also re. 
ceive a portion of education, learning to know and de. 
mand top quality repair work, and becoming convinced 
that they could get it at Funk’s. The confidence thys 
created is naturally reflected in the growth of respect 
and confidence in the store as a whole and the merchap. 
dise it sells. 

To help the “carry-over” from watch repairs to other 
merchandise, watches left for repair (when the watch 
test indicated repairs are necessary) are held for pickup 
at the regular repair department at the rear of the store, 
This means that every repair customer must walk the 
full length of the store at least twice—once on his way 
in for the watch and again on leaving. At this time, the 
odds are good that he will be attracted to at least one 
of the merchandise displays lining the store and that he 
will strike up a conversation with a member of Funk’s 
sales staff. 

In spite of the interest aroused and the valuable extra 





Se 


Baby Gifts but No “Department’’ 


Studer’s Jewelry store in Waco, Texas, has developed 
its own special slant on infant gift selling. Instead of con- 
centrating this merchandise in a special section, Studer’s 
has it strategically located at a number of points in the 
store where it comes conveniently to hand for salespeople 
stationed anywhere in the selling area. There is one wall 
case display; other stocks are in drawers. 

Whenever a young mother, carrying or wheeling a 
baby, enters the store, the salesperson makes it a point 
to show her a number of the infant gift pieces, and to 
explain their traditional importance in the baby’s life. 





After a young mother has seen Studer’s ‘eduaiten of baby 

gifts, she usually drops hints to friends and relatives. 

Young parents respond to anything pertaining to a 
new baby, and Studer salespeople find that these friendly 
discussions of traditional infant gifts are well received. 
The basic intent is to arouse an interest in specific pieces 
which will be communicated to relatives and friends who 
will, in turn, buy the gifts. However, the store reports 
that after half an hour of looking and listening, a sur- 
prisingly large percentage of parents will buy baby’s gift 
themselves. 

Studer’s stocks only “staple” sterling gifts—no “nov- 
elties.” Favored items are sterling cups, saucers, bowls, 
porringers, comb-and-brush sets, fork and spoon sets, and 
gold' lockets, bracelets, etc. 
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traffic, and business, created by the watchmaker-in-the- 
window promotion, Funk’s found the cost of running this 
lengthy promotion to be an extremely low figure. The 
watchmaker on display takes in watches for repair right 
then and there when a test shows this to be necessary, and 
except during the peak of the winter season, he is able 
to go about his normal watch repairing routine during 
the intervals between tests. 

This window display idea of Arthur and John Funk. 
is only the latest in a series of similar promotions. Dur- 
ing the preceding winter, a diamond cutter with a com- 
plete outfit of tools was brought in to do his work in the 
window. This gave the store an opportunity to put across 
some comprehensive educational material about diamonds, 
their quality and styling. The prestige and interest 
aroused by the demonstration was followed up by a large 
display of unmounted stones shown on a turntable in a 
case in the store’s recessed entrance. 





New Howes Shop in Santa Barbara 


Durwood Howes, president of B. D. Howes & Son, 
calls the firm’s newest shop “. . . the culmination of 
numerous surveys and long-term planning for develop- 
ment of an ultra-modern merchandising operation in the 
exclusive jewelry field.” The new Howes unit is located 
in the main lobby of the Santa Barbara Biltmore Hotel. 

The design combines compactness and good taste. The 
opening announcement spoke of the “quiet, informal 
atmosphere” where customers may “leisurely inspect the 
finest jewels from the largest stock in Santa Barbara.” 
The design is modern-contemporary, with wrought iron 
open front and a cantilevered glass showcase providing 
full visibility. 





Wrought iron grillwork and open-back display case make a 
display window of the entire shop in B. D. Howes & Son's 
newest shop, in the lobby of the Santa Barbara Biltmore. 


The new shop replaces the store on State Street founded 
by L. Eaves in 1883 and succeeded by Howes in 1948. 
Harry L. Harris, grandson of the founder of L. Eaves 
and Co., manages the new shop assisted by Mrs. Henriette 
Akers, identified with the jewelry trade in Santa Barbara 
for many years. 

Other Howes stores are in the South Lake Ave. section 
of Pasadena, in the Huntingdon Hotel, and in Wilshire 
Center, Los Angeles. 


FOR SEPTEMBER, 1953 
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Smart, new 17-jewel shock- 


Sandon 


resistant, anti-magnetic 


SANDOZ watch—Expansion 


Sturdily built for 


Bracelet. 
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*Waterproof—provided 


styled for 
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crystal remains intact 


and case unopened. 


FAMOUS SINCE 
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Sold and serviced by leading jewelers throughout the world. 
SHRIRO WATCH, INC., 276 FOURTH AVE., NEW YORK 
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R. Blackinton & Company 


Ue 


Manufacturing Silversmiths and Goldsmiths 
Since 1862 


ee 


STERLING SILVER OR 14 KT GOLD 
ONLY 
NOVELTIES 
CIGARETTE CASES 
COMPACTS 
FLATWARE 
HOLLOW WARE 


LADIES’ & MEN’S 
DRESSER WARE SETS 


Complete sets including Cloth Brushes, Manicure Pieces, 
ars, ete. Available in all patterns 


om 


SOLD EXCLUSIVELY TO RETAIL 
JEWELERS 


oe 


DISPLAY ROOMS 
10 EAST 40TH STREET, NEW YORK CITY 

















GENERAL OFFICE AND FACTORY 


R. Blackinton & Company 


BOX 990, NORTH ATTLEBORO, MASS. 
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For prompt attention, please address all inquiries Dept. K-9 
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Design: a Key to Jewelry Sales 


(From page 120) 






































ship in taste. French design is even further ahead today 
than it was in 1900. Art Nouveau began a magic trans. 
formation in jewelry design which Art Moderne com. 
pleted less than 30 years later. 

That I am an unswerving exponent of the French school 
is not due to unwillingness to recognize other develop. 
ments in design, but simply to the outstanding quality of 
the French. It has proved itself time and time again, 
against all competition. 

Ultimately, of course, the creativeness of the individual 
designer is the final factor in determining jewelry’s 
appeal. French design makes an appeal far beyond the 
imitative, as has been proved, in my opinion. Public 
taste is inherently good, and only the truly creative will 
appeal to it strongly. That is why the field of jewelry 
design is always open to the newcomer with something 
to say and the ability to express it. 

Designs that are creative and in the current style are 
those which will satisfy the greatest number of potential 
purchasers. Jewelers who look for those essentials in all 
the jewelry they stock will be meeting the first require. 
ment of successful businesses—to offer for sale what the 
buyers want. 


About the author: 


Otto Goetzke, Newark, N. J., left a jewelry designer’s position 
in his native Norway to come to the U. S. in 1905. He had 
already achieved the distinction of being the youngest designer 
to receive a scholarship from the Norwegian government, en- 
abling him to study further in Austria, Germany and Denmark, 
Employed in New York as a designer until 1922, he then en- 
tered into a partnership, and has been the designer for his own 
firm ever since. 











Can You Top This? 


It was a week before Mother’s Day. A man and 
woman entered Siegel Jewelers, Bronx, New York. 
The man asked to see a necklace which he was in- 
terested in purchasing as a gift for Mother’s Day. 

The lady, trying on the necklace, seemed pleased. 
The jeweler, Mrs. Siegel, turned to the man and 
said, “Your mother looks beautiful with the neck- 
lace.” 


A suddent hush pervaded the store. Mrs. Siegel’s 
embarrassment reached its peak when “mother” 
looked at her “‘with daggers.” 





Write us a note about your unusual business experience 
(Literary style is unimportant) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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A Swiss Retailer’s Sales Technique 


Franz Turler, a leading Swiss watch and clock retailer 
with two shops in Swiss cities, and 14 full-time watch- 
makers who keep busy servicing some 12,000 watches a 
year, says the only plus value that he offers is service. To 
Turler, service means assurance that the customer is 
helped to select the best watch for his money and his 
needs; final adjustments after a customer has worn a 
watch for a week or two; high-grade repairs at reasonable 
prices ; and full value on the firm’s standard one-year 
guarantee with each watch sold. | 

Turler emphasizes repairs. He views the 12,000 repair 
customers served each year as that many potential custo- 
mers brought into his shops, and as a source of the in- 
come which pays for the free servicing and inspection 
given under the terms of firm’s guarantee. Turler admits 
to being old-fashioned in this attitude toward repairs, and 
sees no reason why a repair department could not also 
provide a substantial source of income, though he prefers 
his own “break-even” approach. 








eer nrenateeeereress RRO AD 


Franz Turler's Zurich shop combines mo 

Turler is emphatic about eliminating “pressure” from 
selling, and pays no commissions to his all-women sales 
staff for this reason. Selling always starts with less ex- 
pensive models, allowing the customer to sell himself on 
more expensive models as the customers’s tastes and needs 
in a watch are brought out in the sales conversation. 
Turler says it takes him at least three months to adapt a 
new salesperson to this specialized technique, although he 
hires only trained people to begin with. 

Turler has a substantial advertising budget, following 
the tradition established by his father who was the first 
retail watchmaker in Switzerland to buy newspaper space. 
Weekly ads in Bern and Zurich papers are institutional, 
with straight selling confined to pre-Christmas and pre- 
Easter seasons. Every two years he mails a catalog to 
15,000 customers; recently he mailed maps showing 
downtown parking locations to 40,000 motorists, and 
every large business firm in Switzerland got his circular 
soliciting their business for the traditional gold watches 
used as gifts to employees with 25 years of service. 

Turler sells only watches and clocks, combining old-line 
Swiss tradition with ultra-modern merchandising meth- 
ods. His up-to-the-minute ideas include a sales office and 
quick-repair shop in the “free-zone” area of Zurich’s air- 
port, for the convenience of international transients. He’s 
proud of the international feature of his guarantee, made 
possible by correspondent jewelers, hundreds of them, 


who will repair a Turler-sold watch and bill him through 
the mails. 


FOR SEPTEMBER, 1953 
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Your choice of single, double or triple row wedding 
rings set with quality diamonds. 


Total weight 
'a carat — 49.75 '2 carat— 85.00 
'3; carat — 59.50 ] carat — 155.00 


SATISFYING CUSTOMERS FOR OVER A QUARTER 


OF A CENTURY 
BEN GOLDBERG & CO. DIAMOND IMPORTERS 


BEN GOLDBERG & CO. i 
29 East Madison St., Chicago 2, Illinois 


[) Please Send Diamond Price List 


—_ 





Name —— 

Address —— 
<< ss 
Please send the following rings:——_—_—_———— 
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——_———— 
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Cultured Pearls 
L__AT NEW, LOW PRICES 





A Complete Stock of 








Necklaces 


Orders accepted 
aaa = ing 5 AN Slecs end Grades from 

manetocterers $30 to $5,000, Keystone 
mime » Loose Pearls 

"ae gE From 3 to 10 MM., All Qualities 
complete stocks 

In the country. £ a sent on 

§ 








CULTURED PEARL 


Direct Importers of Finest Quality Cultured Pearis 


550 Fifth Ave., New York 36, N. Y. 


B& M 


IMPORT COMPANY 


Phone Plaza 7-0768 
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| Watch 
Attachments 


| Necklaces 
_ Bracelets 
_ Earrings 
Discs 


Key Chains | 


Tie Clips 
Cuff Links 
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Sport Chains 16 


_7 West 45th Street, New York 36, N. Y. 










173 Chain. Company 


: Specializing in Gold and Platinum Chains. 
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A Community Christmas Promotion 
(From page 128) 


of Santa. The children who entered the sack were inter. 
viewed by a midget, “Santa’s helper.” The sack was wired 
for sound so the interviews could be heard over the 
public address system. 

Children were also interviewed by Mr. and Mrs. Santa, 
who were stationed in front of a fireplace in the center’s 
model house. It was here that they were photographed 
with Santa. The house was suitably decorated for the 
holidays including construction in one room of a stall 
for Santa’s reindeer. If children were confused by the 
profusion of legendary Christmas personalities, they gave 
no indication of it. 

Total cost of last season’s Christmas promotion was 
between $20,000 and $25,000, including special promo. 
tions, advertising, and the $4,100 cost of building the 
Santa Claus. He will, however, be put together again 
this year and used for at least one more season. Cost was 
shared by the Northgate Company and by merchants 
contributing on a voluntary basis. 














Credit Builds College Business 


Herman Berman’s jewelry and gift shop, established 
in 1944 with one counter and a man who could repair 
watches, is now a thriving store with five counters, and 
the stock includes about every small gift item imaginable. 
Berman’s success has been built on credit sales to college 
students. 

The store is directly across the street from Los Angeles 
City and State colleges. From the start, Berman studied 
the needs and tastes of this concentrated group of po- 
tential customers, and decided that they could collectively 
make up in volume what they lacked in individual af- 
fluence. 


VARIETY OF LINES CARRIED 


Berman stocks a considerable variety of lines, reflecting 
his experience in catering to student needs. There are, of 
course, the graduation rings, keys and chains, and gavels 
for club and fraternity formal meetings. There are clocks 
and the many small appliances students need for dormi- 
tory or rented room living; radios, irons, etc. There are 
athletic award cups and trophies. 

For gifts, Berman undertakes to solve the students’ 
problems whether the occasion be one of romantic in- 
spiration, or the birthday of a kid brother who will ap- 
preciate a Mickey Mouse timepiece. 

Berman learned quickly that an occasion such as the 
girl friend’s birthday or his parents’ anniversary usually 
finds the average student short of funds, and a flexible 
system of personal credit was required. A little down— 
not a set amount—and the rest “later when it can be paid” 
solves that problem. On some small items, 50 cents a 
week is the method. Though credit on small sales could 
be risky in some locations, Berman reports loss at about 
one percent. 

Berman has his own personal technique for granting 
credit, and finds that his college customers respond to 
friendliness and trust by becoming good reliable custo- 





mers and good friends. 


THE JEWELERS’ CIRCULAR-KEYSTONS 


ae ee 








Py 
fe. 
¥ 
es 
¥ 
f 
; 
b 
; 
- 
: 
& 
$s 





ii. panel 


Rata ad 


re 


oer ma @ ws 


me ¢ 


ad 


Oa a 





Iya aN aa og wey Sig 





So es a 


FTE WRIT Ie 


‘Clinic’ for Damaged Silverware 


Scheer Jewelers of Rochester, New York, staged a 
three-day “Silver Repair Service Clinic” to dramatize the 
possibilities of restoration of old, bent, broken silverware 
__both plate and sterling. Store traffic during the three 


days proved that consumers had considerable interest in 


the subject. | _ 
Scheer’s had an expert on silversmithing, Don Parker, 


on duty to talk to customers who wanted specific informa- 
tion and advice, and a display of before-and-after restor- 
ing work on view in the store. Newspaper advertising 
announcing the “Clinic” carried sketches of a silver teapot 
before and after restoration. It was suggested that a fine 
old piece of silver, fully restored, makes an unusual gift, 
often with special sentimental value. 

Scheer’s advertising told readers that “Mr. Parker will 
talk to you individually about re-silvering, repairing and 
restoring your silver. All kinds of silver—sterling or 
plate—antique or modern—black, dented, broken or bent 
—bring them to the store and learn their value. See the 
display—you will be surprised at what can be done. 

“Your silverplate, now worn, dented and black, can be 
heavily resilvered—made once again sparkling and lovely. 
Tea sets, vegetable dishes, trays, platters and Mother’s 
old pieces now so popular—the cake basket, butter dish 
and caster. 

“Your sterling pieces straightened, black spots cleaned, 
new insulators and handles, leaks and parts soldered. 
Stainless steel blades for old knives.” 





Diamond Industry 1952 


(From page 110) 


West Africa, and are being installed in Angola. 

During the year a highly successful symposium on diamond 
drilling was held under the auspices of the Chemical, Metal- 
lurgical and Mining Society of South Africa. This symposium 
was attended by diamond drilling representatives from all over 
the world. 








This concludes the condensation of Jewelers’ Circular-Keystone’s 
28th annual report on the diamond industry The complete re- 
port will soon be available in booklet form at 50 cents per copy. 


FOR SEPTEMBER, 1953 
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New Pocket ’n Purse Novelties 
by BOB HENFIELD 


MINIATURE 
INDEX 


Magic for fast, ‘‘over- 
the-counter’’ sales ! 
Perfect purse size .,, 
only 1%" x 2%”, 
Works just like its 
“big brother’’. 

So practical, and 
attractive ! In 
guaranteed-finish 
golden metal. 


Only *6.75 doz. 


+ Se 


MINIATURE 
SNAP-PURSE 
MANICURE SET 


Imported, and 
beautifully fashioned 
to capture feminine 
fancy. Complete 
manicure set in gay, 
colored-leather case. 
Only 3” long. 
Includes finest 
German steel cuticle 
scissors, tweezers, file, 
cuticle pusher, 
finger-nail groom. 


Only *7.20 doz. 


$81.00 gross 





NEVER BEFORE AT THESE PRICES! ORDER 
NOW TO BE SURE OF DESIRED QUANTITY! 


Ronee 





bob henfield, inc. 


promotion jewelers 





ioe iota t-halelal 
2nd Floor * Hippodrome Building 
Cleveland 15, Ohio * Phone: MAin 1-255] 
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Here's Your Key To 








FRATERNAL 
JEWELRY 
PROFITS 











ROM “Eastern Star” to “Eagles”—'Masonic” 

to “Mezuzahs”—"“Odd Fellows” to “Owls” or 
any Fraternal emblem you can name, chances are 
it is illustrated or described in the new Harvey & 
Otis catalog. Getting a copy, using it as you go 
after more emblem business will prove of great 
help. For emblem business is big business for 
many smart jewelers. Send for your copy (or use 
the one you now have in your files). 


Harvey & Otis 


PROVIDENCE i 


RHODE ISLAND 





Syracuse Association in Promotion 


Twenty-three members of the Syracuse Retail Jeweler; 
Association, Syracuse, N. Y., cooperated to stage an 
impressive “Know Your Jeweler Week” promotion which 
combined selling effort with consumer education on the 
worthwhile aims of the association itself. 
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Ns honores ethical standards . 

*xperl yews ler, look for this symbol in advertising and or 

store fronts. The establishments listed below have pledged thern- 
Ss hes | » uphie Id the yous ler’s c c ind arc all i¢ ooniz7ec mecmucrs 
tthe S use Ret . sociation, In Only they are 





These Jewelers Display This Sign of Integrity 
and have pledged themselves to... 


1. HONEST REPRESENTATIONS 

2. TRUTH IN ADVERTISING 

3. SALE OF NEW MERCHANDISE ONLY 

4. PRICES OF JEWELRY BEING BASED 
ON QUALITY 

5 


. PROMISES MADE WILL ALWAYS BE KEPT 
6. CUSTOMERS’ INTERESTS ARE 
ALWAYS OUR INTERESSS 
7. .TO ABIDE BY THE “GOLDEN RULE” 


Members of Syracuse Retail Jewelers Assoc., Inc. 


Albert's Henry's A. C. Muller & Son |° 
Altman & Green Howerd Jewelry Shop Roth Jewelry Co. 

V. G. Baldwin H. J. Howe, Inc. Rudolph’ 

Walter C. Breh M. Lemp, Jewelers Frank H. Saunders 


Chapman & Fischer Saul Lipsy 
Colonial Jewelers Lisson's 

De Joseph Jewelers Malone & Roese 
Frank's Jewelry Co. W. K. Mintel 


Charles E. Sawyer 
L. J. Sennott 
H. W. Steer 









































Oniginality of Design 





Wh Offer: 


Modern facilities for the 
Exclusive Development of 
Ideas and Designs for Pro- 


motional Purposes . . . 


BAGUETTE SETS 
ILLUSION SETS 
SPECIALTY RINGS 
PRINCESS RINGS 


Cluster Rings 
Fishtail Sets 


Peg Sets 





Mountings Illustrated are 
Set and Enlarged to Show Detail 


WAX & SKOLNIK INC. 


62 WEST 47TH ST. 


NEW YORK, N. Y. 


Manufacturing jewelers to the 


WHOLESALE TRADE EXCLUSIVELY 


for more than a generation. 











Syracuse jewelers built public confidence by showing this 
pledge of integrity in special 16-page newspaper section. 


The event was officially recognized by the Syracuse 
mayor in a proclamation noting the civic achievements 
of the members and the merits of the group. 

Highlight of the program was a 16-page tabloid section 
in a Syracuse paper. Individual store advertising appeared 
in this section, together with informative articles about 
jewelry, silver and table settings, watches, etc. The front 
page of the section carried a reproduction of a well-known 
oil painting, “The Jeweler,” and copy explaining the 
position of the jeweler as a trusted expert in a very spe- 
cialized field. The back page carried a roster of associa- 
tion members, their identifying symbol, and their pledge 
of integrity. 





Celebrating 55 Years of Service 


Ruffs Jewelers, 11 Market St., Johnstown, Pa., marked 
55 years of service in the community with an institutional 
newspaper ad headlined simply: “1898-1953”. 

Copy said: “Fifty-five years is a long time to maintain 
a reputation, but the continued patronage of residents of 
the Johnstown area shows us that we have succeeded. 
Our father established the business in 1898 on the basis 
of quality diamonds, watches and jewelry, and glasses 
sold at popular prices. He established an outstanding 
reputation as a diamond expert, a reputation we have 
attempted to live up to in our business transactions. 

“We hope that in the years to come we may have the 
opportunity to serve you, whatever your jewelry needs 
may be.” 
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The Fashion Power of Paris 
(From page 115) 


Sleeves are a strong point of Paris interest, not only 
for widened shoulder lines, but for upper width styling 
in sleeves themselves, and there is a revival of leg o 
mutton, ladybird, lantern sleeves, etc. This wide shoulder 
and sleeve effect is a natural area to sparkle with pins, 
and bracelets should be worn on wrists or forearms to 
balance the wide top effect. 

Skirts—enough about length! Skirts are predominantly 
slim, but full ones are introduced again by several impor- 
tant houses. (Dior, among them, with his extremely short, 
full Dome skirts. ) 

Fabrics in Paris collections are extremely elegant and 
lustrous—satin coats, for example! This rich fabric back- 
ground maintains the need for rich, real looking jewelry. 





Exotic Earrings on Display 





age 
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Lambert Brothers, jewelers, 60th St. and Lexington 
Ave., New York, had on display for a week this summer 
the most interesting and unusual earrings from the Trap- 
hagen School of Fashion’s museum collection, together 
with fine modern earrings from the store’s collection. 

Modern dangling earrings have a long way to go 
before they catch up with some of the more extreme exotic 
specimens in the collection—one pair, designed hundreds 
of years ago for a Mongolian princess, measures 14 inches. 
Others reach 16 inches. Some of the earrings from primi- 
tive tribes are not only long, but heavy as well, like those 
from the Masai tribe in British East Africa. These are 
made of twisted copper wire, and weigh nearly two 
pounds for the pair. When these break the wearer’s ear 
lobes, as sometimes happens, the lady loses caste forever 
—a real tragedy! 

An interesting point brought out by the display is the 
fact that in many primitive groups, men as well as women 
wear earrings, with men’s models often the more elaborate. 

The earring display represents a selection from more 
than 100 pairs, collected in Asia, Africa, and the Americas 
by Miss Traphagen in many years of traveling with her 
artist husband, W. R. Leigh. The collection is part of the 


Traphagen School’s $100,000 museum collection of jewels. 


FOR SEPTEMBER, 1953 





CONGRATULATIONS !! 


BETTY WILSON 


on your recent nomination as 


WOMAN OF ACHIEVEMENT 
in the Jewelry Field 


ten Witolt 


INCORPORATEDO 
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OF MIAMI FLA. 


proudly present their new fall lines 


exclusively styled and designed 
By 
BETTY WILSON 


Costume Jewelry originals in fashion colors: 
"Trickettes" (Jeweled Handbag Accessories) 


SHOWROOMS 


CHICAGO... ns.36 South State 
LOS ANGELES.....................607 South Hill 
MIAMI BEACH, FLA........1811 Purdy Ave. 
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1. Sheffield Silver's "Butler's Whisker" 


combines silent butler and crumber with 





slideout lucite brush in the base. In 
silver plate; walnut handle. Round 
model, $10; squared style, $14, Keystone. 





. They're yours 





2. H. E. Lauffer, importer of Arzberg 
China, offers a stainless steel with 
“elegance appropriate to fine porce- 
lain." Called "Design One," it has a 
soft satin finish. Six-pc. setting, $8 retail. 


3. New in Crown Silver's line of modern 
sterling hollowware is this salt and 
pepper set. Base is hollow. Height is 
3 in. Set retails at $19.00, F.T.I. 


4. “Ellips” is Gense Imports’ new de- 
sign in Swedish stainless, available in 
17 different pieces. Curved, feminine 
in appeal. The six-pc. place setting 
is priced to retail at $8.50. 


5. Saxton, Inc., of West Los Angeles, 
Calif., uses solid jeweler's bronze for 
a 10 in. "Golden Line" water pitcher. 
Hardwood maple handle. Retails at $40. 


6. "Ponti," named after its designer, 
is Fraser's new light-tone steel alloy 
flatware of distinctively different pro- 
portions. Place setting of knife, fork 
and spoon approximately $6.50 retail. 
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| to profit by... 


4 |. New ‘“glitter-n-gold" Silex coffee 
‘ carafes have gold colored neckband 
and matching stripes on bowl. Handle, 
stopper and mat are black plastic. A 12- 
cup model is $4.45; 8-cup $3.95, at retail. 
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2. Ten-speed thumb control, and an ex- 
clusive new "Mix Timer" ore featured 
on General Mills’ new All-Purpose Food 
Mixer. The beaters remove for cleaning. 


5. The "Sleepytimer, Jr." model, one of 
18 basic models in Arvin's 1954 radio 
line, retails at $29.95. Available in 5 
colors. Line runs from $12.95 to $59.95. 





FOR SEPTEMBER, 1953 


3. 


3. Universal lightweight "Steam'n Dry" 
lron steams or irons dry at the flick of 
a fingertip switch. Fabric control dial 
indicates heat for all types of cloth. 


6. Miniature electric motor adds a new 
type of automatic action to McGraw 
Electric Co.'s "Toastmaster" in the 
Super De Luxe Model. Retails at $27.50. 








4. 


4. General Electric's new "Musaphonic" 
table models have new-type circuits to 
provide unusually fine tonal fidelity. 
Brown or ivory. $39.95 (eastern) retail. 


7. Oster's "Hair Vac" should please the 
most fastidious customer: vacuum traps 
dandruff while vibrating rubber brush 
massages the scalp. Retails at $14.95. 


7. 








1. Hoyt & Worthen's new "Cameo" jewel 
case line offers nine decorator colors, 
several sizes, and choice of gold leaf 
tooling or saddle stitch trim. Retail 
$4 to $15. Swiss musical unit extra. 


2. The “Jewel Tab" closure will be fea- 
tured on all models retailing from $5 
up in Rolf's new fall line of ladies’ 
billfolds. Red, green or blue “jewels” 
blend with solids and pastel leathers. 


5. Designed for volume sales at retail 
price of $1, these pins and matching 
earrings from Bob Henfield have cul- 
tured pearls prong-set in filigree gold- 
finish findings. Many styles available. 








3. 


3. Double-hoop earrings are set with 
94 first-quality rhinestones hand-set 
(nicked in) into rhodium finished ster- 
ling silver. From Arbor Jewelry Co.., 
Providence, R. |. Retail $30, F. T. I. 


6. The wafer-thin "Miniature Index’ is 
from American Mfg. Co., Cranston, R. I. 
Gold plated hammered metal jacket has 
selector button, pop-up cover. For men 
or women, purse or desk. $1.50 retail. 
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4. One selection from Star Art's com- 
plete line of gold-filled and sterling 
jewelry, available in sterling ice-blue 
and crystal, and two-tone in gold filled. 
Unusually packaged in dainty brocade. 
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® |. Combination brooch and clip is by 

TO rofit by 3 Raymond Abrahams, New York. Designed 
p y °° ee : in platinum set with perfectly matched 
marquise, baguette and round diamonds, 

it retails for about $3,500, plus tax. 














, 2 3. 4. 

: 2. Herschede's 8-day keywound pendu- 3. Platinum-mounted diamond rings from 4. Florn's "Air Trunk" 7-jewel travel 
lum mantel clock is 13!/2" wide and 9" Maybaum Bros. Marquise, $4,675; round alarm, measuring 234" by 3!/g", resem- 

high. $65 with Westminster chimes for stone, $2,675; and pear-shape with bag- bles miniature piece of luggage when 
all quarters; $45 with half-hour strike. uettes, $7,925. Prices Keystone—tax incl. closed. Retails at $12.95 plus the tax. 

A 5. General Electric's “Partner” elec- 6. The latest Howard Miller Chronopak 7. The Lux Clock Mfg. Co. says this is 
tric alarm, luminous, has an all-metal wall clock “Sunburst,” 19°' diameter in America's first electric calendar clock 
case in gold color. For use in living walnut or birch, white center. Retails ap- at a popular price—$9.95. It is color- 
room, bedroom or den. Retails at $7.98. proximately $25. A dramatic accessory. keyed for “every room in the house.” 
5. 6. 7. 
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to swamp you with = 
cutlery customers 


Order early and order enough fo cash in 


ooo. 





fully on this red-hot combination! 


IXING a full page in LIFE with 


Carvel Hall Cutlery is as explo- 


sive as dropping a lighted match into 


your gas tank. Just imagine the effect. 


Over 5 MILLION copies of LIFE— 
reaching over 12,000,000 households 
—will be promoting Carvel Hall Cut- 


No. 56—$19.50 


> 
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lery as the ideal gift—at the height of 
your biggest gift selling season. You 
won’t be able to keep one set on your 
shelves. It’s the most powerful, most 
profit-packed Carvel Hall promotion 
ever. You can’t afford to miss it. 
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In addition to LIFE, Carvel Hall COLOR 
ADS will be featured in all these books. 








No. 95—$19.95 
Also sold individually 








oy 


For complete details and information on all 
the merchandising material available to help 
you tie in with this LIFE promotion, call 
your wholesaler now or write direct to: Chas. 
D. Briddell, Inc., Crisfield, Md. 


TZ Often imitated but never matched. 








OVER 77 SETS $8.50 To 
$134.50. 10 HANDSOME KNives 
3 DISTINCTIVE HANDLE sTyigs 
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FINE CUTLERY 
by Briddell 
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Lecturing retailer finds... 








« HAT Is silverplate?” 

“What is hollowware?” 

“Why is sterling silver so expensive?” 

How often jewelers hear these questions! But at our 
store, we hear these questions less and less frequently, as 
more and more of our customers gain an elementary 
knowledge of silver through my talks to women’s clubs 
and high school home economics classes. 

During the past two years, I have spoken before more 
than 1000 persons about silver. The first year, I traveled 
as much as 750 miles to deliver these talks in private 
homes, club rooms and classrooms to 50 different groups. 
Last year several of the clubs held joint meetings to hear 
my talks, which made it easier for me. 

As I had hoped, people’s interest, and their apprecia- 
tion of the finer things, seems to grow with knowledge. 
Although my speaking project is comparatively new I 
am inclined to credit a substantial portion of increased 
business on sterling and the better quality silver plate 
to my private “educational program.” These increases are 
far from minor—sterling flatware is now our number 
two item in volume (second only to watches). Sales of 
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Left: Russell Vernor, Florida Jeweler, 
demonstrates how he uses lettered cards 
to emphasize key points in his lectures. 


Below: the Duncan & Vernor store in Jack- 
sonville, Fla. Vernor believes his lec- 
ture campaign has helped sterling sales. 
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As Customers Learn Silverware Faets 


Their Interest and Appreciation Grow 


by RUSSELL VERNOR, 
Jacksonville, Florida, Jeweler 


(As told to Lawrence H. Bugg) 


sterling increased 25 per cent following each year’s talks. 

The speaking project has been so well received that | 
plan to extend it soon to take in promotion of china, 
crystal and gems, and IJ have already given a few talks on 
watches. 

Naturally, the speeches to clubwomen and students only 
supplement our other silver promotions, such as displays 
at the store and at the Morgan County Fair, our radio 
and newspaper advertising, and gifts offered to high 
school students at graduation time. That is why it 1s 
necessary to plan and schedule the speaking activity so 
that it does not take up too much time throughout the 
year. 

This year, all my talks were scheduled for the period 
from January 20 to March 15. In preparation, we had 
mailed mimeographed letters to all the women’s clubs 
listed by the Chamber of Commerce, and to all the high 

(Please turn to page 183) 
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EW OF Fan! Bag boode ob steamy f 
keeps you cooler all summer long ! 


Se 






$59 


Add a plus to products and show merchandise 
& with these Post Recognized Value stickers. 





Use Post ads. Paste them on these easel-backed 
F cards for excitement at point of sale. 


America’s greatest 
merchandising magazine 


The Saturday Evening 


POST 


A CURTIS PUBLICATION 


—gets to the heart of America 





MAIL COUPON TODAY! Don’t miss out. Just send 
us your name and address. We’ll send you your free 
sales-making Post merchandising kit immediately! 


Merchandising Department, Room J-10 
The Saturday Evening Post, Philadelphia 5, Pa. 


Please send my FREE Post merchandising kit for the 
promotion of Post-advertised products. 








Name 








Title enaascedsiniaatisiatialn 





Store Name 


Address 









Use Post selling power in your newspaper ads. 
@ Cutout logotypes or write us for mats. 








~~ 
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H. E. Nickels, above, invites high school girls to inspect his sterling patterns. 


SILVERWARE 


Sterling Program for Teen-Agers 


Makes Friends and Customers 


Fo A NUMBER of years H. E. Nickels, 
Reedsport, Oregon, jeweler, has been giving sterling silver 
spoons to each young lady who graduated from high 
school. “There was nothing unusual about this,” Nickels 
says, “except that it didn’t do us much good. Or it 
didn’t until we changed our plan and made it a year- 
through promotion. Then we began to ring the bell.” 

The plan which Nickels is using now is this. As soon 
as school opens in the fall, the girls of the senior class 
are invited to come to the store and inspect the different 
silverware patterns. While they are there, Nicke!s shows 
them glassware and chinaware used for table settings. 

Through the head of the school’s Home Economic 
Department, the girls study silverware, chinaware, and 
glassware. Nickels furnishes bulletins, folders, and 
mimeographed sheets so that by the end of the first 
semester, they have acquired considerable knowledge 
regarding patterns and the quality of ware offered by 
different manufacturers. 

Girls are given tests in their regular school class on 
the information which they have learned regarding 
quality silverware, chinaware and glassware. While 
Nickels has nothing to do with these examinations, which 
are conducted by the instructor of the Home Economic 
Department, he does offer a first and second prize for 
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by LON FANALD 


the best grades. Prizes usually consist of some glass- 
ware. 

During the spring term the girls are invited to come 
in at any time and inspect the china and glassware as 
well as the different patterns of silverware carried by the 
store. As a result of these calls, Nickels works up a 
Preference Book, giving the girl’s name, her address, the 
glassware which she has selected, also the chinaware and 
her silver pattern preference. 

‘Here is where we began to get results,” Nickels says. 
‘Parents and friends have learned that we have the list, 
just as we do the Bride’s Book, and they come to us 
when they are looking for a gift. Also, we have girls 
who start their glassware and silverware patterns while 
they are still in high school and buy a good number of 
pieces themselves.” 

Here is the case of a jeweler who took an established 
promotion plan to give a $3 retail value silver spoon to 
each girl of the high school graduating class, added some 
original ideas of his own to it and came up with a 
program that has made his store headquarters for quality 
chinaware and glassware as well as silverware. 
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Young girls name “Silver Wheat” as one of the 


three most popular sterling patterns in America! 


ERE IS A REAL success story from Reed & Barton. 

Just one year after the introduction of our “Silver 
Wheat” sterling, it was chosen as one of the three 
most popular patterns in a cross-country survey of 
young girls’ tastes ! 

Everyone at Reed & Barton expected success from 
the start. But this eratifying popularity, in the short 
span of a year, surpassed even our most optimistic 
forecasts. 

How did it happen? One answer is good design. 
Girls easily recognize “Silver Wheat” as one of the 
most beautiful sterling patterns on the market. 

Another answer is its suitability for today’s scheme 
of living. “Silver Wheat” was designed expressly for 
the new Americana Look in home furnishings. And 


the Americana Look is what every young woman 
wants in her home today. 

Still a third reason is the strong national advertis- 
ing that has backed “Silver Wheat” consistently and 
well, since the day it was born. 

Make “Silver Wheat’s” proven popularity reap 
profits for you. Show it to your bridal customers. 
Feature it on your floor and in your windows. Run 
tie-in ads in your local newspapers, with free mats 
provided by Reed & Barton. But above all, be sure 
you have enough “Silver Wheat.” 


REED & BARTON 


Silvermasters since 1824 
TAUNTON, MASSACHUSETTS 
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CHINA and GLASs 






The store's interior is lighted sufficiently g} 
night to permit passersby to view a Specially 
arranged table setting near the door entrance. 





T. M. Cave, left, store founder, and C. E. Cave, store mana- 
ger, discuss new billboard plans submitted by their ad agency. 


Dignified Billboard Ad Campaign 


Promotes China, Glass and Silver 





by CHET SPINK 


Pa 




































































Dignified billboards, like the one above, help to maintain a jewelery store's prestige. 













A STRONG CAMPAIGN of outdoor billboard for a strong institutional program to remind old cus- 
advertising, featuring china, silver and glass, has been in tomers of the new site. It was felt that newspaper space, 
use for the past five years by Cave’s jewelers, in Little which the store uses to feature specific merchandise, would 
Rock, capital city of Arkansas. There are five permanent not provide the sort of steady, persistent impression 
Cave’s boards spotted at strategic points in and around needed for the institutional campaign; not at reasonable 
the city, and in the months before Christmas the store cost, at any rate. . 
takes on an additional 30 more 24-sheet boards, with Eventually outdoor advertising was suggested, and in 
outstanding results. Store manager C. E. Cave gives the conference with the city’s leading billboard operator, 
boards credit as a key factor in the continuing growth Cave became convinced that a presentation in keeping 
of the store’s business. with jewelry store prestige could be provided. Cave'’s 

Cave’s discovered outdoor advertising when the store selected five boards at key traflic spots. . 
moved to its present Main St. location and there was need One board is located on the Main Street bridge which 
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INTRODUCING 


French Soroll 


THE NEWEST PATTERN 
IN 


|| ALVIN STERLING 


A flourishing prelude to the styles of tomorrow 





Here, in ALVIN'S newest pattern, is a style developed 
in keeping with the present-day demand for modern- 


ized sterling patterns. 


The fantasy of scrolls from the LOUIS XV and LOUIS 
XVI periods ... richly and delicately moulded into a 
series of sweeping graceful curves, unbroken, yet 
carved to reflect ——— the scintillating high 
lights created by its soft undulating surfaces .. . gives 
life to this lovely pattern. 


You will want "FRENCH SCROLL" to brighten your flatware 
selection. It has been amply surveyed among women in all age 
groups and has passed the acceptance test with flying colors. 


"FRENCH SCROLL" will be advertised in eleven (I ’ na- 
tional magazines, beginning with the October issues of the 
following: BUYING GUIDE FOR THE BRIDE - - VOGUE - - 
BETTER HOMES & GARDENS - - HOUSEHOLD - - WOMAN'S 
HOME COMPANION - - SEVENTEEN - - MODERN BRIDE - - 
HARPER'S BAZAAR - - GLAMOUR - - CHRISTIAN SCIENCE 
MONITOR and HOUSE BEAUTIFUL. 


A series of twenty-seven (27) advertisements will be run 
during October, November and December .. . total circula- 
tion upward of 35,000,000 - - your prospective customers. 
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Place your order with your ALVIN jobber now, or, order 
direct. Prices the same. 


Deliveries beginning October |, 1953. Price lists sent on 
request, 


6-piece place-setting, dessert size—$32.75, including Federal 
Excise Tax. Here is your opportunity for added sales and 
profits. Why not order now? 


French foroll” 
THE ALVIN CORPORATION STERLING 


Makers of Exclusive Silver Designs for over Sixty-Five Years Luncheon Knife, 


PROVIDENCE 7, R. I. Moderne Blade 





Hlustrations Actual Size *Trade Marks 
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An average of 48,000 vehicles cross this bridge each day in Little Rock, Arkansas. 


connects Little Rock and North Little Rock on each side 
of the Arkansas River. Officials of the advertising com. 
pany say the bridge is one of the heaviest traveled points 
in the state, carrying an average of 48,000 vehicles a day, 

The bridge board, facing traffic flowing into Little 
Rock, is made up around a neon signature, and features 
the words china, crystal and silver. Half of the board 
carries the neon lighting, the other half is used for mer. 7 
chandise illustrations. The painted portion of the board 7 
is renewed two or three times each year to keep the paint & 
in good condition, offering the advertiser an opportunity 
to change the illustration at no extra cost. 

Cave’s has this neonized board on a five-year contract, 
to give them added control of the location, and to take 
advantage of the best rate. = 

The firm has two other board locations in Little Rock, 7 
both of which are built around effects with black light © 
One is a shadow box cutaway board featuring a place 
setting of a plate and silverware. The plate and silver 
ware illustration is painted on with special paint that 
elows under a flashing black light. The remainder of the 
board is illuminated with ordinary light. A second black 
light board features silverware and crystal against a 
background of heavy, rich draperies. The crvstal and 
silverware are painted to pick up the black light, along 
with a simulated gift card bearing the words, “Cave’s 
for gifts she will cherish.” 





The bridge billboard, above, is illuminated at night. 


(Please turn to page 186) 


At right is one of Cave's five permanent 
billboards, all of which are located at 
key points in and around Little Rock. 
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A basic business premise with Poole 
is to build into each piece of 

silver the ultimate in beauty, design 
and usefulness. This has won for 


the company and its products the 





No. 5020 CHAFING DISH 


s&s «¢ 86 84 oe oe 


Retail $100.00 confidence of dealers and consumers 
Has hot water pan, dish and 
cover which enables use as alike, and has established the name 


three separate dishes. 
Poole among the fine names in silver. 
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LANCASTER ROSE TEA SERVICE 
consists of coffee, tea, sugar, cream and tray 
No. 400 — 5 pe. set Retail $220.00 
Kettle (extra) Retail $100.00 Waste (extra) Retail $ 20.00 


‘S 
SYVIA Ss 


POOLE SILVER COMPANY * TAUNTON °¢ MASS. 


NEW YORK: 366 Fifth Ave. CHICAGO: 29 E. Madison St. 
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ELECTRICAL APPLIANCES 


The Electric Housewares Section of the NEMA 
will back retailers with a powerful national 


ad program during the important months ahead. 


ies PRESTIGE of the retail jeweler in his 
community cannot be rivaled by any other retailer. As 
a merchant known for his precious products, the jeweler’s 
store is the favorite store for gift-seekers. People realize 
that a gift wrapped in a jeweler’s box carries prestige for 
the gift-giver. 

It is only natural, then, for the jeweler to tie-in with 
the current promotion campaign of the Electric House- 
wares Section of the National Electrical Manufacturers 
Association. Particularly because the gift market has 
become a primary target for the electrical housewares 
industry. This is why the months of October, November 
and December will see an important share of that indus- 
try’s more than $5 million worth of national advertising 
concentrated on electric housewares as Christmas gifts. 

Help for retailers is a vital part of the industry’s sales 
effort. Throvgh the Electric Housewares Section of the 
NEMA, a continuing campaign coordinates national ad- 
vertising by individual manufacturers with activities by 
retailers. This help is aimed at translating national ad- 
vertising impressions into consumer sales responses in 
the individual local stores throughout the country. 


There’s a five million dollar sock 


To Spark Appliance Sales 
During Christmas Season = paentnal 











MILLION 
DOLLAR 













for CHRISTMAS 1953 
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Illustrated above is the cover of the new 6-page sales planner 
which is being distributed to retailers. The planner includes 
ideas for displays, newspaper advertising, gift wrapping, ete, 





y » 


More than 50,000 dealers now participate in the retail 
program to identify their own stores with this national © 
advertising reaching more than 60,000,000 consumers © 
each month. 

Jewelers will be particularly interested in the campaign | 
material the NEMA Electric Housewares Section is offer. 7 
ing to cooperating retailers this year. Certain aspects of 7 
this material strongly suggest the jeweler’s favorable posi- 
tion in competing for electrical gift business. For 
example, the six-page “sales planner” recommends stress 7 
on gift wrapping at all points in a store’s promotion of 7 
electric gifts. In advertising, in window displays and is 
inside the store, NEMA urges emphasis on gift wrapping | 
service as a “silent selling tool” to convince Christmas 
shoppers. 

Now, glamorizing of gifts by impressive and distinc: 
tive wrappings has long been a jewelry store strong point. 
The jeweler will thus be in a strong position to lead other 
retailers in lending extra attraction to the appeal of 
today’s “fashion-designed” electric goods. 

The idea of “fashion” in electric housewares design is 

(Please turn to page 187) 
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Part of the campaign material offered to retailers 
throughout the country by the Electric Housewares 
Section of NEMA is this colorful Christmas streamer. 








172 






THE JEWELERS’ CIRCULAR-KEYSTONE 




















Handsome Setting for Ad Reprints 


Robert Armstrong, owner of Armstrong’s jewelry store 
‘n downtown Waco, Texas, wanted some neat, good-look- 
ing and effective way of displaying ad reprints here and 
there in the store. Armstrong s does a lot of newspaper 
advertising, and tries to get maximum advantage from 
it by strong point-of-sale tie-in. 

However, newspaper clippings or even neat plate proofs 
quickly become messy looking if placed on counters or 
thumbtacked to walls, and did not fit in with long-estab- 
lished Armstrong’s conservative “leading downtown 


store” atmosphere. 


ie. 
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To solve the problem, Armstrong designed the hand- 
some leather easel frame shown here. When he showed 
his sketches to the management of the Waco Tribune- 
Herald, the newspaper decided to order a quantity of 
them for distribution to its advertisers. The frames are 
leather, with embossed gold lines and the newspaper’s 
credit line at the top. Ads are cellophane-taped in place. 

Armstrong’s uses the frames as part of display set-ups 
wherever advertised merchandise is shown in the store. 
Customers responding to advertising are thus quickly 
directed to the merchandise they are interested in. Cus- 
tomers shopping in the store also discover from reading 
the framed clippings that other merchandise is on sale, 
and react with added interest. 








Selling Slants ... 


The businessman who originated this stunt 
was a clever psychologist. His shop was in a 
good downtown main stem location, but it 
was very small. And because it was sand- 
wiched in between two eye-catching big stores’ 
fronts, it didn’t capture shoppers’ attention. 

He fixed this by becoming friendly with 
two bus drivers on the downtown run. He 
asked them to slow their busses as they ap- 
proached his store . . . then look toward his 
front door ... tip their caps... and nod. 

That did it. Every time one of the drivers 
goes through this routine, every passenger 
- the bus cranes his neck to look into the 
store. 


Business keeps improving. 
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NEW CHAFING ENSEMBLE M 
cooks, serves, keeps foods 
hot—the gift story 


of the year. 





THE BUTLER’S WHISKER* 1) ate . 


silent butler and table 
crumber with hideaway 
brush. Irresistible! 


There’s a pleasant shock in store for 
you—two brand-new ideas designed 
to give your business a real lift. 


Look for them at the Trade Shows. 


THE SHEFFIELD SILVER CoO. 


MADE IN U.S.A. 
17 Crosby Street, New York, N. Y. 
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Theyre New... 








2. 


|. “Barkwood"—free form design in cinnamon 
brown on a beige background, hand painted 
underglaze; 25-year guarantee against craz- 
ing; 16pe. starter set retails at $10.95. 
Made by Vernon Kilns, Inc., Los Angeles. 


OLE RE 


ET SPR IS 


2. "Shanghai" pattern in Spode bone china 
is Chinese in origin and makes use of such 
symbolic motifs as the prunus blossom, the 
butterfly and beetle; richly hand-painted. 
From Copeland & Thompson, Inc., New York. 


Sie A 


3. Milk glass punch set with 4!/2-qt. bowl 
and 12 cups, black plastic ladle—set in a 
sturdy black wire frame; retails for about 
$6.95; 15-pc. set is individually packaged. 
From the Geo. Borgfeldt Corp., of New York. 


4. Classically simple new “Athenia" pattern 
has wreath of green laurel leaves outlined 
and detailed in gold, finished with a gold 
edge line; 5-pc. place setting $27.95 retail. 
Made by Lenox, Inc., Trenton, New Jersey. 













5. Three new designs in Swedish glass stem- 
ware: Center, "Thor," plain bowl, hand-cut 
stem, $21 a doz. retail; left and right are 
“Lisa,” with platinum or silver band, $18. 
From D. Stanley Corcoran, Inc., New York. 









6. New "Pansy" pattern is in Tirschenreuth 
china from Bavaria—is done in the various 
true colors of the natural flower; the 5-piece 
place setting may retail for $6.60. From 
Paul A. Straub & Co., Inc., New York, New York. 
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|. Softly blended tones of pink and white 
are used in this new "Magnolia" pattern on 
the "Graceful" shape in china dinnerware 
by Heinrich & Co.; 5-pc. setting $10 retail. 
From Ebeling & Reuss Co., of Philadelphia. 


4. A garland of golden grapes with green 
leaves, encircled with a wide rim of muted 
sea green—the ‘'Concord" pattern in Fran- 
ciscan china; 5-pc. setting $27.25 retail. 
By Gladding, McBean & Co., Los Angeles. 


. They'll Be Selling 


Accessories 





2. Two new cut patterns on new stemware 
shape are: "Fern,'' to retail at $30 a dozen; 
and "Garland,"' $27 a dozen retail. The 
shape is also available undecorated, $18.60. 
Made by A. H. Heisey & Co., Newark, O. 


5. Simple in design and versatile in use, 
these pieces in copper-plated steel coated 
with clear baked enamel; 15" size retails 
at about $3.95; 13", $2.95: and 10", $1.95. 
Sold through Jack Martin, of Los Angeles. 





3. Rose-colored quince blossoms with dove 
gray leave—''Patricia’ pattern on Carolina 
shape, with platinum lines and handles; 5- 
pe. setting $11.75 retail. Syracuse China 
from Onondaga Pottery Co., Syracuse, N.Y. 


6. New: 12'' Chinese lute figure in ebony 
glass touched with gold, retail $8.50; 7!/," 
Chinese book end in ebony and gold, retail 
$9.50; and gold-etched cigarette box, $5. 
By Fostoria Glass Co., Moundsville, W. Va. 
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Infant gifts can play an important 
part in a store with a reputation as a 
gift center. They may be the natural 
aftermath of gift sales to brides, and 
they may also be the first link in a 
cycle of gift giving which goes on to 
include birthday, graduation and 
eventually engagement and wedding 
gifts. 

The most important element in 
profitable infant gift merchandising, 
according to A. A. Watt, of S. Klein, 
Jeweler, Montgomery, Ala., is “mass 
display.” Klein’s infant gift selection 
is large, and is displayed to emphasize 
both the variety of selection and the 
broad range of prices. The impres- 
sive display assures customers that 
their requirements for an infant gift 
can certainly be met by the store, 
whatever the situation or individual 
tastes. 

S. Klein’s makes certain that its 
baby gift display is noticed by as 
many customers as possible by plac- 
ing it in one of the most heavily traf- 
ficked points in the store, at the cen- 
ter rear, just a step from the curved 
stairway leading to the mezzanine bal- 
cony. The case is seven feet long, and 
holds more than 200 baby gift items. 
Considerable care is taken in the ar- 
rangement of the display, to keep it 
colorful, attractive, and to avoid the 
hodge-podge effect that sometimes 
results where a number of dissimilar 
items are displayed together. 

Though S. Klein, specializing in 
gifts in china, silver and crystal for 
brides, has always put emphasis on 
baby gifts, since the postwar “baby 
boom” a sharp inventory build-up 
has taken place. Most new additions 
to the stock have been in the better 


‘Mass Display’ Stresses Variety in Baby Giftwares 


priced lines, with more sterling silver. 
more expensive porringers, heated 
bowls, and accessories emphasized. 
Basic “nucleus stock” of staples in- 


cludes diaries, porringers, _ plates, 
knife, fork and spoon combinations, 
cups, goblets, lockets, lavalieres, 


bracelets, rings, combs, sterling pic- 
ture frames and trays. 

Newer developments have included 
a wide choice in infant jewelry, com- 
partmented, hot-water-heated plates 
for junior foods, tightly-sealing “food 
units” which permit baby foods to be 
kept hot over long periods of time, 
gay crockery and china, complete 
sterling tray sets with bowl, cup and 
utensils, etc. 

The department’s choice from a 
price standpoint is wide enough to 
satisfy the customer who wishes to 
spend only $1 or $2, and the doting 
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aunt or uncle who may want to inyey 
>29 or more. 

The fact that the baby gift depar. 
ment has been found to act ag , 
“feeder” for other gilt sections of the 
5. Klein store is taken into account jp 
training of salespeople who handle 
this merchandise. They recognize 
that selection of a baby gift is, jy 
many cases, a confusing and difficul 
problem for the customer, and are 
prepared to spend what seems an jp. 
ordinately large amount of time on g 
sale which may total only $5. Patient, 
intelligent and friendly help for the 
customer, plus handsome gift packag. 
ing, cards, etc., are all brought into 
play, to send the customer away 
pleased, and with the lasting recollee. 
tion that S. Klein’s is an ideal place 
for the purchase of a gift for any 
occasion. 





The above show case is 7 feet long and in it more than 200 baby gift items are featured, 


es 





Graphic Explanation of Diamond Facts 


Hershberg’s Jewelers, Rochester, N. Y., emphasized 
the basic facts about diamonds in an educational type 
newspaper ad that featured sketches of three diamonds 
of the same size and appearance but in different price 
ranges. The ad was captioned: “Hershberg’s. The store 
with a famous reputation for perfect diamonds. Same 
size diamonds, but look at the big difference in prices. 


Do you know the reason why?” 


DIFFERENCE IS QUALITY 


The three featured diamonds were priced at $125, $175 
and $215. Copy explained: “Each diamond is the same 
carat weight. Each is set in an identical mounting. And 
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at Hershberg’s. 


each is priced at its own true worth. The only difference 
in the diamonds illustrated above is quality. And, 
strangely enough, the least of all quality determining 
factors is carat weight. By far the most important are— 
perfection, color, cutting. Three factors that you can be 
absolutely sure of when you purchase your diamond 


“Our expert diamond counselors take the time to tel 
you the absolute truth about the quality-determining 


features of each diamond. We gladly explain how dia 
monds differ in quality, and show you how to choose 
to your best advantage, no matter how much or how little 


at Hershberg’s.” 


you plan to spend. Select your diamond from one of 
‘he country’s finest collections and buy with confidence, 
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Frofit Royal. 
with RovalB Doulton 





ADVERTISED TO 36,788,381 READERS 


Make 1953 your crowning sales year with 
Royal Doulton. Cash in on our royal 


turn-out of 44 national ads in 10 major 





magazines. Watch for them. Stock up on 
the merchandise we’re featuring. 


Make the most of the biggest advertising 





campaign in Doulton history. 

















ADVERTISED IN: 

AMERICAN HOME + THE BRIDE’S MAGAZINE 
PARENTS’ MAGAZINE + HOLIDAY + HOUSE BEAUTIFUL 
HOUSE & GARDEN «+ LIVING FOR YOUNG HOMEMAKERS 
THE NEW YORKER + SEVENTEEN + SUNSET MAGAZINE 


Nae 


Fine English Royal Doulton is unduplicated 
for beauty and quality. Yet prices are well 
within your customers’ budgets. Royal Doulton 
dinnerware retails from $4.50 a place setting, 
bone china from $13.75, figurines from $6.50 
and character jugs for as little as $2.00. 


DOULTON AND COMPANY, INC. 


11 East 26th Street, New York 10, N. Y. 
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by MADELINE LOVE 





 preneag varying reports of business at the various 
china, glass and gift shows this summer indicate 
that there is no real trend upward or downward. Retailers 
are buying more cautiously, perhaps, but they are 
definitely buying if the merchandise is right. Style and 
quality still pay off, both at the shows and in the stores. 

It is a highly competitive market these days, however, 
and both retailers and consumers are taking long looks 
at merchandise before they come to a decision. It cer- 
tainly cannot be taken for granted that the consumer. 
no matter how many more spendable dollars statistics 
give him these days, is going to spend those dollars for 
jewelry store merchandise. The buying public is as 
cautious as the retailer himself, and is much more aware 
of design and styling than ever before. Fortunately, the 
jeweler who has been attending the shows has found 
many new things which satisfy that demand—tableware 
and accessories from here and abroad which will help 


him build a sound business during the coming months. 
* * # 








HERE is one of a group of unusual table settings espe- 

called “Candlelight and Castleton” has been launched 
showrooms at the New York China and Glass Show in 
July, to point out the versatility of the new “French 
Provincial” dinnerware made especially for the Kupper 
firm. The vivid blues, greens, pinks, burgundy and yellow 
of the ware were reflected in the table accessories. 
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1 ese year marks the hundredth anniversary of the 
first commercial decoration of dinnerware in this 
country. In keeping with that thought, the United States 
Potters’ Association is using the theme “There’s always 
something new in American dinnerware’ for its nation. 
wide dinnerware fair set from October 11 to 17. Many 
stores all over the country are planning to tie in with the 
fair during that time. 

Preceding the fair, the Potters’ Association, together 
with glassware, silver, and linen manufacturers, are plan- 
ning to support the National Homefurnishings Show at 
New York’s Grand Central Palace, September 17 to 27. 
with an extensive exhibit. Gertrude Brassard, of Amer. 
ican Home magazine, will arrange a group of table set- 
tings and there will be a display of pottery-making, show. 


ing four steps in the creation of dinnerware. 
* * *% 





 peregrwn by two members of the Fostoria Glass Co. 
sales department is Miss Neva Jane Langley, who, as 
“Miss America of 1953,” officially opened the Southern 
Jewelry Show held in July at Atlanta, Ga. J. Robert 
Snypp (left) and Einar Jacobson (right) presented Miss 
America with a gift of “Fostoria Wheat” stemware. 
* + * 

BRAND-NEW china dinnerware line has made its 

appearance on the market. Called Hamilton China, 
it is being made by the American Ceramic Products, Inc., 
of Santa Monica, Calif., and distributed exclusively by 
the Grant-Jacoby Co., of Los Angeles, of which Frederic 
J. Grant is president. Light in weight and styled in a 
slightly rounded square shape, the china is made in white, 
carnation pink, pewter, forest green and French blue, and 
is edged with a new type of platinum treatment. There is 
also one platinum center decoration available, con- 


temporary in style. 
*% * % 


—— promotion for fall and Christmas 
called “Candlelight and Castleton” has been launched 
by Castleton China, Inc., of New Castle, Pa. Promoting 
fine china as fine fashion, it spotlights six dinnerware 
patterns for tie-ins with styles in jewelry, clothing, home- 
furnishings and fabrics—several of which are adaptable 
to the jewelry store. The promotion also includes a series 
of gift-boxed Castleton items suitable as Christmas gifts. 
* ” * 

ISHER, BRUCE & CO., Philadelphia importers of 
# china and glassware. has a new booklet on its line of 
Vista Alegre china from Portugal. of which the company 
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aot on the Gift Parade... 


tHe NEW INLAND | 








coffee server 


with modern tripod 
coffee warmer! 





CAROUSEL 
Charming lazy-susan table server. 
Cruets for oil and vinegar, shakers 
for salt and pepper, jar with stainless 
steel spoon for mustard. All of blown 
glass with aluminum caps. Base of 
turned wood in French Provincial fin- 
ish.The complete set, Gift Boxed $8.00 


2-CUP CARAFETTES 
For individual coffee service. 
Come with matching coasters. 





SALAD CHEF PETITE CRUETS 
Blown glass. One for 


oil, one for vinegar. 
Gift Boxed......$1.75 


for Shopper 





Look to INLAND 


Stoppers! 





















SALAD CHEF—CONDIMENT SET 
Two quaint Condiment Jars of 
blown glass, each with stainless 
steel serving spoon and polished 
aluminum cap. Useful for catsup, 
mustard, horseradish or mayon- 
naise. Gift Boxed, the set. . $2.00 








WHAT A TRAFFIC ITEM! Perfect for to- 
day’s casual living, buffet suppers, in- 
formal entertainment.The cleverly de- 
signed modern Tripod Warmer keeps 
coffee hot and delicious. The deluxe 
Coffee Server is of hand-blown, heat- 
proof glass, decorated with bands of 
fired-in platinum for enduring luster 
and beauty. Graceful handle is always 
comfortable. Every woman loves this 
smart way to serve coffee. 

Keep a good stock on hand... sell 
your customer one for the home— 
another for gift-giving ... watch those 
profits roll in! 


THE Carafe COMPLETE WITH 10-HOUR 
Candle AND MODERN Tripod COFFEE 
WARMER... 8-CUP SIZE, $4.50; 12-cUP 


SIZE, $5.00; 16-CUP SIZE........... $5.50 
EXTRA Tripod WARMERS...... $1.00 
REFILL Candles, 3 IN A BOX...... 25c 


SALAD CHEF QUARTETTE 
Four handsome blown glass pieces to 
make salad serving an art. Shakers for 
salt and pepper, cruets for oil and vine- 
gar, each with gleaming aluminum 
cap. Set of 4 pieces, Gift Boxed. . $3.50 


INSTANT COFFEE MAKER 
AND TEA SERVER 
With Strainer Cap, Stir- 

ring Spoon. 
4-cup size........$3.00 
6-cup size........$3.50 


SALAD CHEF SHAKER SET 
Two beautifully 
matched spice shakers. 
Gift Boxed......$1.75 


Nationally advertised to millions in BETTER HOMES & GARDENS, McCALL’S, AMERICAN HOME, HOUSE BEAUTIFUL, 


BRIDE’S MAGAZINE, MODERN BRIDE and The SATURDAY EVENING POST .. 


INLAND GLASS WORKS 
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. wonderful to give or to get! © c.A.P. co. 


DIVISION OF CLUB ALUMINUM PRODUCTS COMPANY 
6101 W. 65th Street * Chicago 38, Illinois 
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CHMONT” 
pattern from 


HEINRICH & CO. 


in fine Bavarian china—done in brown, yellow-green 
and gold. 5-pc. Place Setting, $12.50, retail 


GEO. BORGFELDT 
CORPORATION 


Established 1881 


44-60 E. 23RD ST., NEW YORK 10, N. Y. 
712 S. Olive St. (Merch. Mart) 44 York St., 
Los Angeles, Calif. Toronto, Ont., Canada 
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THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 
ADS | 


Fine English Earthenware ee rene 


ENGLAND 





° ‘ SPOUE 
English Bone China CoPetancs CHima 
ENGLAND 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 








is sole American distributor. Printed in blue and black 
the booklet gives a brief story of the factory. which was 
founded in 1824 and is still operated by descendants of 
the original family. It also illustrated a number of the 
dinnerware designs, many of which were especially 
created for the American market. / 


% * * 


NEW designs in china, glassware and stainless steel, al] 

of them modern in style and compatible in feeling, 
have just been brought out by Fraser’s, Inc., of New York 
and Berkeley, Calif. Gordon Fraser, president of the com. 
pany, worked with porcelain and glass factories ip 
Germany and with stainless steel factories in Germany 
and Italy to create these contemporary designs. | 


# w * 


A R. SAID. general sales manager of the dinnerware 
® division of Gladding, McBean & Co., Los Angeles. 
has named David Winans as regional sales manager in 
the 11 Western states; and Philip Starr, as regional sales 
manager in the Middle West. Charles Redfern, who has 
been sales representative in a southern territory with 
headquarters in Washington, has been transferred to the 
Los Angeles office to take over the position of manager of 
advertising, merchandising, and sales promotion. Richard 
Factor, who has been covering the New York City area, 
has been moved to Washington, and Walter Watson, 
formerly district manager for Towle Silver, is taking the 
post vacated by Mr. Factor. A. J. Auer, formerly a sales 
representative for Royal Doulton china, has been named 
district sales manager in the Ohio-Michigan territory 
succeeding Robert Geyer, who is on sick leave. 

The California area has been consolidated and will be 
under the managership of W. S. Hopewell, while Charles 
Clary’s southern district has been expanded to include 
Oklahoma, Arkansas, Texas and Louisiana. Wes Kas! 
will now cover both Indiana and Illinois and Charles 
Coates has been transferred from California to Kansas 
City, Mo.. to travel Iowa, Kansas, Missouri and Nebraska. 

# # # 


J. VAN DUGTEREN, of New York, whose firm is 

® the sole distributor in this country for Leerdam 

glass, has been notified from Holland that Queen Juliana 

has granted the title “Royal” to Leerdam—the first time 

such recognition has been given by the Queen to a glass 

factory. It carries with it the right to use the royal 
crown and crest. 

o * # 


OTH new and old is the large group of milk glass 
accessories which the Fostoria Glass Co. brought out 
this summer. Nearly all of the pieces are made from 
Fostoria’s collection of old molds, some of them dating 
back more than 50 years. Stemware and plates are also 
being made in the milk glass. 

# * * 


HE Lambert China Art Ware Co., of North Sheffield 

Avenue, Chicago, has taken over the leading designs 
of the well-known J. H. Stouffer brand of hand-decorated 
and encrusted gold china. Mrs. Grace Stouffer, president 
of this old family business, whose illness has forced her 
to suspend operations, has given the Lambert company 
the right to use not only the designs but also the crest 
hallmark. Bert Pinkowski is head of the firm, and he 
has added several top Stouffer artists to his staff. 
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k. LAUFFER, president of his own company 
H. which imports Arzberg china, was host at a press 
breakfast at the Hotel New Yorker during the china and 
slass show in July, to introduce Design Une in his new 
ne of stainless steel flatware. Created by Don Wallance, 
American designer, and made in Germany of nickel- 
chrome steel, the new ware is notable for its sturdiness 


and balance, and its soft satin finish. 
* * ¥* 


Customers Learn Silverware Facts 
(From page 162) 


schuuls in the area. Out of 18 schools, eight accepted the 
opportunity. Our emphasis on the fact that the program 
is purely educational and supplied without cost makes it 
attractive to school officials. As for the women—they are 
interested in silver! 

I am no more of an expert on silver than the average 
jeweler, so my talks require some advance “homework” 
to make them well-organized, interesting and educational. 
It isn’t necessary to go far for help, however, because the 
booklets supplied by the manufacturers provide ample 
source material. 1 have also had the advantage of visits 
to several of the silverware factories. 

Other advance work is the obtaining of movies, and dis- 
plays of silver at various stages of manufacturing. It's 
wise to write about seven months in advance to be sure 
of the use of these things when you want them. 

After all the preparation, when I do speak it is extem- 
poraneous rather than following a memorized spiel. and 


I keep it short. Lhe whole program is paced to run about 
an hour and a halt, including a half-hour movie and a 
question period. ‘he question period can be quite inter- 
esting and may run overtime with an enthusiastic audi- 
ence. 


There’s so much to be said about silver that | plan to 
give a different program every year for five years before 
starting Over again—a five-lesson “course” on silver for 
the consumer. Naturally, later lectures will start with a 
hasty recapitulation of the basic definitions, etc., for 
newcomers. One important feature of the talks is dis- 
cussion of the different methods of selling silver (house- 
lo-house, “wholesale,” through jobbers and dealers, and 
through dealers only). It is not hard to show that the 
local, established jeweler is in the best position to offer 
the best products at the lowest prices. 


A USEFUL PROP 


Other jewelers interested in giving talks before groups 
may be interested in a useful prop I have used. This is 
an easel supporting a four-foot square wood panel, which 
I cover with a plain wool blanket in an attractive color. 
To use with this I prepare lettered cards for various key 
words and phrases from the talk. The lettering must be 
large enough to be seen from the back of the room, and 
can be in color to help focus attention. Square-inch pieces 
of coarse sandpaper glued to the backs of the cards, at 
the corners, will make the cards stay put on the blanket- 
covered panel almost like magic. giving a deft, smooth 
and interesting touch to the talk. 
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OPEN STOCK 
DINNERWARE 
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PAUL A. STRAUB & 


19 East 26th Street (Near 5th Avenue) 





Pattern No. 2044 


from 


TIRSCHENREUTH 


AVAILABLE IN 
OPEN STOCK AND 
94 AND 64 
PIECE SETS 


co... INC. 


New York 10, N. Y. 
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FRANCONIA CHINA’! 
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4 POINTS which make Franconia China popular with discrim- 
Stu Bavaria inating public and indispensable with buyers. 


6tRwanv 


1—Styled for beauty to satisfy contemporary taste. 

2—Truly superb quality. 

3—Priced to meet present day living. 

4—Of utmost importance, to the dealer, is our excellent New York stock 
service in more than 30 patterns . . . always ready for prompt delivery. 


“"MILLEFLEURS'" (Illustrated) 5-pc. Place Setting with 1034'' dinner plate: 
$7.95* ‘Slightly higher South and West. 
— Illustrated price list of all Franconia patterns available — 


HERMAN C. KUPPER, INC. EW YORK lan. ¥. 


from SWEDEN 


NISIAL dy Brodogaard 


Designed by Belle Kogan 


Kungsholm ...A handblown modern 


ware design for living today. 











Nationally Advertised KUNGSHOLM DRINKWARE 


has received immediate sales acceptance by retailers and consumers alike. 
IN SIX STYLES— 


ICED TEA COCKTAIL 
JUICE OR WINE SHERBET OR CHAMPAGNE 


AT $15.00 PER DOZ. RETAIL 


Complete details gladly sent 


ix 


CORDIAL 
HIGHBALL 


i 





225 FIFTH AVENUE NEW YORK 10, N.Y. 
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A Dinnerware Merchandising Plan 


A plan designed to enable the jeweler to carry a num. 
ber of dinnerware patterns with no inventory required, 
has been worked out by the Retailers’ Marketing Guild, 
of Chicago's Merchandise Mart, in cooperation with the 
Canonsburg Pottery Co., of Canonsburg, Pa. The pot. 
tery has formed a new subsidiary company called the 
Jefferson Dinnerware Sales Corp., which will oversee the 
production and maintenance of a continuous stock in 
ten selected patterns. This stock will be held at the pot. 
tery, to be shipped directly to the consumer. Sales will 
be made to the stores through the Guild, and the retailer 
need carry only samples of the various patterns. All con. 
sumer orders will be processed and shipped by the factory, 
with a promised delivery of from ten days to two weeks, 


“Ridgewood” is the trade name of the new dinner- 
ware, which will be sold in sets for either 8 or 12. And 
as a direct aid to the jeweler with a limited display space, 
there is available a compact, 414-foot wide display rack 
(illustrated above) whose lower shelf can be used to show 
flatware designs which coordinate with the dinnerware. 
The retailer will also be supplied with large colored illus- 
trations of table settings in each pattern. 








Selling Slants... 


Here’s one way to cut expenses on store 
and window displays. Keep a sharp eye on 
advertisements in JC-K and consumer maga- 
zines. Look for illustrated ads designed to 
catch attention, arouse interest and promote 
sales. Whenever you see an ad or illustration 
of some article carried in your store, cut it 
out... paste it on a poster ... add the 
price of the item ... and let the revised ad 
do the talking. 

The manufacturer certainly won’t mind 
your using his ad to promote the sale of his 
products. And these cards can be made in a 





matier of minutes. 
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WRITE FOR 
CATALOG... 


Don’t delay . Place your order now for cotton filled, satin 
lined, set-up and folding Jewelers’ boxes, fancy wrappings, seals 
and labels available from stock. Make PICTORIAL your reliable 
source and act at once if you want your choice of color, sizes 
and designs. 


PICTORIAL PAPER PACHAGE CORPORATION 


15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
CHICAGO, ILLINOIS AURORA, ILLINOIS 






























o-PIECE PLACE SETTING EASEL 


The ideal means of displaying chinaware to its best advan- 
tage. 
Designed EXCLUSIVELY for plates of traditional shape. 
Patented and obtainable only through us. 
4123—$27.00 doz. (Cup and saucer loop at right as illus.) 
4321—-$27.00 doz. (Cup and saucer loop at left not illus.) 
Also available in special design for coupe shape and casual 
dinnerware, 4492—$33.00 doz. (Traditional plates also fit 
in $492.) 
+123, $321 and $492 easels now obtainable in special design 
for secure invisible attachment to peg board. 
Write for illustrated price list of SINGLE PLATE EASELS 
and Five-Piece Place Setting Easels. 


Leading designers and manufacturers of plastic display 
easels for China, Glass and Silverware. 


Western Art Co. 
1596 York Ave., Dept. 49 New York 28, N. Y. 











No, 992 is a 
Two-Piece Ensemble. Non-Tip 
Bean Bag Ash Tray with Carousel 


metal, glass, walnut, leather. 


! Safety Top and Cigarette Server. Top and 

These beautiful | bowl are burn-proof finished alchemist gold. 

| The base, rich gold thread brocade. Choice 

smokers of green, gold, white or black patterns. 

. Packaged in “show case” plastic gift boxes. 
SEROSEROTeS Set retails for $5.00. 

are needed in : No. 955 Single Ash Tray Packaged.. .$3.00 

No. 994 Four-Piece Ensemble includes Pair 

ete home ' of Bean Bags, Cigarette Server and 

e+. every i Evans Lighter Packaged........ $17.50 

} Send for literature on the complete DUK- IT 

office , Line. Over 100 beautiful smokers accessories in 


te McDONALD Products Corporation 


Since 1930 
219 DUK-IT Building Buffalo 10, N. Y. 


NEW YORK—225 Fifth Ave., CHICAGO—Merchandise Mart 








Showrooms: 
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Vee i fine... da) 


Thi oe F 
e Vip liilge Z , WLLL 


350-380 SOUTH RAYMOND AVENUE 
PASADENA 1, CALIFORNIA 


e Sylvan 


(colored shoulder, gold bands 


i at-Mtaale la Pe ial- Mole (olohiolol(-MEilal-MEoilalal-(aiaallale Ml oloial-lgaMlaM tie lamer solels ailale 
shades. Dark teal green, light sage green, grey, blue, coral, yellow, pink 


and sand. $15.50 a 5-pc. place setting. Write for your free folder 
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Billboard Ad Campaign 


(From page 170) 


The drapery background drops out when the black 
lignt is burning, leaving the sales message in sott, glow- 
ing colors. The black light boards are on heavily traveled 
arteries, both of which are used by residents of Little 
Rock’s exclusive residential section. One of them, al- 
though located within a dozen blocks of the downtown 
district, is also on one of the state’s main highways. All 
the state’s main highways intersect at Little Rock. 

Two “Scotchlite” boards make up the remainder of 
the regular five-board campaign. This material reflects 
the light from the headlights of each passing car with a 
brilliant glow, and is attractive and colorful in daylight. 


BOARDS ON MAIN HIGHWAYS 


The “Scotchlite” boards are both located more than 
ten miles out, on main highways. One is spotted to the 
east on the highway traveled by residents of east Arkansas 
which is heavily populated by wealthy rice and cotton 
planters. The other is set up on the Hot Springs highway 
to the south of Little Rock to catch the attention of 
easterners who visit Hot Springs. the famous spa and 
resort town, and to attract residents of oil-rich south 
Arkansas. 

The black light paint on Cave’s two boards must be 
renewed every four months, offering a frequent change 
of copy on those bulletins, but the Scotchlite holds up 
about two years. Standard paint lettering on all boards 
is renewed two to three times a year. The advertising 


company checks with Cave’s when each board is ready 
for renewal, whether it is standard paint, Scotchlite 9; 
black light, for possible copy changes. 

The boards Cave’s uses are standard Outdoor Adve;. 
tising Asso. dimensions, 40 feet long and 1012 feet deep, 
Art work costs, including copy changes when _ paint 
renewal jobs are necessary, are included in the rental fee, 


PLANS FOR NEW BOARDS 


Cave said that when laying out a complete new board 
the advertising company first checks for his ideas on the 
merchandise to be featured and how the layout should 
look, then submits a rough pencil sketch for his inspec. 
tion. When the sketch is approved a complete scale draw. 
ing is made in color. 

When a black light board is renewed, the scale draw. 
ing is brought in for inspection under ultra violet light 
for full effect. Rental costs on the black light boards run 
about one-third more than the average painted bulletin 
because of maintenance problems, Cave said. 

With many well-off and well-traveled individuals among 
the store’s customers. Cave’s feels that it must have a 
high degree of quality reflected in the design of its out. 
door displays. and C. E. Cave says “I know they are as 
xood as any in the country.” This is basically the reason 
the store does not show jewelry and diamonds on its 
boards—high-quality reproduction of these items has 
up to now been impossible either in black light or “Scotch- 
lite.” The sign materials require poster techniques 
which, although they make an admirable showing of 
china, silver and glass. will not show a diamond or a 
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GOLD - SILVER - PLATINUM - PALLADIUM 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


W. solicit your Sweeps a 


Filings — Scrap Gold and 
Platinum — Metals 


Your OH Gold Shipmen bs 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 


|| Metals of Guaranteed Purity 
as —_ 
ate | 
i 


* 


WILL RECEIVE 
Special Alten lion 


New York 19, N. Y. 
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Therefore. newspaper advertising only phia, as winner of the first prize for jewelry stores in the 
te the store’s strong diamond and jewelry annual Electric Houseware Gift Campaign display contest. 

Every month more and more jewelers—credit and cash 
stores alike—are stocking electrical appliances. It is 
obvious that they are capitalizing on their standing in 
their communities to sell electric housewares. 


pear! properly. 
is used to promo 


business. a id 7 
The same insistence on quality in advertising explains 


Cave’s refusal to use radio. “It is almost impossible for 
the <maller stations to match the quality of the big net- 
work shows. so I leave radio out of my budget, Cave 
caid. “We can’t afford to be second-rate in any activity 
associated with Cave’s.” Selling Slants 


oo —— 





Two rural Minnesota stores hatched this 
egg-trading scheme as a volume-builder. They 
. offered eight cents a dozen above the going 

Spark Appliance Sales rate for fresh eggs brought in by farmers, in 


(From page 172) payment on merchandise bought in their 


one worthy of jewelry store promotion. The NEMA stores. 10,300 dozen eggs were brought into : 
Electric Housewares Section suggests an “Old and New the stores, and volume for one of them hit a 
Fashion Time” show during the pre-Christmas season. 412 percent gain over the same three-day 


with display of clumsy-looking, out-dated appliances period of the preceding year. 


along side gleaming new electric giftwares. Emphasis on 
beauty and fashion provides the customer with one more 
strong incentive to look to the jeweler for the best in 
electric gifts. 

Among the materials available to stores through local 
Electrical Leagues and Area Committes are decals iden- 
tifying the store as gift headquarters for the “First Gift 
Choice—Electric Housewares,” and a stylized Christmas 





streamer in the same theme. Ad mat materials are avail- Such a promotion requires an agreement 

able through local newspapers. with the local egg buying houses to assure 
Recognition for the skill and success of one jewelry speedy and convenient transfer of the hen 

store in tying-in with NEMA’s retail-level campaign was fruit back into normal chai:nels of trade. 








made recently in selection of Barr’s Jewelers. Philadel- 
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a BIG item...a little price! 


ee —_——= — Se — - — ee —_—— —$_—__—__ SS 






the new EMCO’ Silvercase lined with Pacific Silver Cloth 
the one and only cloth that positively prevents tarnish == 


Your customers will see this new Emco Silvercase adver- 
tised in these national magazines: 


WOMAN ’S HOME COMPANION BRIDE S REFERENCE BOOK 
HOUSE BEAUTIFUL GOOD HOUSEKEEPING BRIDE'S MAGAZINE 


This smart looking, low-priced mous cloth that really shuts out 
Silvercase is a standout! Made _ tarnish, keeps silver bright and 
of durable, washable imitation shining—Pacific Silver Cloth. 
leather, it holds 56 pieces of flat- Your customers will ask for the 
ware. BEST OF ALL, the Emco Emco Silvercase. You'll sell them 
Silvercase is lined with the fa- absolute protection for their sil- ; 
ver...at an appealing low price. to retail for 




































, about $395 *Reg. U. S. Pat. Off. 
_ by Eureka Mfg. Co. 
i helps you display Pacific Silver xg 
Sulphur ie Cloth where your | PACIFIC MILLS, Dept. R9, 1407 Broadway, New York 18, N. Y. | 
gases, i customers can see 
tarnish your silver. Tiny particles it! Point out the | Gentlemen: Please send me names of suppliers and descriptive literature on ! 
of silver in Pacific Silver Cloth label and beaver- | Place-setting rolls ——, Hollow ware bags ——, Lined chests ——, Packets ——, | 
absorb these tarnish gases before brown color that Wraps (yard and 2 yard ——). | 
they can reach your silver. Rated identify the genuine | 
best silver wrap in Reader’s Pacific Silver Cloth. | Name Title 
Digest report. | | 
Store Dept 
only PA CIFIC silver Cloth |“ 
| City Zone State | 
absolutely prevents tarnish ee 
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cloth bound a 


= i = ” with every order of 5000 or more of Souder's 






JOBBING ENVELOPES 











































dispute. 
Your customers’ 





Repair Book will give you a life history 
of your repair job whether it’s done in 
your shop or through the manufacturing 
jeweler. It protects you against loss or 


their work can be answered promptly 


ing you time and trouble. 


























So. MADE OF HEAVY FIBER KRAFT, NE'ER TEAR STOCK. 
of 34%e'' x 5%2'' Prices include —_— 2 | iit eneieen 
D La your name and advertising inet ° + Changes z 
bo) room for message printed and num- iia ‘ in Promised ——__ 
3000 entries bered in duplicate on either aes cai a pe 
= RETAIL VALUE $4.75 ey. brown, manila or wf.” vet - aa” = 
white envelopes. Various oj “ Sere 
colors can be used to iden- ’ YOUR 
This smart looking, cloth bound, Jewelers tify old jobs from new jobs. ' — 
Assorted colors if desired. N : 
Unlimited numbering. When Your ame Here : a 
ordering be sure to mention : 
numbering wanted. — x ~~ 
In 2000 lots, per thousand. .$9.25 = 5!/2 ~ 
questions concerning In 5000 lots, per thousand. .$8.60 * Customers numbered check printed on perforated 
In 10,000 lots, per thousand.$7.80 flap protects you and your customer. Simply ask 
and efficiently through this record, sav- For larger size (3'/,” x 6”) person presenting check his name, if he has found 
add $2.00 per thousand. the check he'll be unable to answer. It’s the safest 
way. Use it with our repair book. 















Received 


l. Date you received 
job from customer. 
2. A valuable record of 
your customers’ 
names and address- 
es which can be 
used as a_ direct 

mail list. 

3. A full description of 
the article, to pro- 
tect you in case of 
loss. . 

4. Your jobbing envel- 
ope number. 

5. A record of repairs 


NAME AND ADDRESS 





Here's what this book fells you! 


6. 


wo oo 


i Manufacturing ew. ORDER NOW | tera reconns - stock reconns 


Charges to customer. SAMPLE ENVELOPE SENT 
Date retumed from WITH ACKNOWLEDGMENT 883 BROADWAY 
sie. OF YOUR ORDER. ALBANY 4, N. Y. 


PAGE HEADING FROM JEWELRY REPAIR BOOK 


Con Charges Returned Delivered 


age 


REPAIRS MADE 


Job No. 


ARTICLES 


6 


SOUDER $ 





THIS OFFER GOOD FOR 
A LIMITED TIME ONLY! 


putes with your cus- 
tomers. 

Initials of manufac- 
turing jeweler and 
date job is sent to 








and your own costs, 


BUSINESS SYSTEMS 






Date delivered to 


customer. 


made and charged 10. 
for. Avoid later dis- 














Distributors of . . . 2. 2. © «© « » 


LIGHTERS: RONSON, EVANS. 

APPLIANCES: UNIVERSAL, 

BROILKING, ROYAL-ROCHESTER, 

SILEX, CORY, WEST BEND, 

SUPERSTAR, STEAM-O-MATIC, 

WARING BLENDORS. 

CLOCKS: SESSIONS, LUX, 

SENTINEL, FLORN. 

CUTLERY: CARVEL HALL. 

GIFTWARE AND HOUSE- 

WARES: KAROFF, CHILLIT 

PITCHER, SODA KING, SKOTCH 

KOOLER, ICE-O-MAT, GENERAL SLICER. 
BILLFOLDS: CHIC. LUGGAGE: CROWN, BORETZ. 
SCALES: BORG. COMPACTS: AMERICAN BEAUTY BY ELGIN AMERICAN. 

JEWELRY: ANSON, CORRECT, DUANE, LEO GLASS, KESTENMADE, ISKIN, HELLER-DELTAH, 

ROSS, KIDDIE-KRAFT, CATAMORE, PHILLIPS, CURTIS, STURDY, RIPLEY & GOWEN, TRU-KAY. 

EMBLEMS: HARVEY & OTIS. CAMERAS: BEACON. SILVER: ALVIN, AMSTON, POOLE, WEBSTER, 
SHERIDAN, KING EDWARD PLATE. WE DDING RINGS: ALSAN, RESEN. TOILETWARE: SAART. 

WATCHES: INGERSOLL, TIMEX, LIBERTY, INGRAHAM, IMPERIAL, NICOLET, CHARACTER WATCHES. 
FITTED CASES: SOVERIGN. SILVER CLEANER: STARLON. PENS: WATERMAN. PLAYING CARDS: KEM. 
DIAMONDS + WEDDING RINGS «+ SILVERWARE © CHROMEWARE 























THE JEWELERS’ CIRCULAR-KEYSTONE 


188 














Invitation Highlights Displays 

Adding an extra personal touch to bridal pattern selec- 
tions on display at Armstrong’s, in Waco, Texas, are 
‘nvitations from the bride herself, framed in a special-size 
sterling frame resembling a picture frame. 

Armstrong’s normally has from six to twelve com- 
pletely set tables on display at the rear of the store, each 
set with an individual bride’s sterling, crystal, and din- 
nerware. A hand-written tent card on each table identi- 
fies the bride, and the patterns. 

When Robert Armstrong realized how many of these 
brides were sending him wedding invitations, he ordered 
the special sterling frames, just the right size for an 
invitation, which highlight the invitation at the focal point 
of each table. 

“Almost every woman who comes to the store shopping 
for a wedding gift makes it a point to go from table to 
table, carefully reading the invitations.” Armstrong 


reports. 





What the Banker Wants to Know 
About You 


Just as there are certain things you want to find out 
about the bank with which you are planning to do busi- 
ness with, the banker in turn must have certain informa- 
tion about you and your business to justify the loan. 

To start with the banker will want to know how much 
you know about the jewelry business, and in short, do 
you belong therein as a business owner or somewhere 
else. Hence a tabulated record of your experience in the 
jewelry business is something that should go to the bank 
with you. 

In that connection he will want to know what your 
chances for continued profitable operation are in your 
community or at your location. If you go to your banker 
armed with information as to the volume of business 
done by your trade in your city, how many other firms 
are in business therein, the state of your competition, the 
traffic by your place of business, and other such informa- 
tion, you cannot only help to prove you know what you 
are doing but that your venture has an excellent chance 
of success. 


LOANS FOR MODERNIZATION 


A great many loans are being made by jewelry men 
today to remodel their stores or to put in new innova- 
tions. Many are doing so solely because they have such 
ideas and have thought about going to their bank to 
carry them out. 

Here’s a suggestion. Chances are your idea was in- 
spired by the success of some other retail jeweler with 
the same innovation or idea that you read about in a 
trade journal. Take along the issue of the magazine con- 
taining that article, show the banker what this man has 
done to his place of business, and show him the informa- 
tion contained in that article with respect to the added 
volume of business obtained by the change. 

Remember, in securing such a loan, you will not only 
have to continue to make the present profit in your 
Jewelry operation but you’re going to have to make 
enough additional, as a result of the improvements or 
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eaders in recognizing 


your need for fast, centrally 
located, wholesale jewelry 
service. 


IDENTS 


IMMEDIATE DELIVERY 

Men’s Sterling, $6.15 
Retail, $14.95 ee 

Men’s Yellow, $7.50 be 





Retail, $17.95 
Ladies’, Both Colors, $6.00 
Retail $14.50 Ss 


orPhone 








GEO. PRILLIPS CO 


216 N. Second St., Richmond, Virginia 
-149 Penn Ave., Scranton, Pennsylvania 
116 S. Salina St., Syracuse, New York 
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MAIL ORDER 
~~ 


( Fine Special Order Sewiee ) 


creating. .repairing... designing 
JEWELRY OF ALL DESCRIPTIONS 


Y 


Master jewelers for three generations 
Serving retail jewelers throughout the nation 


ELIAS L. PRESS 


68 NASSAU ST. 
Tel—Digby 4-6852-3-4 


NEW YORK 38, N. Y. 


Our safe and premises are guarded by Holmes Electric Protection— 


also—insured with The Jewelers Block Policy. 





SALESMEN WANTED—We hove a Service that you can sell. /t will not interfere 


with your lines—If interested, write for details. 








NOW! You Can Sell 
College Rings 


at a FULL PROFIT, 
with No Investment! 


Here’s your money- 
making answer for your 
customer’s **What will I 
buy ?”’ gift problem. Sell 
to alumni or under- 
graduates from our il- 
lustrated, colorful cata- 
logue. Rings for any 
accredited college in the 
United States can be 
ordered, one piece at a 
time. No Die Charge! 


No Minimum Order! 





FREE! Send for selling catalogue, complete 


information, counter display card. 








COLLEGE SEAL & CREST COMPANY 
Dept. J-9 
236A BROADWAY 
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changes, to pay off the loan you are seeking in a reagop. 
able length of time. That is one of the first things the 
banker will think of and it’s a good point to consider jp 
your planning. Have this answer for him from the jp. 
formation contained in the trade journal article referred 
to above or an estimate in increased patronage. 

Your own honesty, courage and perseverance are-goine 
to be of the utmost importance in securing a loan from 
the bank. One should have a typed sheet of such exper}. 
ences and references to leave with the banker for hic 
personal investigation when one goes to secure a loan, 

The banker will also want to know how much of your 
own money is going into the planned expenditure. The 
greater percentage of the total cost you can pay from 
your own funds the safer will your loan application be 
to the bank. And in connection with this point, the 
easier will be the loan to repay. 


MAKING LOAN PAYMENTS 


Where is the money coming from to make the loan 
payments? That will be a question foremost in the 
banker’s mind and it should be in your own. Hence, if 
you work this out in advance, you have made your prob. 
lem an easier one. Bankers frown on the retail jeweler 
who expects to repay a loan entirely from the additional 
profits he believes he will realize through the new im. 
provements. Some part of present profits should be ear. 
marked to help carry the load. 

How sound is such financing? That’s the banker's 
next problem and once again, it should be something 
you have determined to your own satisfaction in advance. 
The net worth of the business to the debt, and cash to 
cash needs ratios will receive important considerations. 
Also the point of debt payments to net income ratio. 
Have them worked out favorably in advance and if they 
cannot be worked out favorably it will probably be a 
good idea if you put off making an application for the 
loan until your store is in a business position where it 
can be done. 

The terms of your leases, taxes, your cost of doing 
business. the control you exercise over those costs, and 
how good a bookkeeping system you have to maintain 
that control, are also important to a banker in making a 
loan. 

One thing you must always bear in mind ... it’s 4 
wise retail jeweler who knows all about his business all 
of the time and never has to guess or hazard about any 
phase of its operation. He’s the kind of man a banker | 
likes to talk to. 

A check sheet should be prepared not only for your 
own use in analyzing the benefits of the loan, but for 
the bank’s use as well. The economic situation of your 
business at the time of making the loan application, one 
year prior to making that application and if possible 
five years before. should be outlined in detail. 

In these times, too, every banker must go by another 
rule and that is he must make certain that you, whose 
loan application he is considering, will be able to takes 
sudden unexpected break in all business conditions, if 
you can survive the necessity of cutting your present 
prices and if you can operate on less volume than you 
have at present and do all of this without being badly 
crippled. Although the times ahead look uncertain most 
bankers today will tell us that it is foolish for those who 
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are soundly financed to hold up healthy expansion just 
to wait for lower prices. But they must safeguard against 
sudden breaks which could bankrupt the borrower in 
the times ahead. Proof of your ability to withstand such 
q break is a mighty nice thing to have along when making 


a bank loan application today. 


FUTURE BUSINESS 

And when you discuss profit possibilities of your ven- 
ture with the banker be sure they are couched in terms 
of future business and not that of the peak prosperity the 
industry has just gone through. Today’s bankers are 
very cautious on this point and they will respect the 
retail jeweler who realizes the difference and has devised 
his own program accordingly. 

Those are the things that are important to today’s 
banker when the retail jeweler approaches him for a 
loan. They are not difficult requirements to meet and 
the important thing to remember is that all are devised 
to help the man who borrows the money as much as the 
bank making the loan. They are the safeguards set up 
to insure repayment of the loan and when that has been 
done the retail jeweler has made a good deal in renting 
the money he needed for his expansions or improve- 
ment ideas. 

Bankers are good people to have as friends and bank 
money is a good thing to rent and use wisely in building 
any jewelry business. Give your local banker half a 
chance and he'll readily help you build a bigger and 


better jewelry business. 





Selling Slants 


You could substitute a photographic dia- 
mond cutout, or even paste diamonds, and 
do the same thing a Seattle restaurant man 
did to illustrate growth of his business. The 
restaurant man uses a huge “‘pie-o-graph” as 
a chart to illustrate the number of pies his 
place has sold since opening day. He keeps 
the current total figure up-to-date, too, for 
constant interest. 


19§3 


4 
% 





This kind of showmanship is effective be- 
cause the public has respect for size and con- 
tinued growth. They realize that each new 
scle and a growing charge-account list repre- 
seis a growing vote of confidence by other 
consumers, and are reassured. 
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Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 
plate case, J-B 
cord attachment 


PROMOTE 4 


AT A 


PROFIT 


WITH THESE 


TOWNE 


WATCH 


LEADERS 


































~ 


| TOWNE 


17- JEWEL 
SUPER - SPECIALS 


1°Q%5 


YOUR PRICE 


Men’‘s special, 
precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 
\ packed quality 
» price-beater. 








FULLY LY 
GUARANTEED 


\ ages 7 


10-DAY 
INSPECTION 


Presentation 
Boxes... 


75¢ each 


Order these 
terrific sellers 
today — beat the 
price-cutting competi- 
tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 





TOWNE WATCH CQO. 























“8 
A TOWNE WATCH CO. - 
- 29 East Madison St., Chicago 2, Illinois 3 
- Ship Towne Men’s Specials - 
$ Ship Towne Ladies’ Special 5 
8 Ship Presentation Boxes 3 
; [] Send complete catalog - 
7 a 
, Name . 
+ Address t 
- City , State - 
& 
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the Niash “CUFFMASTER,” 


TRADE MARK 


the finest cuff link back 
ever made for the Jewelry Trade 


*Patented 
Design 
155,535 

Patented 
Construction 

2,472,958 

Infringers 
will be 


prosecuted 





TYPE H 


TYPE HA TYPES TYPE SA 
HARD HARD SOLDER SOFT SOFTSOLDER TYPES WITH 
SOLOER WITH ANGLE SOLDER WITH ANGLE SWIVEL JOINT 


Check these important features: 
|. Beautifully polished rounded top. 
2. Longer stem for easier soldering. 
3. Better spring action. 
4. No lapping or additional finishing work. 
“ Variety of attachments for soft or hard soldering. 


Available in gold, silver, gold filled, brass and 
other metals. 


NIASH REFINING C 


116 NASSAU ST. NEW YORK 38 
COrtland 7-4496 
































SALESMEN WANTED 
LOOSE DIAMONDS 


With a good following among 
Retail Jewelers. 


All territories considered. 


Give full details of back- 


ground and experience. 


All replies held in strict con- 
fidence. 


BOX "D., 2520" 


JEWELERS’ CIRCULAR-KEYSTONE 


100 E. 42nd St. New York 17, N. Y. 























Aachen othe 


Me CROWN 














DOODDOOOV fff 
cata 
SINCE 1907 . ;, 


A half-century of skilled nenatibiieaaates 
stands behind their e eye-catching design 

@ superior materials @ lasting durability 

® proven sales-appeal. Send for catalog. 














Everybody Wants A’ 
TREASURE DOME 


Sensational demand. Makes old watches 
modern, useful timepieces .. . glorifies 
medals. Nationally advertised. Market test- 
ed, sales proven, presold. 80% of customers 
have heirloom watches. Gain goodwill, 
repair jobs with Treasure Domes. Proud 
possession, perfect gift. DuPont Lucite 
Dome. Ebony, mahogany, blonde wood 
bases. Impulse item. Display with watch; 
see them sell. 


RETAILS FOR $3.95 
Y%2 doz. $14.22; 1 doz. up $24.00 pr CAROL BEATTY CO. Dept. J3-S 


doz. Shipped prepaid if check with 
order. No C. O. D. (6 doz. shipped 
open account to D&B rated stores.) 


7410 Santa Monica Bivd. 


Los Angeles 46, Calif. | 























d.by ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, 0). 
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BECOME ‘‘GAVEL 





ncasouarters’ FREE Gavel — Case! 


3 Gavels in assorted Men's and 
Ladies’ sizes in Rosewood, Cocobolo, 
Ivory Plastic; with mounted Sterling 
Silver Bands and 2 assorted Sound 
Blocks . . . gives you complete sell- . # —- 
ing assortment. Beautiful Walnut . 3 os 
Case is free! This Sales- Making ge ‘ he 
**Space Saver'’ measures only 12" f 
x 16'', Has dust proof hinged glass // pi 
top. Contents only $25.62 net. Be- {#1 he — 
come ‘'Gavel Headquarters’’. Send £ 
for Free Display Case Deal today on & 
trial basis. Return collect if not ~ 
completely satisfied. 







Send for Illustrated Price List = 
of Complete line - 


LIGNUM VITAE PRODUCTS Corp. 


99B ad. Avenue Jersey bine 4, N. J. 
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Selling Slants 


You pay the same basic rate for telephone 
service oe berth you make one call or 100. 
So why not take full advantage of your phone 


service. 





Sales followups on recent sales are one pro- 
ductive use for surplus phone time. A new 
watch, a new set of sterling or a diamond 
creates excitement that will often open the 
way to further sales to other members of the 
family, relatives or neighbors, and a call at 
the right time can transform some of these 
“wants” into decisions to buy. Make the 
phone call a simple friendly inquiry to see if 
the purchase is giving full satisfaction. 

Nearly everyone with a new purchase will 
say they are completely happy about it, and 
youll strengthen friendly relations with the 
call even when no new sales lead develops. 











Diamond Donated as Contest Prize 





A half-carat gem diamond was recently contributed by 
Frank H. Russell, a Milwaukee diamond importer for 
21 years, as an award in an essay contest sponsored by 
the Milwaukee Public Library. The gem was set in a 
14 karat gold disc to form a diamond medallion that 
could be worn on a necklace, as a pin, on a watch chain 
or tie clasp. The subject of the essay, “What the Library 
Means to Me,” was chosen to help the community re- 
evaluate the services offered by the library for 75 years. 
The Milwaukee Public Library is celebrating its 75th 
anniversary this year. 





FINANCIAL TROUBLES OF OUR CUSTOMERS—If 
a customer should owe us money past the date of pay- 
ment that is the business only of our customer and our- 
selves; not of other customers. Discussing folks who are 
late in paying their bills is the very worst kind of talk 
for that’s one of the subjects that gossips thrive on and 
love to spread. 
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Fast seller 


finger 
pressed 
top 


WHIRLS 
SPOON 
RAPIDLY 


























Quickly makes the 
smoothest mixtures 
you ve ever tasted 
in foods and drinks 


Everybody is buying SPOONOMAT! The most 
efficient mixer ever invented. Makes work easier 
and faster for men, women, nurses, bartenders, 
etc. Finger presser top spins the spoon so rapidly 
it creates a whirlpool of liquids, mixing quickly 
and thoroughly—from the bottom to the very 
top. A ‘real time and work saver! 

It gleams like a jewel. Precision made of gleam- 
ing stainless steel 100% inside and outside—never 
tarnishes—never rusts—no parts to get out of 
order, 834” long—comes in attractive gift box 
Retail price $3.95 

SPOONOMAT is the most appreciated gift for 
Christmas, Birthdays, Anniversaries and ALL 
occasions—all year'‘round. Display it, show it to 
your customers and watch SALES BOOM. Pro- 
motional material available — mats, displays, 
mailing folders. Cash in on this profit-making 
best seller. Write today for full-profit discounts 
and descriptive folder. 


NW MIXER 








SGN319 ¢ SLVI9 © SdIHM © SAXIW 


MARICOPA TRADING CO. 
Dept. JCK 9, 115 Broadway, New York 6, N. Y. 
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THE MOE 
DIAMOND 
WEIGHT 


CALCULATOR J 


Computes exact 
weight of diamond 
without 
removing stone 
from mounting 









HEIRLOOMS OF 
THE FUTURE 


Here’s the gift any bride will 
cherish in a large or small home 
or apartment. These gilt Wester- 
strand 14-day pendulum clocks, 
imported from Sweden, are master- 
pieces of wood-carving and clock- 
making. 

A Westerstrand “Heirloom” clock 
blends with any decor and be- 
comes a jewel-like focus point over 
sofa, mantelpiece or television set. 


FEATURES TO NOTE: 


Hand Carving 
22-Carat Gilding 
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Precision Movements Trois Roses 
14-Day, with Strike 
Fourteen Models 
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os * 33 
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$6.25 complete 

























 ) Sto, 
It’s quick ... it’s easy .. . you measure . 
width and depth of diamond and then 
; find weight of stone by comparing 
ag | measurements with table. Used by 


8-Day Pendulum Clock jewelers throughout the world. 
CHRONOS—No. 696 


Helios 


| 
} 
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Sole Importers & Distributors 
Porath & Magneheim, Inc. 


95 Liberty St., New York 6,N. Y. walnut Case. 11x12” Order from your dealer 


HAMMEL, RIGLANDER & CO., INC., 


folder AF-7. Satin Brass Tube Weights. 
Exclusive Wholesale Distributors 


SYMPATICO ENSEMBLE in . | AUCTION SALE WANTED 
rbomenminy tearue® | _— IN FLORIDA RESORT 


F. O. MERZ 
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If you operate an established jewelry store in a Florida , 
resort town, we can reduce unwanted stock, gain new cus- ; 
tomers and make substantial profits for you by conducting an 
ethical auction sale. If you prefer, we will buy your store 
complete. 


We can offer highest references. 


WE HAVE DONE IT BEFORE AND WE CAN DO IT AGAIN! 


ALVIN FREEMOUNT 
AUCTIONEER & APPRAISER 
4750 York Road Philadelphia 41, Pa. 





















JEWELERS = WATCHMAKERS 


TAKE IT EASY, MR. JEWELER, AND WATCH THE PROFITS ROLL IW! 


MODERN WATCH REPAIRERS! 


Don’t lose a single repair order! Our WATCH REPAIR DEPARTMENT FOR 

THE TRADE is equipped to handle ALL, even the most complicated (modern 

& antique), watch and clock repairs: From the cylinder to the finest time- 

piece including chronographs, stopwatches, calendars, automatics, repeaters, 

as well as ALL domestic & foreign clocks and wooden clock movements. All 

watches checked to close tolerance on timing machine. Also: 

| Request Trade Pricelist and FREE Shipping Labels! 

FREE QUOTATION BY RETURN MAIL. 

ALSO: ALL REPAIRS ON JEWELRY-CAMERAS-PENS-PENCILS- 
SPECIAL ORDER WORK! 





Soft, pliant leather 
from the acknowledged 
leather capital of the 
world, makes this high 

__ fashion ensemble a strong 

_ retail seller. 24k gold 

“ Fleur de Lis artfully 
decorate these beautifully 
crafted accessories. 





























In Mandarin Red | Latest catalog on all Dress and Service Watches, Clocks, Bracelets, etc. 

and Forest Green (We are authorized Wholesale Distributors of the famous GOTHIC 

JARPROOF WATCHES WITH THE LIFETIME GUARANTEE.)—All 

. . &, : TOOLS, even NOT available on the domestic market. MATERIALS, 
“ : ASSORTMENTS, BOOKS. Specify your requirements for FREE catalog: 
















QUICK MAIL ORDER SERVICE 
MODERN TECHNICAL SUPPLY CO. 
Members of Jewelers’ Board of Trade 
Dept. 9 CK 55 West 42nd Street New York 35 


NEN 104-6 N. 63rd ST. 


QUALITY PHILA. 39, PA. 


Permanent Representation in New York, Boston, 
Coral Gables, Kansas City, Los Angeles, Chicago 
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FIGURES SHOW PURCHASING POWER GAIN. Consumers will have an extra $15 billion at 
their disposal this year if results of a government study made in June hold good 
for the entire year. The wage and salary income for the month was about 8 per 
cent ahead of the same month last year. The government's experts say the gain 
means a real addition to purchasing power, since consumer prices are about the 
same aS last year. They point to enlarged demands for consumption, running 6 or 
7 per cent over 1952 levels, and claim these as a pretty direct result of the 
increase in wage earners’ real income. 


HOUSE GROUP CALLS PX OPERATION "GOOD MANAGEMENT." Jewelers' complaints about un- 
justified PX competition with retail merchants were called "...loose and reck- 
less...out of proportion...too general to dignify with serious consideration" 
in the report issued by the House Armed Services subcommittee which has been 
Studying PX operations. This group, headed by Rep. William R. Hess (Ohio-Rep.) 
disagreed with the American Retail Federation's documented charges that existing 
PX regulations were not being enforced, and it rejected an ARF suggestion that 
a number of jewelry store items be taken off PX lists. "The maximum of good man- 
agement has been achieved...existing PX regulations are adequate...exchanges are 
a source of federal revenue," were some of the points made in the Hess group's 
report. The findings came as a rather bitter surprise to retail groups which 
have had assurances from a number of lawmakers that they would Support a bill to 
keep PX operations within well-defined channels if it were brought to a vote. 


CUSTOMS BILL HOLDS THE LINE. The customs simplification bill designed to unravel 
some of the technical red tape which harassed importers, will apparently serve 
this purpose without endangering American retailers. Wholesale value of foreign 
made goods entitled to duty-free import remains at the $l limit (rather than the 
$3 figure which threatened to expose American retailers to a fiood of overseas 
mail-order competition). The new law also makes it mandatory for a countervail- 
ing duty to be imposed in cases where foreign countries subsidize their exports. 


WATCHBAND IMPORTS RULED "NO THREAT" TO U.S. PRODUCERS. The U.S. Tariff Commission 
has decided that watch bracelets and parts (of metals other than gold or pla- 
tinum) are not being imported in quantities which threaten "Serious injury" to 
the domestic industry. The Commission recommends no change in present tariff 
concessions set in 1948 and 1951 which reduced the former 110% ad valorem duty 
to 65% on items valued at $5 or under, and 35% on higher priced watch bracelets. 


EXPRESS RATES GO UP 15 PER CENT. On Oct. 1, Railway Express Agency rates jump 15%, 
boosting shippers' bills $55 million annually. The Agency wanted a 23.5% in- 
crease, but the Interstate Commerce Commission called this unjustified. 


EXPECT END OF FEDERAL EMPLOYEE DISCOUNT "CLUBS." The Administration is expected to 
put a stop to "credit unions" and other discount-buying activities which federal 
employees now carry on within various government agencies. In a letter to Com- 
merce Secretary Sinclair Weeks, Washington, D. C. jeweler Bernard Burnstine said 
the groups operate in government buildings and even use official envelopes and 
franked envelopes to solicit discounts ,apparently with "official sanction." 
Burnstine, president of the D. C. Business Practices Council, called the "clubs" 
an example of that "Government competition with private business" which Asst. 

- agama Sheaffer recently asked industry to bring to the Department's atten- 
ion. 
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New Fall Lines Unveiled at ANRJA Show: 
Sinclair Weeks Makes Keynote Address 


Total Registration for Four-Day Convention is Over 12,000 
































The first general session on Monday, August 10, was devoted to a panel discussion on 


"How to Sell Jewelry." Here, Leo F. Henebry, retiring ANRJA president, is shown 
making a few brief introductory remarks before introducing the first speaker. Seated 
at the speaker's table are, |. to r.: H. B. King, Jr., Charles M. Isaac, Mr. Henebry, Sidney 
L. Stevens, Mrs. Gladys Babson Hannaford, Paul W. Monohon and Maurice Adelsheim, Jr. 







Jewelers from all forty-eight states and 
seventeen foreign countries gathered in 
New York last month for the 48th annual 
convention of the American National Re- 
tail Jewelers Association which opened 
Sunday, August 9, at the Waldorf-Astoria 
Hotel. 


Registration got off to an early start 
on Sunday afternoon and by closing time 
that evening a total of 5134 persons had 
registered. By the time the four-day 
convention had drawn to a close on 
Thursday, August 13, the Registration 
Committee announced a total registration 


of 12,698. 


Complete lines of jewelry and related 
merchandise were displayed by a total 
of 219 firms. In addition to the Grand 
Ballroom, its foyers and two mezzanines, 
exhibits also occupied space in the Astor, 
Jade and Basildon Rooms, as well as 
numerous suites and rooms throughout 
the hotel. 

The first general session of the conven- 
tion was held on Monday afternoon, August 
10, in the Empire Room of the Waldorf. 
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“How to Sell Jewelry” was the theme of 
the panel discussion, presided over by Leo 
F. Henebry, ANRJA president. In the 
absence of Heim W. Resnick, of Wichita, 
Kan., regional vice president, the duties of 
moderator were taken over by Sidney L. 
Stevens, of Salem, Ore., also a regional 
vice president. 


Gladys Hannaford Discusses 
Repeat Diamond Sales 


“The Market for Larger Diamonds” was 
the subject of the initial speech at this 
session and was handled in her usual fine 
manner by Mrs. Gladys Babson Hannaford, 
of N. W. Ayer & Son, Inc., New York. 
Her talk was devoted to the potential 
market that exists for the sale of “second” 
diamonds to people who would enjoy own- 
ing them and yet fail to buy. 

“Why don’t men buy their wives ‘second’ 
diamonds?”, Mrs. Hannaford asked her 
audience. Answering her own question, 
she stated that the 20 per cent federal 
excise tax on jewelry is often cited as the 








main reason. Yet, she stated, many men 
buy their wives a second fur coat or pur. 
chase a second automobile—items also 
subject to the same tax. 

One deterrent to the sale of “second” 
diamonds, said Mrs. Hannaford, was the 
lack of confidence on the part of the cop. 
sumer in his own ability to buy wiser, 
“How often,” she asked, “have you heard 
people exclaim: ‘You don’t know what you 
get when you buy a diamond?’” She 
stated the jeweler’s first problem in over. 
coming these sales obstacles was to create 
a desire to buy, and, secondly, to instill, 
in the consumer, confidence in his ability 
to buy. 

Again, questioning the. audience, Mrs, 
Hannaford asked: “Who are the prospects 
for ‘second’ diamond purchases?” She an- 
swered: “Successful doctors, lawyers, engi- 
neers, shop owners, automobile dealers and 
insurance brokers, to mention a few. No 
town is so small,” she added, “that it 
doesn’t have successful men and women.” 
In order to meet these prospects, Mrs. 
Hannaford told the jewelers to join the 
local Chamber of Commerce, Rotary Clubs, 
Country Clubs and to participate in civic 
drives in their communities. 

“How do you bring these prospects into 
your store?”, she inquired, and in answer- 
ing this query outlined the following seven- 
step program. 

1. Make a working list of people in 
radius of your store who earn $15,000 a 
year or more. “They’re the ones,” she said, 
“capable of buying a two-carat stone.” 

2. Check your diamond department. 
(“Does your store have authority to sell, 
say, a two-carat diamond?”, Mrs. Hanna- 
ford asked. She added: “Set aside a 
separate department with good light, com- 
fort and privacy. Sit down and take time 
with the customer. A person buying 4 
two-carat diamond should not be hurried.” 

3. Install attractive window displays. 
(“Are you showing lower-priced jewelry or 
merchandise that appeals to customers with 
money?”, she asked). 

4. Stage exhibitions. Show fancy colored 
diamonds or rough diamonds. Send invita- 
tions to people on the $15,000 list. Offer 
a door prize. Have press and radio people 
cover the event. 

5. Lecture before civic groups and clubs. 
Set yourself up as an authority. 

6. Go out and call on people. Let cus 
tomers know what services your store can 
offer. 

7. Promote gift-giving occasions, such 4s 
birthdays, anniversaries, etc. 
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Mrs. Hannaford concluded her talk by 
remarking that N. W. Ayer & Son is now 
preparing a comprehensive booklet incorpo- 
rating these suggestions on diamond sell- 
ing that will be released this fall. 


H. B. King Explains Ways 
Wholesaler Helps Jewelers 


“One of the big things the wholesaler 
has to offer the retailer is turnover,” stated 
H. B. King, Jr., of H. O. Hurlburt & Co., 
Philadelphia, in his opening remarks as 
second speaker at the Monday afternoon 
session. 

To illustrate his point, Mr. King cited 
the performance record of a retailer who 
last December sold 287 watch bracelets 
from an inventory of 120 pieces. The 
retailer placed phone orders almost daily, 
and received daily deliveries. In one 
month, according to Mr. King, he made 
a gross profit of approximately $1291.50, 
from an inventory of $540. 

Turning his attention to today’s “chang- 
ing market,’ Mr. King cited the sales 
potentialities that lie ahead for the re- 
tailer. Among these he listed the fol- 
lowing: 1.) whole new groupings and 
layers of income; 2.) the growth of the 
suburbs and its effect on buying habits 
and tastes, and 3.) the growing popula- 
tion of the United States (“possibly 175 
million by the end of this decade.”). 

Advice on how to meet this “terrifically 
exciting challenge,’ as he called it, was 
then given by Mr. King. “Let’s take 
stock,” he told his listeners. “The days 
of sensational and irresponsible advertising 
are fast coming to an end. The public 
has found out through the years that 
certain merchants have cried ‘wolf’ once 
too often. Such advertising has no place 
in the jewelry industry; it certainly can- 
not help anyone’s prestige. Instead, truth- 
ful, straightforward advertising can result 
in sales and aid in building consumer 
confidence. A timely ad which publicizes 
desired merchandise gets and keeps cus- 
tomers; a misleading ad may attract cus- 
tomers but it surely won’t keep them.” 

In summing up, he stated: “Advertising 
costs are so high today that obtaining 
new customers through that medium is 
very expensive. It is therefore extremely 
important that once you have gained a 
customer, that every effort be made to 
retain that customer through good service.” 


Adelsheim Cites Need for 
Trained Jewelry Personnel 


The retail jeweler’s position on selling 
was given by Maurice Adelsheim, Jr., of 
S. Jacobs Co., Minneapolis, Minn., regional 
vice president of ANRJA. He started his 
address by analyzing the position of the 
retail jeweler in today’s competitive picture. 
Years ago,” said Mr. Adelsheim, “when 
a customer wanted diamonds, watches or 
silver, he went to the jeweler. Today, a 
customer can obtain this merchandise from 
drug stores, department stores and other 
outlets.” 

The retail jeweler, Mr. Adelsheim 
pointed out, does have some advantages 
over these retail outlets. One thing in favor 
of the jeweler, he said, was his enviable 
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position of semi-protessional standing. In 
addition, jewelers maintain fine-looking 
stores in choice locations. They install 
good-looking windows and run attractive 
advertisements to bring customers into 
their stores. 

“But,” Mr. Adelsheim asked, “What do 
jewelers do when they get customers in 
the store?” At this point in his address, 
he cited the results of consumer shopping 
surveys in the watch and silver fields which 
emphasized glaring examples of poor sell- 
ing techniques on the part of retail store 
personnel. He said he cited these examples 
to point up the fact that retail jewelers in 
order to survive must have an adequate 
and properly trained sale force. 

Mr. Adelsheim stated that he advocated 
regular sales training among sales per- 
sonnel. His firm holds regular weekly 
sales meetings and, in addition to the sales 
force, the office staff, shipping department 
and even the store maid are invited so 
they, too, will be familiar with store opera- 
tions. Half of each meeting is devoted to 
new merchandise, during which time a 
thorough and complete explanation of its 
features is given. The other half of the 
meeting is devoted to sales training. 

Many helps are available for jewelers 
interested in sales training programs, Mr. 
Adelsheim said. He mentioned films and 
visual aids available from silver companies 
and chinaware manufacturers to teach 
clerks the manufacturing processes and 
techniques. “Clerks are eager for this 
knowledge,” he pointed out, “if it’s offered 
to them.” 

Mr. Adelsheim, in concluding, stated 
that jewelry is a fascinating subject. He 
added that the knowledge of it doesn’t 
come naturally. 


Manufacturer's Position 
Covered by Paul Monohon 


The last speaker of the afternoon session 
was Paul W. Monohon, of B. A. Ballou & 
Co., Inc., Providence, who was scheduled 
to outline the manufacturer’s position on 
jewelry selling. In his speech, however, he 
not only spoke from the manufacturer’s 
viewpoint, but also outlined a few basic 
principles applying to all selling. 

In his address, Mr. Monohon listed the 
three facets important to any sale at any 
level. They are: knowledge, an organized 
plan of action, and enthusiasm. 

In discussing the first facet, knowledge, 
Mr. Monohon stated that the knowledge 
required successfully to promote the sale 
of jewelry is more special and more tech- 
nical than that used in other commercial 
areas. “We must work at gaining knowl- 
edge,” he stated, “study, re-examine, and 
keep it up to date. This knowledge must 
be of the kind which can be sold and 
delivered. It may not flatter our vanities 
but it should not be hidden under a bushel. 
Knowledge is a living, vital, dynamic and 
profitable asset.” 

The second facet of any sale. an organ- 
ized plan of action. was described by the 
speaker as one of vital importance. Said 
Mr. Monohon: “The day has long since 
passed when the salesman successfully 
presents himself and his line without a 





plan for selling and reselling it. From 
the start of the design and through the 
marketing of it, there must be a master 
pian so sound that the overall plan and 
its execution even down to the salesman’s 
call, can be fitted together like a jig saw 
puzzle ... Betore each season, before each 
trip, before each call, there should be a 
plan of action.” 

Mr. Monohon, in discussing the third 
and last facet of any sale, said: “Enthusiasm 
is generated by high morale. Without high 
morale there can be no genuine enthusiasm 
and if this does not come from the heart, 
the fact will be evident to all who see or 
listen. We are speaking of enthusiasm for 
our product, our house, and our associates. 
There must be a vision of what our effort 
may do for our customer. . . . If we do not 
believe enough in ourselves, our houses, 
and our product to enthuse, how in the 
world can we expect others to have a 
quickened interest? Let’s enthuse some 
more, let’s grin some more. The day’s 
burden will be lighter. We will be happier. 
We will sell more.” 

With the help of Maurice Adelsheim, 
Jr., Mr. Monohon concluded his talk with 


a brief demonstration of selling. 


Henebry Reviews Work of 
ANRJA During Past Year 


On Monday evening following the Presi- 
dent’s reception and dinner for the heads 
of national jewelry trade organizations, 
the second general session was held in 
the Empire Room. Leo F. Henebry, in 
his president’s message, reviewed the 
conditions under which the industry had 
operated during the past year. 

In speaking of numerous problems 
which have confronted jewelers in the 
past twelve months, Mr. Henebry called 
particular attention to the 20 per cent 
excise tax on jewelry which he termed 
“the most serious problem confronting our 
industry today.” He explained that jew- 
elers had accepted the tax without com- 
plaint during the war period and as 
long as it was necessary to promote the 
war and defense effort of the country. 
“But,” said Mr. Henebry, “we have every 
right to resent and to fight against its 
continued imposition on our industry as 
a peace time tax measure.” 

Turning his attention to the subject 
of fair trade, Mr. Henebry stated that 
the association has been putting its full 
strength behind re-establishing fair trade 
on an effective basis. He said ANRJA 
is cooperating with the Bureau of Educa- 
tion of Fair Trade and with the American 
Fair Trade Council to keep legally es- 
tablished the right of a manufacturer to 
fair trade the prices of the products which 
he offers for sale. 

In his address, Mr. Henebry directed 
attention to the fact that much of the 
fine jewelry business of this country has 
in recent years been diverted from legiti- 
mate retail jewelry stores. He stated that 
this has been caused by purchasers schem- 
ing to avoid payment of the excise tax 
and that many of them avoid it by dealing 
directly with some unscrupulous dealers. 
An ANRJA committee has held meetings 
with officers of the Internal Revenue De- 
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partment, he pointed out, and is offering 
the assistance of the association to elimin- 


ate this tax evasion. 


In concluding, Mr. Henebry thanked 
the retiring vice presidents who leave 


the Executive Committee this year, Messrs. 
Oscar Kind, Jr., of Philadelphia, and 
Sidney Stevens of Salem, Ore. He also 
extended the thanks of the association 
to officers of state retail jewelers associa- 
tions for the contributions which they 
have made for the welfare of the retail 
jewelry industry. 


Weeks, in Keynote Address, 
Hits Cockeyed Excise System 


Principal speaker at the Monday evening 
session was Sinclair Weeks, U. S. Secre- 
tary of Commerce, who spoke of the accom- 
plishments of the present administration 
in Washington. He reviewed many of ihe 
vains made by business and then touched 
upon a subject in which the audience was 
keenly interested. 





Secretary of Commerce Sinclair Weeks de- 
livered the main convention address at a 
session held Monday evening, August 10. 
His talk dealt mainly with the achievements 
of the Republican-controlled 83rd Congress. 


Said the Secretary: “Another field in 
which business attention is desired in the 
national interest is in the field of excise 
taxation. Patience now will pay off later. 
Kxcises today are the third largest source 
of Federal revenue. But the laws under 
which they are enforced lead to improper 
discrimination among consumers and _in- 
flict hardships on many industries. 

“The whole system is antiquated, and 
cockeyed and in particular soaks small 
business,” he added. “It requires a thorough 
overhauling and we want your advice on 
the subject. 

“The administration is hard at work on 
plans for improvement. President Eisen- 
hower in his message to the Congress on 
May 20 said, ‘Specific proposals for a 
modified system of excise taxation will be 
included in the recommendations for tax 
revisions that will be submitted te the 
Congress next January.’ ” 

Speaking on the outlook for business, 
the Secretary said: “The outlook is good 
because our competitive enterprise system 
is strong and because this administration 
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is doing everything possible to encourage 
business and steady employment. 

“We are not hangdog apologists of busi- 
ness,” he declared. “We proudly proclaim 
our championship of business. both smail 
and large business. We have no inferiority 
complex in regard to business. We recog- 
nize the power for good which business 
can exercise in modern society.” 

Three vital problems—the excise tax, 
Fair Trade and Armed Forces Exchanges 
—-were the topics under discussion at the 
third business session, Tuesday, August 1]. 
The importance of these problems to every 
retail jeweler can be attested to by the 
large audience which turned out for this 
meeting. 


Status of Fair Trade 
Discussed by Mermey 

The first speaker was Maurice Mermey, 
Director, Bureau of Education on Fair 
Trade, who spoke on the subject, “Where 
is Fair Trade Today?” Mr. Mermey said, 
“Despite upheavals and uncertainties on the 
national and international scene, the past 
year saw a clear-cut decision of acute im- 
portance to the very survival of small busi- 
ness. That decision was the far-reaching 
social decision made by the American 
people through their elected representatives 
in Congress to restore the fair trade laws 
to full effectiveness. 

“The McQuire bill.” Mr. Mermey con- 
tinued, “was passed by an impressive vote 
of 196 to 10 in the House of Representa- 
tives and by 64 toe 16 in the Senate. Prior 
to its passage, no less than five committees 
of the Congress intensively examined the 
whole problem of fair trade.” 

Mr. Mermey told the large audience, 
“The fact is that fair trade’s box score of 
victories in the courts during the first year 
of the McQuire Act is overwhelmingly on 
the plus side. On the minus side, there 
has been only one unfavorable decision of 
major consequence, namely the Georgia 
State Supreme Court, in the case of Oneida, 
Ltd. v. Grayson-Robinson Stores. Inc. This 
decision, however, leaves the gate open for 
new fair trade legislation in that state. 


There have, of course, been a couple of 
unfavorable lower court decisions but these 
decisions are not final inasmuch as they 
can always be overturned by a higher court 
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ruling. 





William H. Shreve (left), regional v. p. of 
ANRJA, presided over the third general 
session on Tuesday, August I1, while James 
M. Rudder (second from left), also a 
regional v. p., served as moderator. Talks 
were given at this session by Maurice 
Mermey (second <a right), and Victor 
Paul. 














In concluding his talk, Mr. Mermey 
stated, “Fair trade has made a larger con. 
tribution to our democratic way of life 
Fair trade has helped small business to 
survive and compete, while at the Same 
time big business has flourished. Fair 
trade has helped to preserve the right of 
the little fellow to seek economic inde. 
pendence by having his own business in 
a free enterprise economy where there is 
plenty of need and room for business of 
all sizes.” 

The next speaker was Victor Paul, vic¢ 
president of Wiss Stores, New Jersey, who 
brought the audience up-to-date on_ the 
jewelry industry’s endeavors to eliminate 
the excise tax. Mr. Paul explained the 
recent activities of the Retail Jewelers Tay 
Committee, of which he is chairman. He 
then read to the audience the statement 
he delivered before the Ways and Means 
Committee of the House of Representatives 
on August 6, 1953. 

Mr. Paul told the Congressional body, 
“The Retail Jewelers Tax Committee rep. 
resents all segments of the jewelry industry 
in the U. S.. On our Committee and Advyi- 
sory board are retailers, suppliers, and 
manufacturers of the various categories of 
products subject to the retail jewelry excise 
tax as well as representatives of the jewelry 
labor unions. My presentation, therefore, 
is made on behalf of the entire jewelry 
industrv—43.378 retailers, wholesalers, and 
manufacturers of jewelry, watches, and 
silverware in the U. S. and several hundred 
thousand workers.” 

Mr. Paul informed the Congressional 
committee, “Retail excise taxes on many 
products including jewelry were imposed 
during war time when, for the good of the 
country, it was deemed expedient to divert 
consumer spending and to put a brake on 
the production and sale of certain items 
in order to curtail the use of material and 
labor. The tax was not imposed primarily 
as a revenue-producing measure and, there- 
fore, the rationale for this regressive, stul- 
tifving, diversionary tax no longer exists.” 

He then added, “The retail excise tax 
on jewelry discriminates severely against 
the products of the jewelry industry and 
against the buying public. The products of 
the jewelry industry are varied and range 
in price from a dime or a dollar up. They 
are sold for cash and on credit. It is 
unfair to continue to select them for taxa 
tion when they compete with hundreds of 
tax-free items for the consumer dollar.” 

Another point raised by Mr. Paul was, 
“The U. S. economy has enjoyed a great 
expansion in business activity since 1946-47 
but the jewelry industry—primarily _be- 
cause of the jewelry tax—has been denied 
its share of this expansion. Prior to the 
jewelry excise tax the experience of the 
industry was that our expansion paralleled 
the expansion of the economy. The impos 
tion of the tax dramatically distorted this 
relationship. The regressive effect of the 
tax resulted in lost sales in 1952 alone 
of approximately 500 million dollars.” 

In closing, Mr. Paul warned jewelers 
not to publicize news about possible elim 
nation of the excise tax. This could have 
a detrimental effect on jewelry sales. 
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A suitably inscribed silver bowl was pre- 
sented to Leon Engel (right) for his efforts 
to secure excise tax relief during the four- 
and-one-half years he served as chairman 
of the Jewelry Industry Tax Committee. 
Kenneth |. Van Cott (center) makes the 
presentation while Leo F. Henebry looks on. 








Military Stores, Kirby Says, 
Compete with Private Business 


The final speaker of this business session 
was Arthur nm. Kirby, Chairman, ANNKJA 
Subcommittee on Armed Forces Exchanges; 
suunders & Son, Alexandria, Va. Mr. 
Kirby stated that it has been proven 
“military stores are actively competing with 
private retail establishments.” 

He added, “Your association’s views are 
based upon the historical principle that 
the Government should not compete with 
private enterprise. This principle is the 
historical basis for a free enterprise system 
of Government. When a Government under- 
takes the manufacture and distribution of 
merchandise in competition with private 
enterprise, this system of government must 
fail. It is historical fact that private busi- 
ness cannot successfully compete with 
Government.” 

Mr. Kirby informed the audience, “Many 
times a Department of Government has 
instituted an operation that competes with 
private enterprise on a limited basis and 
when it is begun, does not intend that it 
will expand. Your association believes that 
this is what has happened in the case of 
the Armed Forces Exchanges Stores. They 
were instituted in 1895 by a Directive of 
the Secretary of War, who directed as 
follows: ‘The Post Exchange will combine 
the features of reading and _ recreation 
rooms, a cooperative store and a restaurant. 
Its primary purpose is to supply the troops, 
at reasonable prices, with articles of ordi- 
nary use, wear and consumption, not other- 
wise supplied by the Government and to 
afford a means of rational recreation and 
amusement. I[t should be obvious from 
the text of this Directive that the Secretary 
of War never intended that these stores 
would compete with private enterprise.” 

Mr. Kirby interrupted his prepared 
speech to advise the audience that he had 
just received word that the Congressional 
Armed Services Committee had_ released 
a report. The Armed Services Committee’s 
report expressed “grave concern” over what 
it called “reckless and heedless” attacks 
on armed services exchanges, commonly 
known as P.X.’s and Ships’ Stores. 

Mr. Kirbv told the audience that this 
report “in effect annroves of Government 


competition with private enterprise in the 
retail field.” 
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“Unethicul mercnandising — pract.ces,” 
those symptoms of dislocation in iae normal 
channels of trade, was the topic tor discus- 
sion at the fourth business session, Wednes- 
day, August 12. The intense interest of 
the “full house” audience was quite ap- 
parent, and manifested itself in the lively 
question-and-answer session after the speak- 
ers had finished. 


ANRJA's Position on Unethical 
Merchandising Given by Kind 


Oscar Kind, Jr. (S. Kind & Sons, Phila- 
delphia), president of the American Gem 
Society, tackled the thorny subject from 
the Association’s point of view. 

With regard to “. . . the nefarious prac- 
tices running rampant in the trade.” Mr. 











nina vegaa, “the whole concept of ANRJA 
.s preaicated vn meeting just such a prob- 
tem. but... an almost stone wall is in 
iiie Way of uurect action by the Association. 

“It must be realized,” he pointed out, 
“by all of us who are suffering, that ANRJA 
is a trade organization and has_ been 
limited by law from taking what seems 
to be obvious stands against certain prac- 
tices. The mere recommendation of action 
from this trade organization to you, its in- 
dividual members, has been recognized by 
the courts as ‘restraint of trade,’ and such 
action has been punished by fines in cases 
where other organizations have overstepped 
the line.” Interpretations of the law have 
all-too-often seemed to protect the unethical 
operator and jeopardize the ethical, Mr. 
Kind made quite clear. And the Association 
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itself, with no legal status as a “damaged 
party,” has no way in which it can bring 
court action itself against an individual or 
organization, he explained. 

Turning to more encouraging aspects of 
the situation, Mr. Kind mentioned the 
effective action by the Committee in help- 
ing to secure elimination of certain Korean 
War Emergency controls, and platinum 
controls, which in themselves had served 
to foster new sets of unethical practices. 

Getting down to basic, day-to-day tactics 
which produce results, Mr. Kind said, “We 
can only as an organization advise you as 
individuals how to combat . . . unethical 
practices, for it must be done at a local 
level by those who are actually suffering. 
The F. T. C.,” he reminded his audience, 


“has already ruled on simulated pearls, 





preticketed prices and is known to be in- 
vestigating watch prices that are high and 
represented to the public as premium give- 
aways. 

“Speaking for my own city of Phila- 
delphia, we have enlisted the Chamber of 
Commerce, Better Business Bureau, Chest- 
nut St. Asso., and the newspapers .. . 
which promptly bring to the attention of 
any persons indulging in such fictitious 
pricing that it will not be tolerated. I 
won't say fictitious pricing in the jewelry 
field is entirely eliminated 100% in Phila- 
delphia, but it certainly is at a minimum.” 

On the subject of the “wholesaling re- 
tailer,” Mr. Kind pointed out that com- 
munity level action is open through en- 
forcement of the mercantile licensing laws. 

In closing, Mr. Kind stressed the caution 
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that jewelers, if they “fight fire with fire,” 
must not merely add to the conflagration, 
He showed how transshipment by “so-called 
retailers” to price cutters handicaps eyen 
the most conscientious manufacturer’s ef. 
forts to protect legitimate retailers, 

“Your organization,” he concluded, 
“wants to hear from you of your problems 
concerning unethical trade practices, We 
stand prepared to advise you ... and we 
feel that the advice ... gathered from 
actions taken previously by members 
throughout the country, will reward you 
many times over for the cost of your 
membership.” 


O'Connell Cites Threat 
of Discount Houses 


The next speaker, John O’Connell, ap. 
proached the problem by an account of his 
own company’s experiences. He is vice. 
president in charge of sales, Towle Mfg. Co. 

Mr. O’Connell described the shock his 
company got when a “postwar planning 
survey” showed that “. . . sixty-odd per 
cent of sterling flatware sold in New York 
City is sold by discount houses.” Their 
business seemed so important the company 
had been selling them, but when it was 
realized that they, along with the company’s 
largest New York distributor, were ship- 
ping the company’s goods all over the 
country, it was apparent that control of 
distribution was becoming impossible. 

The trend of the company’s New York 
business was also disturbing in that ship- 
ments to regular stores were decreasing 
while price-cutter accounts grew. “The final 
straw,” according to Mr. O’Connell, was 
the flood of catalogs from discount houses, 
spreading all over the country and even 
coming in to Towle’s purchasing agent for 
distribution to the company’s own em- 
ployees. 

“Since that time, in the summer of 1948, 
we can truthfully say that we have not 
knowingly sold a price-cutter or a_boot- 
legger in New York or elsewhere.” Mr. 
O’Connell stated. 

To convince retailers who might doubt 
that discount houses or their catalogs reach 
out to sell all areas, Mr. O’Connell de- 
scribed most vividly the experience of a 
retailer in Knoxville, Tenn., and of a 
jeweler’s silver buyer in Milwaukee who 
discovered that her department had lost 
3.000 silver prospects overnight when a 
discount house’s catalog was circulated in 
a local factory. 

“The chances are ten-to-one that its 
happening in your home town right now,” 
Mr. O’Connell told his audience. 


Alberts Gives Wholesaler's 
View on Unethical Practices 


The wholesaler’s view of unethical mer- 
chandising practices was discussed Thurs- 
day afternoon by Harold Alberts, executive 
vice-president of I. Alberts’ Sons, Inc. 
Boston, Mass. He is a past-president of 
the National Wholesale Jewelers Assn. 

“Unfortunately,” Mr. Alberts began, “the 
very causes that encouraged the growth 
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of unethical and unfair practices have re- 
stricted the wholesaler’s ability to postect 
his customers, or exert any strong influences 
on such practices. Unless, and until, the 
wholesaler occupies again his essential 
position in the distributive set-up, condi- 
tions will grow worse instead of better. 

Mr. Alberts discussed the effects of the 
war years, during which the Majority of 
prime suppliers were engaged in war work 
while new firms, and individuals who 
happened to have access to goods of almost 
any kind, became successful overnight. 
Price-cutting was unknown, but there were 
many new outlets and suppliers in the 
picture. “As a general line wholesaler, 
he went on, “I am primarily interested in 
the welfare of the retail jeweler. His well- 
being is our main concern and our hope 
for survival as distributors.” 

The most dangerous threat to the retailer, 
Mr. Alberts said, is the fact that “. .. un- 
limited production requires unlimited dis- 
tribution, and when normal outlets cannot 
perform this function adequately, a pro- 
ducer must find new outlets. I may sound 
like a prophet of doom, but I, personally, 
am not too pessimistic,” Mr. Alberts said. 
“T cannot believe that the intelligence 
which has raised our leading producers 
to important heights will let them long be 
blind to their own best interests. They can- 
not, and will not, permit the destruction of 
the very foundation upon which their 
strength rests.” 


Arnold Schiffman Elected 
President of ANRJA 





Arnold A. Schiffman (left), of Greensboro, 

N. C., is congratulated on his election as 

new president of ANRJA by Leo F. 
Henebry, outgoing president. 


The fifth and last business session was 
held on Thursday morning, August 13, 
with President Leo F. Henebry again 
presiding. After a few remarks of wel- 
come, he introduced Charles M. Isaac, 
executive vice president, who delivered a 
brief address in which he outlined some 
recent ANRJA activities. 

Among the association’s current under- 
takings, according to Mr. Isaac, are the 
following: 

1. ANRJA is cooperating with the Re- 
tail Jewelers Tax Committee in the pro- 
gram which has been adopted, looking 
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towards the elimination of the discrim- 
inatory 20 per cent excise tax on jewelry. 

2. ANRJA’s own marketing research 
staff has completed the 1952 Retail Jew- 
elry Store Operating Survey. 

3. As a result of action taken by the 
association’s Executive Committee, Presi- 
dent Henebry appointed a committee to 
act in the problem of diversion of fine 
jewelry business so as to avoid the pay- 
ment of excise tax. The committee met 
with Internal Revenue Department officials 
in Washington, and constructive action 
has been promised by government officials. 

4. The ANRJA Executive Committee 
voted to prosecute an all-out fight against 
illegal and unethical merchandising prac- 
tices. President Henebry appointed a 





committee to direct this effort. 

At the election of officers which fol- 
lowed, Arnold A. Schiffman of Greens- 
boro, N. C., was named president for 
the ensuing year. Oscar Kind, Jr., of 
Philadelphia, was elected secretary-treas- 
urer, and Charles M. Isaac again was 
named executive vice president. 

Elected as new regional vice presidents 
were: Corey W. Chase, Holdrege, Nebr.; 
Harry R. Gerber, White Plains, N. Y.., 
and John M. Friedlander, Seattle, Wash. 

Re-elected as regional vice presidents 
were: Maurice Adelsheim, Jr., Minnea- 
polis, Minn.; Floyd A. Denman, Stuttgart, 
Ark.; James M. Rudder, Atlanta, Ga.: 
William H. Shreve, Boston, Mass., and 
Delbert E. Williams, Clarksburg, W. Va. 
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bkxcise taxes are changing buying pat- 


terns, with the resuit tnat tne average 
Jeweler is not getting his fair share of the 
consumer doliar. And even thougn the 


jewelry excise tax total has risen somewhat, 
this is tar from representing a net increase 
in total tax revenues. 

This is the situation as presented by 
representatives of the trade as they have 
appeared on Capitol Hill in recent weeks 
to give the House Ways and Means Com- 
mittee their ideas on the revision of tax 
schedules slated for next year. 
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Paul Asks House Unit for Excise Relief, 
Tells Members Tax Stifles Business 


those ciose to the Wasningiun scene 
contidentiy expect a no-holds-barred battie 
over the subject of taxes, especially excises, 
when Congress reconvenes. Congress ad- 
journed aiter careiully avoiding ail action 
on excises, except enactment of a measure 
end.ug movie house admission levies. This 
was promptly vetoed by the White House 
as discriminatory. 

Jewelry and other trade spokesmen have 
been quick to note the careful phrasing of 
the White House veto of the movie admis- 
sions tax. In no instance did President 
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k.seniiower speak of elimination of 
excise:—only of “moditication’ 6 
tion.” 


any 
ro“r educ. 


Tax hearings were continued well into 
August, despite adjournment. Disappointed 
at failure to get relief during the last 
session of Congress, industry and trade 
associations fired a few warning broadsides 
which plainly indicate their mood and the 
line of action to be expected from business 
next year. 

A sound case was made for the Jewelry 
industry by Victor Paul, chairman of the 
Retail Jewelers Tax Committee. speaking 
for more than 43,000 retailers. wholesalers, 
manufacturers, and others. His main argu- 
ments—discrimination., of business. 
and restraint of normal expansion—were 
apparently well received by committee 
members. 


loss 


“The retail excise on jewelry discrimi- 
nates severely against products of the jp. 
dustry and against the buying public,” Mr 
Paul said. “It is unfair to continue to 
select them for taxation when they com. 
pete with hundreds of tax-free items for 
the consumer dollar.” 





The industry's case for excise relief was 
presented before a House Committee on 
August 6 by Victor Paul (left), chairman 
of the Retail Jewelers Tax Committee. He 
is shown here addressing the ANRJA con- 
vention last month, when he was assisted 
by Bernard N. Burnstine, Washington (D. 
C.) jeweler. The placard in the background 
illustrates one discriminatory aspect of the 
jewelry excise tax. 


As a case in point, he exhibited a silver 
bowl priced at $45 and subject to a $9 tax. 
lf this item is a luxury, he asked, then 
how about the enameled bowl at an iden- 
tical price but not subject to tax? 

Equally close attention was paid to 
claims by Mr. Paul that the jewelry busi- 
ness was being stifled, that the trade was 
not getting its fair share of the consumer 
dollar, and that as a result the trade was 
unable to gain ground at a comparable rate 
to others. 

He cited government (Commerce Depatt- 
ment) figures to show that during the five- 
year period from 1947 through 1952, per- 
sonal incomes after taxes rose 43 per cent. 
During the same period, he pointed out, 
overall consumer spending had _ increased 
40 per cent, but expenditures for jewelry 
and watches increased only 3 per cent. 

General opinion is that by remaining 
behind to hold further hearings after Con- 
gress adjourned, the tax-writing committee 
is of no mind to accept any administration 
proposals for further postponement of re- 
dnctions in excises—if this should be asked. 
This would mean that numerous excises 
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Double-Feature TV Campaign 

Announced by Speidel Corp. 
With the opening of the ANRJA con- 

tne Speidei Corporation announced 


vento... a 
doubled its television network 


that it had 
coverage by sponsoring the new Danny 
Thomas show for TV this fall. 

“Name That Tune,” Speidel’s musical- 
quiz show on an NBC-T\ coast-to-coas| 
network, enjoyed such popularity during 
the summer months (162,211 fan letters 
received in one week) that Speidel is 
continuing its sponsorship of the Red 
Benson vehicle. 





Henry Lambert (left), of Lambert Brothers 
Jewelers in New York, congratulates Red 
Benson, master of ceremonies of Speidel’s 


“Name That Tune’ NBC-TV program. 


Danny Thomas, known to millions for 
his work in radio, television, movies, vaude- 
ville and night clubs, will be featured in 
an all-star situation comedy portraying the 
family life of a famous comedian. 

Speidel’s premiere Danny Thomas show 
will be telecast on October 6 from 9:00 to 
9:30 P.M. E.S.T. over a nationwide ABC- 
TV hookup of close to 100 stations. There- 
after, weekly sponsorship will alternate with 
the American Tobacco Co. 

Immediate merchandising plans include 
heavy point-of-purchase displays featuring 
Speidel watchbands, Speidel photo-idents, 
and the new “Picture” watchband, all of 
which will be advertised on both TV pro- 
grams, 





would automatically revert to rates prior 
to the “temporary” hike provided in the 
Revenue Act of 1951. These reversions do 
not include jewelry excises which would 
remain at 20 per cent. 

That changes in the tax structure are 
necessary are recognized by the White 
House. Present excises, the president ad- 
mits, have no rhyme nor reason. But in 
no instance has President Eisenhower indi- 
cated that he is in favor of throwing them 
overboard. On the contrary, he expresses 
his line of thought in this manner: 

“Specific proposals for a modified system 
of excise taxation will be included in the 
recommendations for tax revision that will 
be submitted to the Congress next January.” 

Tax hearings ended in August. Later 
this year, perhaps not until Congress re- 
convenes, the Treasury will submit the 
White House and Treasury views on the 
matter. Then, Chairman Daniel A. Reed 
(New York Republican), of the Ways and 
Means Committee, will submit an omnibus 
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wii, Daseu on resuits of the recently con- 
ciuded hearings, plus the Administration's 
views. 

indications are that business and indus- 
try, through their trade associations, will 
wage a hard battle for more than just the 
“modification” the administration will ask 
ior. Lined up with the jewelers are such 
other powerful spokesmen for business as 
the National Association of Manufacturers, 
(American Retail Federation, National Re- 
tail Dry Goods Association, Fountain Pen 
& Mechanical Pencil Manufacturers Asso- 
ciation, and numerous others. 

So bitter is the opposition to excises 
the jewelry industry alone figures that ex- 
cises are costing the trade $500 million a 
year in retail sales—that some industries 


are reluctantiy considering acceptance of 
a national sales tax as an alternative. 

Their position is this: that a small sales 
tax would be the least costly to the con- 
sumer, both because it is smaller in amount 
compared with the retail excise and be- 
cause it contains no mark-up as in the case 
of the hidden or manufacturers excise. 


Bulova Holds Sales Meetings 


Emanuel Hochman, vice president and 
eeneral sales manager of Bulova Watch 
Co., has announced the addition of new 
Bulova and Westfield watches to the com- 
pany’s line. The announcement was made 
by Mr. Hochman on the occasion of the 
{'rm’s eastern and western sales meetings. 








there’s plenty of profit | 


S tf, 


BUSINESS 





SERVICE AWARDS 


with the New Hermes 








TRACER GUIDED 





SO EASY ANYONE 
CAN OPERATE IT. 


@ Are you getting your share of the 
“incentive” and “service’’ award 


business in your community? 


@ Engrave awards for factories, schools, 
etc. with the Engravograph. 


@ Special master templates with company 
or organizational insignia available. 


Send for Catalog GM 


GET A NEW HERMES AND 


PAY OUT OF PROFITS 


New Hermes Engraving Machine Corp. 
13-19 University Place New York 3, N.Y. 


World’s Largest Manufacturers of Portable Engraving Machines 
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Executive Appointments 





Wallace Silversmiths Name 
Sales Chief and Sterling Mgr. 


John F. Banks has been named director 
of sales and advertising for Wallace Silver- 
smiths, according to a recent announce- 
ment by Donald W. Leach, acting presi- 
dent of R. Wallace & Sons Mfg. Co. of 
Wallingford, Conn., the parent firm. Mr. 
Banks formerly held the post of director 
of advertising and promotion. 

At the same time, Mr. Leach announced 





the appointment of Emory B. Danzell as 
general manager of Wallace Silversmiths. 
Mr. Danzell has held various executive 
posts since he joined Wallace in 1942, the 
last being general plant superintendent. 

In his new post, Mr. Banks will direct 
sales and advertising for all sterling flat- 
ware, which includes Wallace’s line of 
“third dimension beauty” tableware, ster- 
ling and plated hollowware, and the com- 
pany’s recently introduced line of  stain- 
less tableware. 











MARKS 100th YEAR WITH 


HEAVY ADVERTISING SCHEDULE! 


TISSOT 
“LIMITED EDITION” 


HEADS COMPLETE LINE 





LET THIS RECORD ADVERTISING SCHED- 
ULE WITH A CIRCULATION OF OVER 
8 MILLION HELP SELL POTENTIAL CUS- 
TOMERS FOR YOU. 


ADVERTISEMENTS WILL APPEAR 
REGULARLY IN: 


LIFE HOLIDAY 
ESQUIRE VOGUE 
HARPER’S BAZAAR 


Display Tissot prominently and tie 
your sales to this record year. 
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14-Kt. Gold 
e Federal Tax Incl. 


The “Century” in 14-carat gold has been espe- 
cially created to honor Tissot’s 100 years of 
fine watchmaking. This masterpiece in “limited 
edition” is water resistant, shock protected, 
anti-magnetic, self winding . . 
date automatically. It heads a complete line of 
Tissot watches featured in this big anniversary 
promotion. 


. and tells the 


Other Tissot Automatics from $68.50 


Tissot Watches are sold only by Exclusive 
Authorized Agencies. 





VIS 


501 FIFTH AVE., NEW YORK, N. Y. 








JOHN F. BANKS EMORY B. DANZELL 


Named Appointed 
Director of General 
Sales and Manager 


Advertising 


Appointed 
Ad Director 
of Omega 
Watches 


BE?7NARD M. 
KLIMAN 





In keeping with its expanded advertising 
program, the Omega Watch Co., New York, 
announced recently the appointment of 
Bernard M. Kliman as director of adver- 
tising and sales promotion. Mr. Kliman 
has been identified with major advertisers 
for over 20 years and previously was adver- 
tising and public relations director of 
Gruen Watch Co. 

Plans are being formulated, Mr. Kliman 
stated, for an increased schedule of Omega 
magazine, television, and radio advertising, 
trade promotion campaigns, elaborate dealer 
helps, special displays, and a comprehen- 
sive program of merchandising support. 





Appointed 
General 
Sales Mor. 
of Ronson 


HERBERT M. 
STEIN 





The appointment of Herbert M. Stein as 
general sales manager of Ronson Art Metal 
Works, Inc., was announced recently by 
Willis D. Evans, vice president in charge 
of marketing. 

Mr. Stein was formerly assistant gen- 
eral sales manager. He joined the com- 
pany in 1949 as assistant advertising di- 
rector. 

As general sales manager, Mr. Stein will 
be in charge of the distribution of Ronson 
lighters and Ronson accessories throughout 
the United States. 
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Appointed 
Sales 
Promotion 
Mor. of 
A.S.R. Corp. 


MURRAY 
KUSHELL 


The American Safety Razor Corporation 
announced recently the appointment of 
Murray Kushell as sales promotion man- 
ager on all A.S.R. lines. 

Mr. Kushell was in the retail field for 
15 years as advertising manager of Namm’s 
Department Store in Brooklyn. He joined 
the Pal and Personna Blade companies in 
1945 as sales promotion manager and in 
1952 was elected vice president in charge 
of advertising, merchandising and _ sales 


promotion. 





Handy & Harman Names 
Two to Executive Posts 


M. W. Townsend, formerly sales man- 
ager, has been appointed assistant to the 
president of Handy & Harman, processors 
of silver, gold and platinum. With the 
company since 1946, he first joined the 
sales department and three years later was 
made assistant to the vice president in 
charge of sales. In 1951 he became sales 


manager. 








M. W. TOWNSEND PAUL G. FELD 


Named Ass’t. Appointed 
to the Sales 
President Manager 


Paul G. Feld has been appointed sales 
manager to succeed Mr. Townsend. He 
joined Handy & Harman’s Chicago indus- 
trial sales force in 1945. In 1950 he be- 
came supervisor of industrial sales in the 
Chicago territory and recently came to 
New York as assistant to the sales man- 
ager. 

Both men will be located at the com- 
pany’s general offices in New York. 





Craig D. Munson, vice president and 
general sales manager of the International 
Silver Co., announced recently the ap- 
pointment of H. D. Lockwood, Jr., as sales 
manager of the firm’s Pacific Coast Di- 
vision. 

In his new post, Mr. Lockwood has 
charge of the sales of all the company’s 
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company, Mr. Lockwood also will have 
charge of International Silver’s Los An- 


geles office. 
Named Sales : 


Mor. of 

International's 

Pacific Coast JIC Names Howes to Board 
Division Durward Howes, B. D. Howes and Son, 


Los Angeles, Calif., was elected a member 
of the board of directors of the Jewelry 
Industry Council at a meeting of the 
Council held in New York City on August 
12th. 

Mr. Howes, who participated in the 
formation of plans for the creation of the 
Council while president of the American 
National Retail Jewelers Association, has 
been an active member of the Council since 
its inception. 


H. D. 
LOCKWOOD, JR. 








lines, except hotel silverware, in the states 
of Washington, Oregon, California, Idaho, 
Montana, Wyoming, Nevada, Utah, Ari- 
zona and parts of Texas. 

Succeeding Fred Baldwin, who is retir- 
ing January 1 after 35 years with the 
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How fo please 


your fussy Christmas shoppers 


This exquisite set, like all Ora Creations, is designed to please discriminating 
customers . . . those who seek ‘“‘better-than-ordinary’’ costume jewelry for 
gifts or personal adornment. Each brilliant piece in the stunning ORA line 
reflects 32 years of creating ‘‘Jewels of the Hour.”’ 

In the set illustrated, terraced clusters of scintillating stones produce the 
3-D look that fashion authorities endorse this season. 
See these magnificent pieces for yourself. Send today for the Sample Kit 


of ORA Creations. 


NEW DIMENSION Set (illustrated above)— Earrings (No. 501) about $7.00 KEYSTONE 
Necklace (No. 901) about $9.00 KEYSTONE 


Ko see for yourself. Mail Coupon for Sample Kit! 


RA 









Ralph Singer Co., Dept. JK-9 

656 N. Western Ave., Chicago 12, Ill. 
Please rush Sample Kit of ORA pins, 
earrings, bracelets and matched sets. 


CREATIONS 








Ralph Singer Company 
(formerly Agnini & Singer) 
656 N. Western Ave., Dept. JK-9 


Chicago 12, Illinois ADDRESS 





Permanent Showrooms 
366 Fifth Ave., New York 

36 S. State, Chicago 

833 Market St., San Francisco 


CITY ZONE__STATE 
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Elgin Watch to Diversify 
Into Miniature Electronics 
AndProductionInstruments 


Elgin National Watch Co. recently an- 
nounced that it intends to diversify into 
two new fields—miniature electronic com- 
ponents and precision production instru- 
ments. The company is launching “an in- 
tensive search program” to locate concerns 
in these specific fields, J. G. Shennan, 
president, revealed August 5 at a New 
York press luncheon. 

Shennan said there was no intention of 
minimizing the company’s jeweled watch 
business, but that Elgin expects to con- 














tinue devoting every effort to maintaining 
a sound position in that market. 

As a first step in the diversification pro- 
gram Shennan said Elgin has prepared an 
“enterprises wanted” brochure which tells 
in detail the objectives of the program, the 
type of operations Elgin is interested in 
and the advantages that would accrue to 
concerns afhliating with the 89-year-old 
company. 

It will be distributed, he said, to repu- 
table business brokers, banks, financial un- 
derwriters and in answer to inquiring con- 
cerns. To coordinate activities, make basic 
investigations of prospective affiliates and 
separate likely and unlikely prospects from 
inquiries, the company has set up a com- 
mercial development department headed 














"Travel Time’ Alarm 


A real travelers aid at a bargain price 


DE BRUCE TRAVEL CLOCK 








Cn ae 4 














f IQ De Bruce 


pastas 


J Bt 


To Retail For Only $9.95 
Your Cost: 












Keystone 





* One-day alarm 
* Luminous dial and hands 


17 West 57 Street 





* Reliable 7 jewel movement 


* Guaranteed 


Order Now For Immediate Delivery 


WALTER KOCHER & CO. 


PLaza 9-7810 


* Genuine leather case 
* Assorted colors 
* Complete import 


New York 19, N. Y. 








by Gordon Odell of the Elgin managerial 
staff. 

Through diversification Shennan said he 
hopes Elgin’s sales can be increased syb. 
stantially, but that even more important 
objectives are a higher return on_ inyeg. 
ment and greater long-term stability. The 
company's 1952 sales were $50,800,000. 

Shennan emphasized the decision hag 
heen arrived at only after “the mos 
painstaking study” of his company’s situa. 
tion. He stressed that the electronics anj 
instrumentation, both fast-growing indus. 
tries, are logical diversification choices no 
only because they fill the company’s cor. 
porate needs but also because they paralle| 
the Elgin tradition of precision workmap. 
ship. He noted that manufacturers’ sales jp 
electronics had risen from $576,000,000 in 
1946 to $4,350,000.000 last year. while ap. 
tomatic production instruments have en. 
joyed a 21 per cent annual growth rate 
since 1946. By contrast, he pointed out. 
the watch industry has experienced since 
1940 a growth rate of 7.16 per cent. 
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Elgin National Watch Co. is actively seek- 
ing companies in the electronics and pre- 
cision instrument fields with ‘a view to 
affiliation,’ J. G. Shennan, president, an- 
nounced at a New York press conference 
on August 5. He is shown here with display 
giving reasons why Elgin wishes to enter 
new, rapidly-growing fields. 

Shennan explained his company feels 
affiliation with existing concerns provides 
the most feasible means of entering the 
new fields because the corporate goals of 
the diversification program can be achieved 
most readily in this way. 

“We appreciate that few if any such con- 
cerns would have today the proprietary 
products that exactly match Elgin’s prod- 
uct objectives,” he said. “Elgin must 
therefore couple its design and manu- 
facturing skills to the new facilities and 
develop products that fit the objectives.” 


Government Defers Decision 
On Ending Nickel Controls 


Washington admits unofficially _ that 
nickel producers have made an excellent 
case for ending government controls, but 
officials are noncommittal as to their final 
verdict. Industry wants decontrol as of the 
end of this calendar quarter, but the Office 
of Defense Mobilization takes a “wait-and- 
see” attitude, wants to study demand care- 
fully before making its decision. 
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4 Harry Smolin, importer of precious 
stones at 62 West 47th St., New York, 
and his wife. will sail for Europe Septem- 
her 5 abroad the S. S. Flandre. While 
abroad, they will visit the precious stone 
markets in London and Paris. The office 
and its facilities will, as usual, remain 
open to serve the precious stone needs 
of the trade. 

q The sales, service and administrative 
ofices of the Bulova Watch Co. were 
moved recently to new headquarters at 
Flushing, N. Y. The new quarters, a 
plant covering nearly four acres of a still- 
to-be-landscaped area of twenty-three and 
a half acres, will also house some of 
the firm’s defense manufacturing opera- 
tions and the Bulova Research and Devel- 
opment Laboratories, Inc., a wholly owned 
subsidiary set up in December, 1950. to 
concentrate on defense research work. 
Bulova will continue to maintain a sales 
showroom at 630 Fifth Ave., New York. 
q The class in jewelry designing con- 
ducted by Christian A. Jakobb at Me- 
chanics Institute, 20 West 44th St., New 
York, will commence on September 21. 
Students who wish to enroll in the class 
may do so from 9:30 A.M. to 4:30 P.M. 
daily or on school evenings from 6:30 P.M. 
to 9:00 P.M. 





Retail Jewelers Council 
Holds Meeting at Waldorf 


An intormal luncheon meeting of the 
Retail Jeweiers Councut was heid August 11 
at the Waldort-Asiora Hotei auring the 
annual convention ot the American Na- 
tional Ketaut Jewelers Association. 

The membership, comprising eight in- 
dependent stores, discussed conveniion dis- 
plays and exhibits, reviewed their statistical 
reports, and prepared the program tor their 
three-day, semi-annual conference. Tnis will 
be held in October at the Ritz Carlton 
Hotel, Atlantic City. 

The Council approved extension of the 
include two additional 
Applications of several firms will 
be examined at the next luncheon meeting. 
Admission is by invitation only and must 
have unanimous approval of all members. 

The Retail Jewelers Council was organ- 
ized four years ago by David R. Lakein 
of Baltimore, Melvin Levitt of Wilmington, 
and Lester Smith of Philadelphia. Since 
then the following firms have joined the 
group: Gaines Jewelers, Inc., Jamaica. 
Long Island; Gordon Jewelers, Inc., Mount 
Vernon, New York; Arthur Schwemmer. 
Reading. Pa.: Wright’s Jewelry. Silver 
Spring, Md.. and Kurz Jewelers. Passaic. 
N. J. 

All research activities of the Council are 
under the direction of the E. H. Scull Co.. 
New York and Chicago. who also direct 
research for department. men’s women’s. 
mu~e end fur-iture stores. 


membership — to 
stores, 
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Lieber & Lerner Introduce 
New Diamond Ring Line 


Maurice Lerner of Lieber & Lerner per- 
-onally supervised the introduction of his 
firm’s new line of interlocking diamond 
ring sets at jewelry shows in New York, 
Chicago and Atlanta. He reports that 


the new line was given an _ enthusiastic 
throughout the 


reception by jewelers 


country. 


MAURICE 
LERNER 


Introduces 
New Ring 
Line at 
Three Shows 





Features of the new diamond ring line, 
according to Mr. Lerner, are die-struck 
mountings, new and different styles, and 
a perfected, simplified interlocking device. 

The company reports that it has under- 
taken a _ national advertising campaign 
featuring new mats and new point-of-sale 
displays. 


Salesman for Keepsake Rings 
Marks 20th Year With Company 


J. W. Fitzpatrick (below, right), long- 
time representative for Keepsake Diamond 
Rings, is congratulated on his 20th anni- 
versary with the A. H. Pond Co., Ine., by 
Robert A. Pond, company president. 


; 
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Marking the occasion, the popular 
“Fitz.” as he is known to his many friends 
and customers throughout Vermont and 
Eastern New York, received a handsome 
leather wallet with a commemorative in- 
scription in gold. The presentation was 
made at the recent semi-annual Keepsake 
sales meeting in Syracuse, N. Y. 


Berger Opens Kingstree Store 


Berger’s Jewelry Store, a new enter- 
prise for Kingstree, S. C., opened recently 
for business on Main St. there. Hyman 
Berger, the owner, also operates a similar 
store in Lake City. S. C. 


















Grown by 
N Living Oysters 
» 


JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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Opals 


MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 





Drilling °* Setting °* Engraving °* Encrusting 


GOTHAM LAPIDARY Inc. 


Importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and inexpensive way. 

Cutters of fine Rutile (Titania) 
2 West 47th St., New York 36,N.Y., Ju. 2-4773 

















Synthetic & Semi-Precious 
STONES 
Syathetic Ringstones all sizes and shapes 
Dumonve—All Sizes and Qualities 


J OSEPH BLANK 


Ortlends 7-3562 


87 Nesses St. New York 38, N. Y. 
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size rings to fit 
your customers 


NEW 
RING 
SIZER 


ALLOWS SMALL | 4 
INVENTORY 





@Expanding mandrel 
eccepts rings from 
sizes 1 to 15. SS 









@ Upright mandrel en- 
ables easier sizing 
of rings. 








@No scratching 
No marring. 


















@Reducing die with 16 
sizing .holes permits 


the greatest range of 9950 


reductions. Time Payments 


SEND FOR LITERATURE 


NEW HERMES 
PRODUCTS CORPORATION 


13-19 University Place, N. Y. 3, N. Y. 
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CROTON OUTLINES FALL PLANS AT SALES MEETING 


New selling plans and promotional ideas were outlined at the annual sales meeting of the 

Croton Watch Co., Inc., which was held July 2 and 3 at the Prince George Hotel, New 

York. An enthusiastic reception was accorded the firm's fall advertising campaign and 

the new styling and packaging of the Croton line. Among Croton executives who attended 

the sales meeting were, seated in the front row, left to right: Oscar Berlan, secretary; Sidney 

Asherman, sales manager; Sidni Zimmerman, advertising manager, and Harold Horton, 
vice president. 





Nearly 100 Complete 
GIA Courses Since January 


Since January of this year approximately 
100 more jewelers have successfully com- 
pleted courses offered by the Gemological 
Institute of America, Los Angeles, to be 
awarded diplomas in either the Theory of 
Gemology or the Theory and Practice of 
Gemology. 
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SOLE U.S. AGENTS FOR ALL JUNGHANS PRODUCTS 
SEND FOR NEW CATALOG & PRICE LIST 


Visit Our Showrooms... . 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE, 


1524 MERCHANDISE MART, CHICAGO, ILL. 





+150 


Hand painted 
Tole clock, 14’ 
diameter. In 
black, gold, ma- 
roon and green; 
dull or polished 
finish. Beauti- 
fully hand 


painted decora- 





tions with fine, 
silent 8 day im- 
ported move- 
ment. Front 


wind. 


KEYSTONE 
$23.00 


NEW YORK 3, N. Y. 














The courses offered by the Institute 
teach the jeweler the know-how and why 
of all precious stones and gem minerals, 
The comprehensive correspondence course 
covers every phase of the jewelry indus. 
try including merchandising. Its resident 
classes teach laboratory techniques for 
modern scientific methods of gemstone 
identification, diamond grading and ap- 
praisal., 

Represented among this year’s gradu- 
ates are jewelers with 15 or more years’ 
experience in the industry; sons of jeweler- 
fathers who are GIA graduates; veterans 
who are opening their own _ business; 
others who became interested in the study 
of gemology as a hebby and have worked 
it into a paying business; and still others 
who are presently employed but plan in 
the future to open their own business, 


ee 


Named 
Elgin 
Design 
Director 


WILLIAM V. 
JUDSON 





Appointment of William V. Judson as di- 
rector of design for Elgin National Watch 
Co. has been announced by A. L. Rowe, 


vice president in charge of marketing. He 


will direct the company’s expanding style 
program covering all its production lines. 

Widely experienced in the industrial de- 
sign field, Judson most recently was direc- 


tor of design for Congoleum-Nairn, Ine. 


Prior to that he held design posts with 
General Electric Corp. and the Westing: 
house Corp. 
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A roving photographer snapped these shots 
of participants at the third annual golf 
party sponsored by the Jewelry Division of 
the Federation of Jewish Philanthropies 
while they were making the rounds at Sun- 
ningdale Country Club on August 5. Shown 
in the upper left hand corner, left to right, 
are: Manny Bisher (L. Aisenstein & Bros.); 
Mel Cohen (A. Cohen & Sons), and Phil 





More than 50 jewelry trade leaders 
turned out for the third annual golf party 
sponsored by the Jewelry Division of the 
Federation of Jewish Philanthropies of 
New York. All sections of the industry 
were represented at the event which was 
held August 5 at the Sunningdale Country 
Club. 

The occasion proved an opportunity for 
industry leaders who will be active in 
Federation’s upcoming campaign to get 
together informally. This year’s campaign 
in the jewelry industry is being watched 
by Federation and leaders in other trade 
groups, for the industry is one of three 








Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 


K. GINSBURG, INC. 
570 7th Ave. New York City, N. Y. 








LOngacre 3-1176 
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LEATHER CLOCK CASES 








#11J—Sheepskin case—Black, 
Brown, Blue, Red, T 
#22) Genuine Morocco Leather 
Case—Wine, Red, Black, Blue, 
Brown, Green, Tan, Key- 
eee rere’ $11.00 
+35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green or Light 

St eededaad Keystone $13.00 
23%” and 25” for Swiss and 
Waltham. Immediate Delivery. 








ARISTO IMPORT CO.. INC. 630 Fifth Ave., New York 20 
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Beck (Arrow Mfg. Co.). Upper right, left 


to right, are: Joe Baumgold (Baumgold 
Bros.,), and Bill Bleicher and Walter Karlan 
(Karlan and Bleicher). Lower left: Maurice 
Krochmeal (left) poses here with Bernard 
Kushner (Kushner & Pines, Inc.). Lower 


right, left to right, are: Dave Kay (Jacoby- 

Bender, Inc.); Joe Dinstman (I. D. Watch 

Case Co.), and Stanley Moser (L. Aisen- 
stein & Bros.). 


New York City economic areas chosen to 
pioneer a new organizational approach in 
the solicitation of philanthropic funds 
from business and the professions. 

The plan aims to develop philanthropic 
giving on an individual and firm basis in 
those areas of the jewelry industry which 
in the past have not been approached in 
behalf of the Federation and to increase 
the number of individual and firm gifts 
from those areas of the jewelry industry 
already contributing to Federation. 

Sidney Fiddelman (J. Fiddelman & Son, 
Inc.), deputy campaign chairman, served 
as chairman of the golf party. 


MJSA Announces Plans For 
First Formal Dinner-Dance 


A formal dinner-dance under the aus- 
pices of the Manufacturing Jewelers’ Sales 
Association, Inc., Providence, is planned 
for October 17 at the Sheraton-Biltmore 
Hotel ballroom, Providence. 

The affair, John A. Cerrito, president, 
says will be the first event in a series of 
social programs planned by the association. 
It will include a cocktail hour, dinner and 
formal entertainment. 

The association is comprised of a group 
of manufacturers and sales representatives 
whose stated purpose is to make the Rhode 
Island area the jewelry center of the world. 
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DAVID PFEFFER'S 


BEWELOCK 


INTERLOCKING BRIDAL SETS 


Have the Lerfect 


Built-in Concealed 
Locking Device... 


Our invisible interlocking device is an integ- 
ral part of the engagement ring’s design—it 
“belongs”...no “defective” appearance...no 
break in contour. Jewelock has made the 
greatest advance in preserving the natural 
beauty and continuity of design on BOTH 
SIDES OF BOTH RINGS. Jewelock pays 
off 2 ways: sells easily separately or locked 
together. 

All Jewelock styles pass the mirror test. 
Only Jewelock rings have unbroken conti- 
nuity of design! 














BETTER VALUES... Jewelock sets are com- 
petitively lower priced ..... . values that 
challenge all competition. 


EASIER TO USE 

Exclusive push-button 
offers additional easy 
way to push out built- + 
in, concealed lock-arm without a special 
tool. Full details in free brochure. 


° Linky 
Write Today! “See 








Gentlemen: 

1 am interested 
in your Jewelock 
Bridal sets. 
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Sold Through Authorized Distributors 


DAVID PFEFFER CO., Inc. 


106 Fulton Street 














New York 38, New York 
















TOP FLIGHT 


WATCH SALESMAN 


to travel by car and call on better 


jewelers in the state of: 


|. ILLINOIS 
2. MICHIGAN, or both 


for our nationally advertised 
ETERNA*MATIC selfwinding ball- 
bearing ladies' and men's 
watches retailing from $71.50 

and up. 


Commission basis. No objection to 


non-conflicting sideline. 


Send application with references to: 


ETERNA WATCH COMPANY 
OF AMERICA, INC. 


677 Fifth Ave., New York 22, N. Y. 
































STERLON 
SILVER POLISH 


* RETARDS TARNISH * 
* CLEANS AND POLISHES 
IN ONE OPERATION * 
* NEEDS NO WASHING 
OR RINSING * 


The magic liquid 
polish that saves 
lime, labor, and 
money for STORES 
and HOMES. 








Endorsed by America's leading silversmith to 
the trade. Recommended by leading stores for 
own silver on display, over the counter sales 
and as stove gi't. 


8 oz. Gift Bottle $4.20 per doz. f.o.b. N. Y. 3 doz. to 
carton. Retails at $.50. Freight prepaid on 2 gross 
or more. 


16 cz. Econemy Size Bottles $7.20 per doz. f.o.b. N. Y. 
| dez. to carion. Retails at $1.00. Freight Prepaid on 
! gross or more. 


STERLON 


CORPORATION 
17 West 45 St. New York 36, N. Y. 











210 


























Employees of J. R. Wood & Sons with ten years service or more, gathered at a banquet 

honoring Henrietta "Gussie Sulzer, celebrating her 50th year with the wedding ring firm, 

The festivities wrapped up J. R. Wood's 207th semi-annual sales conference, at which 
increased fall sales were forecast. 


Sales of Artcarved diamond engagement 
and wedding rings continued at record 
levels during the first half of 1953 and 


even greater prospects are forecast this 
fall. W. Waters Schwab, president of 


J. R. Wood & Sons, reported at the com- 
pany ’s 207th semi-annual sales conference 
at the Waldorf-Astoria, July 14-17. 
Combined use of network radio and 
magazine advertising has proved highly 
successful, Schwab reported, with the 
result that sales for the first half of 


this year are up substantially over the 
same period in 1952. Mid-year promotiop 
plans call for intensified use of both 
media. 

A new series of matched wedding bands 
entitled “Flower of Love” were test mar. 
keted by J. R. Wood salesmen and re. 
ported to be popular. Plans call for in. 
creased production and promotion of the 
new series which utilize wide band styling 
and unusual hand engraved flower de. 
signs. 





international Executives 
Greet Star of New TV Show 


Executives of the Interational Silver Co. 
were on hand to greet Joan Caulfield at 
LaGuardia Airfield, New York, when. the 
TV-sereen star planed in from Hollywood 
on August 12 at the 
Retail Jewelers Asso- 
the Waldorf-Astoria. 
in her 


lor an appearance 
American National 
clation convention at 

The blonde actress will be seen 
own TV series. “My Favorite Husband,” 
on the CBS-TV. network starting Septem- 
ber 12. The program is being sponsored by 


International Silver. 





to r.. 


Greeting Miss Caulfeld were, 1. 
Stuart H. Hemingway, sales manager, ster- 
ling flatware division; John D. Shaw, sales 


manager, 1547 Rogers Brothers; George 
Morrison, advertising director, and John 
b. minager, promotional 
flatware division. 


Stevens. sales 





ee 


Income Tax Evaders Sought 
Thru ‘Spot Check’ System 


Both individual taxpayers and business 
firms are being “spot checked” on. their 
income tax statement by the Internal Rey- 
enue Service. 

Federal agents have 
door survey in certain areas to find cases 
of tax evasion. Sections of Texas, Nebraska, 
Ohio, and Massachusetts are now being in- 
vestigated, and the inquiries are to spread 
to other states later on. 

Internal Revenue Commissioner T. Cole- 
man Andrews says he intends to broaden 
the investigation until all categories of 
taxpayers and all parts of the country are 


began a_ door-to- 


covered. 

The campaign will be both “friendly 
and orderly.” Mr. Andrews says. But he 
warns that persons or firms found delin- 
quent will face the penalties prescribed 
by law. 


SCREW DRI 
Ss. ET 


PIN VISES. 


ACON WATCH CROWN CO. 
50 Eldridge St., New York 2, N.Y 


Manufacturers of Gold Filled Crowns 
Sold through Wholesalers & Jobbers 











Rolls and Bags for Silverware 


anti-tarnish 
available in 18 attractive shades 
Guaranteed Quality 
Prompt Service 
Write for samples and prices 


EUREKA MFG. CO., INC., Dept. A, Taunton, Mass. 


= 








Established 1926 


—-—— 
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9th GROUP OF JEWELERS COMPLETE TRAINING PROGRAM 


Eo re & 


| | PENDANTS | 





Represented among the sixteen students who recently completed the ninth jewelry store | 
management and merchandising program were jewelers from nine states and one from | 
Canada. Here, the graduating class poses for a group photo. | 


Sixteen students who have been attend- experiences and successful practices as 


ing the Joseph Bulova School of Watch- | established by business leaders in the | 
making and the New York University , jewelry industry, as well as receiving in- | 


struction from the professional staff of the 
New York University School of Retailing. 


School of Retailing course in Jewelry 
Store Management and Merchandising 








sraduated on July 24. | Dean Charles M. Edwards, Jr.. and Dr. | 
The program consisted of two weeks’ | Elmer O. Schaller. both of New York 
intense and comprehensive instruction per- | University School of Retailing, assisted 
taining to the successful operation of the | by Leo Weisheld of Weisheld Jewelers. 
. modern jewelry store. Selected trainees | Seattle, Wash., presented the certificates 

a had the advantage of hearing first hand of completion to the graduating class. 

New Diamond Film in Color | 1952. It contains some of the first color 
| film ever shot along the famous Diamond 





Now Available for Showings | | 
Coast near the mouth of the Orange River 


, “A Diamond Is Forever,” new 16 mm. | jn South West Africa as well as scenes | 
: color film, will be released for general non- | at the diamnd mines near Kimberley and | 

theatrical distribution in September. It | Pretoria. The rest of the film was shot in | 
: has been prepared as a part of the diamond | and around New York City. | 
| _ publicity program conducted by N. W. Ayer | ‘The film tells the story of a girl who | 
‘ & Son, Inc... for De Beers Consolidated recalls her experience in selecting her dia- | 
q Mines, Ltd. mond engagement ring. The girl is played 


by Lynn Gibbs and Arthur Walsh plays 
her fiance. The jeweler. who carries the 
bulk of the narration, is played by Law- 
| rence Paquin. 

| One of the most breathtaking sequences 
is the display of almost a_ half-million 


dollars’ worth of diamonds which the | f VOGAL 
jeweler shows the young couple. 2 


| The film shows in some detail the difh- 83 CANAL ST., NEW YORK 2 


culty of recovering from hundreds of tons 
of diamond-bearing ore even a few carats | Call: WA 5-3870 
of gem diamonds. Other sequences take | 
the audience through the work of cutting | 
the rough stones into finished gems. | 

The film has a screen time of twenty- | ——— _— ivancnenaseisiepianttaceiias | — 
| seven minutes. | 
“A Diamond Is Forever” will be dis- 





Catalog ou Keguest 





Lynn Gibbs, who plays the part of Mary 
in the new De Beers Consolidated Mines, 


Ltd. film, “A Diamond is Forever" dreams tributed through Association Films, Inc., 
of her romance and of when she selected to jewelers, high schools, colleges, clubs REDIT FORMS 
her diamond engagement ring. and to television stations as a sustaining | 







program. Bookings are now being made. | 
Produced by Sound Masters, Inc., the | 
hlm has been in preparation since late saith 


Certina Holds Sales Confab 
MODERN AND ANTIQUE 


en ar commie The Certina Watch Division of the Illi- 

BRACELETS © EARRINGS, Ete. | nois Watch Case Co. recently held its na- 

ought and Sold sales ing in Chicag t the 
“serving eo tional sales meeting in cago a 





contracts 
receipt books, etc. 
FREE samples 









Years. Formerly with Chas. Edgewater Beach Hotel. . 

a ’ 46 e : r 

Old Mine Diamond House’ Salesmen saw the new line and were pre- $s. ij. surnamer co. 
1, L. DURLAND CO.) sented the advertising and promotional 370 7th Ave.. NY ek 











608 Sth Ave., New York 20 | plans for the fall and Christmas season. 
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ALL WATCHES NEW 
AND FULLY GUARANTEED 


F.F. 60 movement 17J 
Yellow RGP/SSB_ 1/20 
10K GF Exp. Band 
Style S-143 













A.S. #1002 
movement 17J 
Yellow RGP/ 
SSB 1/20 10K GF 
Exp. Band Style 
#S-142 


10 DAY APPROVAL 


Open Account to Rated Firms 
Others Send Check, M. O., or C.0.D. 


WRITE FOR FREE CATALOG 


AL-CO WATCH CO. 


129 West 46th St., N. Y. 36, N. Y. 
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Bosca Built in the Spanish 
tradition of fine leathercraft 
banded down in the Bosca 
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Obituaries 





Jacob Baldwin, 66, a jeweler in 
Rochesier, N. Y., tor more than 45 years, 
died July 16 at his home in that city. 
Mr. baidwin settled in Rochester 50 years 
ago when he arrived here from Russia. 
Five years later he opened a_ jewelry 
store at 445 North St. His widow, two 
daughters and a son survive. 

Louis Corr, 70, who operated the 
Enterprise Jewelry Co., 131 Penn Ave., 
Scranton, Pa., died July 7 after a short 
illness. He had been in the jewelry bus- 
iness On Penn Ave. for 50 years. A son 
and three daughters survive. 

Louis Esser, 82, founder of the Louis 
Esser Co., jewelers at 315 E. Wisconsin 
Ave., Milwaukee, Wis., died July 14 at 
Columbia Hospital after a short illness. 
Mr. Esser, born in Milwaukee, apprenticed 
himself to the old Rosenkrantz & Thatcher 
firm to learn the jewelry business. When 
he was 19 he founded the Louis Esser 
Co., and was active in it until his illness. 
He was a member of the Milwaukee Jew- 
elers’ Guild, and a founding director of 
the Gemological Institute of America. Sur- 
viving are his widow, two sons and a 
daughter. 

Stephen E. Funderburg, 44, owner 
and operator of Burg’s Jewelers, 21 S. 
Limestone St., Springfield, Ohio, died un- 
expectedly of a heart attack July 17 at 
his home in that city. A native of New 
Carlisle, Mr. Funderburg had resided in 
Springfield about 10 years. In June of 
1945 he opened the Steve Funderburg 
Jewelry Store at 69 W. Main St. and was 
operator of that business until February 
of this year when he located on S. Lime- 
stone St. In addition to his widow, he 
is survived by his mother, a sister and 
a_ brother. 

Nathan Herman, 88, who was as- 
sociated with the New York jewelry firm 
of N. Herman & Son, 562 Fifth Ave., 
died July 12 at his home in that city 
after a short illness. A native of Russia, 
Mr. Herman came to America in 1887 
and had been active in the jewelry busi- 
ness from that year until his retirement 
a year ago. He established his business 
on Grand St., on New York’s lower East 
Side, and remained in that area until 
May, 1930, when he moved to his present 


location. Surviving are his widow and 
a son, Irving, who will continue the 
business. 


George F. Heydt, 91, who had been 
associated for 68 years with Tiffany & Co., 
New York, until his retirement ten years 
ago, died August 15 at his home in that 
city. Mr. Heydt was advertising manager 
of Tiffany and formerly had served as 
secretary-treasurer and trustee of the 
Louis Comfort Tiffany Foundation. He 
joined the jewelry concern in 1875, when 
it was situated at Union Square. Sur- 
vivors include his widow, a daughter and 
two sons. 

William Kaatzke, 70, who had been 
a jewelry engraver for Geo. H. Newstedt 
& Co.. retail jewelers of Cincinnati, Ohio, 





died July 25. He had been associated 
with the firm for 36 years when he re. 
tired 18 months ago. Besides his Widow 
he leaves a daughter and a sister. 

Theodor Kartevold, 91, a watchmaker 
and jeweler in Brooklyn, N. Y., for 65 
years, died August 4. Born in Sandnes 
Norway, he came to the United States in 
1881. Surviving are his widow, three 
daughters and three sisters. 

Bernard Masin, who for the past 3g 
years operated a wholesale jewelry firm 
at 37 Maiden Lane, New York, died 
July 26 at his home in Brooklyn. Mr 
Masin, a veteran jeweler, was associated 
with the industry for the past 61 years, 
Surviving are a son, Murry, who operates 
the Masin Watch Co. at 15 Maiden Lane, 
three other sons, three daughters and 
thirteen grandchildren. 

Herb Miller, 57, who for many years 
operated the T. Miller Jewelry Store at 
212 W. Broadway, Muskogee, Okla., died 
July 27 of a heart attack at his home in 
that city. Mr. Miller, who was born in 
Texas, went to Muskogee with his family 
in 1904 when his father started the 
jewelry business there. Survivors include 
his widow, his mother, and a _ brother, 
Jack, with whom he was associated in 
business. 

Morris Miller, a member of the board 
of Miller Brothers Watch Strap Mfg. Co., 
Cincinnati, Ohio, died July 7 in Jewish 
Hospital in that city. A native of Lithu- 
ania, he came to this country in 1890, and 
for many years was a prominent Cincin- 
nati candy and ice cream manufacturer. 
Surviving are his widow, a sister, daugh- 
ter and three sons, Alvin, Walter and 
Irvin, all of whom are associated with 
the watch strap manufacturing firm. 

Jacob Rothschild, 83, who for the past 
65 years traveled on the road as a dia- 
mond and ring salesman, died July 1. 
For the past 20 years, he was associated 
with L. Levine, manufacturer of diamond 
mountings and jewelry at 87 Nassau St, 
New York. 

Andrew Strauss, who was midwest 
representative for the Regens Lighter 
Corporation for the past 20 years, died 
suddenly on July 23. Mr. Strauss had 
been active in the wholesale jewelry trade 
for the Jast 30 years, traveling through 
the middle west. He maintained offices in 
the Heyworth Building, 29 E. Madison 
St., Chicago. He leaves his widow, 4 
brother and five sisters. 


F. S. Franklin, Jr., 48, Dies; 
Former Hamilton Executive 


Frederick S. (Ted) Franklin, Jr., presi 
dent of Appel, Inc., Lancaster, Pa., an 
former assistant sales manager of the 
Hamilton Watch Co., was stricken with & 
heart attack July 24 while on a fishing 
excursion on Long Island Sound off Rye. 
N. Y. He was 48 years old. 


A former sales executive of the Hamilton 
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Watch Co., Mr. Franklin resigned his posi- 
tion with the firm last September when 
he and an associate, E. Van Haaften, pur- 
chased the J. F. Appel Jewelry Co. The 
company is now known as Appel, Inc., and 
manufactures school and fraternal jewelry. 


FREDERICK S. 
FRANKLIN, JR. 


Mr. Franklin had been with Hamilton 
for 16 years starting as a sales representa- 
tive in 1936. When he resigned he was 
assistant sales manager. His grandfather, 
George M. Franklin, was a founder and 
former president of Hamilton. 

In addition to his widow, Mr. Franklin 
is survived by a son, a daughter and three 
sisters. 





Herman C. Kupper Dies; 
Prominent Dinnerware Importer 


Herman C. Kupper, prominent importer 
of Bavarian and French dinnerware, died 
August 3 at LeRoy Hospital, New York. 
After successfully undergoing a_ kidney 
operation, Mr. Kupper died the day he was 
scheduled to return home from his sojourn 
in the hospital. 


HERMAN C. 
KUPPER 





Born in Zurich, Switzerland, Mr. Kupper 
served as assistant manager of the Charles 
Ahrenfeldt china factory in Limoges, 
France, before coming to this country. 





Ask For 
Time Tested 


ab de) / BS 


Best for Watches and Clocks 


Sy iclsleme Mal= 


Test of Time 


wm oF Nye. Inc., New Bedford Mass 
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He came to the United States in 1910 to 
take over the Charles Ahrenfeldt Selling 
Agency and, under his direction, the busi- 
ness expanded to eventually include the 
Franconia China Line, manufactured by 
Krautheim in the American Zone of Ger- 
many. 

Operation of the Kupper organization 
will continue under the trusteeship of Mrs. 
Herman C. Kupper with the same _per- 
sonnel who have worked with Mr. Kupper 
for many years past. 


NEMJ&SA Names Members 
To Show Committee 


A record number of wholesalers from all 
parts of this country and Canada are ex- 
pected to attend the jewelry showing of 
spring lines to be held at the Sheraton- 
Biltmore Hotel, Providence, November 8 
through 19. 

The Jewelry Showing Division of the 
New England Manufacturing Jewelers’ & 
Silversmiths’ Association, in announcing 
its showing committee, indicated that ex- 
hibitors who have their applications sub- 
mitted prior to September 15 can probably 
be assured space, but that those applying 
after that date may have a space problem. 

Its committee is headed by Max Kesten- 
man of Kestenman Brothers Manufacturing 
Co., Providence. Serving with him are 
Olof Anderson of Anson, Inc., Robert 
Rothman of Charles Rothman Co., Angelo 
DelSesto of Van Dell Corp., Albert Mar- 
cello of Imperial Pearl Co., and William 
Smith of Irons & Russell Co., all of Provi- 
dence, and Lewis Chilson of J. M. Fisher 
Co., Attleboro. 

The Jewelry Showing division of the 
manufacturers’ group was organized this 
year after the association’s successful par- 
ticipation in the May showing for the 
wholesaler in Providence. The division has 
extended participation in the November 
showing under its auspices to both mem- 
bers and non-members of the association. 
Invited to participate are all bona fide 
jewelry manufacturers selling jewelry and 
allied products through the wholesaler, 
and company-sponsored sales representa- 
tives. 

The showing is aimed at affording the 
jewelry wholesaler an opportunity to view 
a wide selection of jewelry lines at one 
time, under one roof. It plans a permanent 
show in Providence each November and 
May for this purpose. 

The number of exhibitors who have al- 
ready requested space indicates that the 
number of low and medium-priced jewelry 
lines which will be exhibited will exceed 
the number in the May showing. the 


NEMJ&SA division reports. 








Jaccarino Back from Europe 


Richard Jaccarino, president of Apex 
Accessories Co., has returned from a 
month’s vacation abroad, where he spent 
most of his time in Italy and Switzerland. 
Arriving August 3rd on the SS Queen 
Elizabeth, Mr. Jaccarino was accompanied 
by his wife, his mother and his daughter. 











V4 EASTERN STAR 
\ RING and PIN Y) 


\\ Created By (| : 





This new Eastern Star Ring and Pin 
have been especially designed for those 
who want the best in emblem jewelry. 
The ring accommodates ten small 
diamonds in the wreath. The jeweled 
synthetic points radiating the 5 colors 
on a 14K white gold Rhodium finished 
top, encircled with diamonds, forms a 
brilliant reflecting pattern. Shanks fur- 
nished in 14K yellow or white gold. 
Available with center plate for setting 
diamond. Small gavels can be applied 
to make an attractive past matron ring. 
Eastern Star Pin has all features of 
the ring, plus gavel attachment. It has 
pendant loop for pendant wear. 


Ask to see these two additions to the 1953 
GRAN line of fine finish emblem jewelry. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 
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SOME INTERESTING CHARMS 


From Our Large Assortment 








BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. Ya Size 
From 3.00 Keystone in I4K. Also aoe 


Sterling Rhodium finished and 1/20th 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


14K, Gold-Fillied & Sterling Sliver 
ana Be Earrings, Tie Sildes. Cuff Links 


New York 9, N. ¥.. 
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QUESTION. 


If your present selection of Alice tail- 
ored earring styles are your biggest 
sellers (and you've proved that your- 
selves), wouldn't the COMPLETE line 
increase your volume that much more? 


Thru the wholesaler $100 
JEWELRY CO. 


52 Valley St., Prov., R. |. 















FOR PROMPT SERVICE 
ON 
SPEIDEL PRODUCTS 


CONTACT 
J. A. SILVER CO. 


167 GEORGE ST. NEW HAVEN, CONN. 

















Bete caty Girest te Retaitors 
WELLS MEG. CO arT.esoes MASS 








NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 


JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Metal Scratch and Celluloid Tags—Wrap Papers 
Stock Books, Memo—Order and Sales Books 
Appraisal Books—Show Cards—Price Tickets 
Diamond Guarantees Credit Forms 


Complete Printed Supplies for the Trade 
Write for Samples 


DAUER PRINTING CO. 
37 E. 21st St., New Yerk 10, N. Y. AL 4-2175 
Visit Our Large Show Room of Supplies 
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q Annual meeting and election of officers 
vf the New England Guild of the Ameri- 
can Gem Society was called for September 
9 by Guild President Frank Carson of 
A. Stowell & Co. Results of this election 
will be given in the next issue. 

q The 10 member teams of the 
Jewelers Bowling League were scheduled 
to start rolling for the 1953-1954 season 
on Tuesday, September 15, at the Boylston 
Bowladrome. 

q New England silverware companies were 
given a bit of extra publicity in Neal 
O’Hara’s popular “Take It From Me” 
column in the Boston Traveler, on August 
10, when he called attention to their con- 
quering the usual summer slump by ad- 
vertising to fill orders for more than 200 
silver patterns no manufactured 
regularly, and some of which date back 


100 years. 


Boston 


longer 


q Towle Silversmiths of Newburyport. 
Mass., have opened a permanent gallery 


where they plan to have changing exhibits 
of early and contemporary silver. These 
will be open to the public weekdays from 
10 A.M. to 12 noon, and from 2 to 4 P.M. 
The first exhibition, called “American 
Silver.” included silver by Jacob Hurd; 
Paul Revere; Peter, Ann, and William 
Batemen, children of Hester Bateman: 
William, Ebenezer and Joseph Moulton. 
who represent three generations of the 
famous six generations of Moulton silver 
smiths, who were Towle’s predecessors: 


Benjamin Burt; John Coney; Jeremiah 
Dummer; and _ other’ important — early 
American silversmiths. 

q J. W. Rutherford, Calais, Maine, has 


finished remodeling his store. 

q Walter Kersey of Kersey’s Jewelry Store, 
Rumford, Me., was named recently to the 
State Committee of Maine. Order of Elks. 
q Benjamin Schwind, father of William 
“Bill” Schwind, of R. C. Jewelry Co., 
Rumford, Me., has been seriously ill. 

q Roy S. Brooks, president of Mauran 
Watch Co., Inc.. Jewelers Bldg., has just 
announced the appointment of F. C. Silva, 
formerly with Smith-Patterson Co., and 
before that with the Albert Walker Co.., 
as salesman for northern New England, 
including Maine. Vermont, and New 
Hampshire. Miss Marilyn Brooks. Roy’s 
daughter, has been working with the firm 
during the summer, and has now returned 
to her studies at Colby College, Water- 
ville, Me. 

q Extensive remodeling has been taking 
place in the D. C. Percival & Co. quarters, 
second floor, Jewelers and Washington 
Buildings. New wall cases with fluorescent 
lighting have been added in the jewelry 
department; a large floor display case to 
the silver department; and a new private 
office has been provided for Lorenz Ernst, 
in charge of silverware and clocks. 

q The store of Massachusetts Avenue 














NEW ENGLAND 


Jewelers, 100-A Massachusets Ave., Bog. 
ton, is closed, a sign on the door indicat. 
ing “on account of illness,” and_ business 
is referred to 39 Chester St., Allston. 

q Richard Anderson, of Anderson's Jewel. 
ers, Wellesley and Lexington, Mass., was 
married in West Newton on August 15. 
q Shoor Brothers Jewelers, owned and op. 
erated by Allan and Creighton Shoor x 
977 Main St., Manchester, Conn., is noy 
known as the Shoor Jewelry Co. 

q Chester Marek, of the firm of Wallace 
A. Marek, Thompsonville, Conn., has beep 
recuperating in the Hartford Hospital from 
a recent operation. 

q George E. Elliott, jeweler of Concord. 
N. H., is back in his store ofter a recent 
illness and convalescence. 

q Gustave J. Poisson of Pendleton Jewel. 
Natick, Mass.., 
family in Canada. 
q George Wilford, owner and operator of 
the North Country Gift Shop, Groveton, 
N. H., recently moved to new and larger 
quarters near by. 

q “Nat” Goodman of the N. I. Goodman 
Co., Inc., 1006-7 Jewelers Building, was 
among several New Englanders attending 
the 48th annual convention of the ANRJA 
in New York, where he got several new 
ideas for use in his exhibit at the Parker 
House Gift Show. Others who went to New 
York included Andrew “Andy” May of 
Bulova Watch Co.; Arthur Wright of 
Buffalo Jewel Case Co.; James Hossley, 
Jabel Co.;: Lester Wolff of A. Frisch & 
Co.; and Majoric A. Noury, of the firm of 
the same name, Manchester, N. H. 

q Hector Langlais of E. Langlais Sons, 
Berlin, N. H., went on a fishing trip re- 
cently in Colbrook, N. H., with Paul Lif- 
sett of the N. I. Goodman Co., Jewelers 
Building. Paul reports plenty of fish caught 
-4”-to-7” catfish, that is! 

q Sidney Geller, of the N. I. Goodman Co., 
returned recently with his family from a 
vacation at Bass River, Cape Cod. He re- 
ported “no fish at all,” but an enviable 
score of 84 on 18 holes of golf there. 

q John and Mary Baker of the John T. 
Baker jewelry store, Middlebury, Vt.. have 
added new fixtures to their already mod- 
ernized place. 

q Robert Freeman of Harts Jewelry Co. 
Inc., Quincy, Mass., and his father, owner 
and operator of the store, returned Te: 
cently from Chatham, Cape Cod, Mass. 
with a fine catch of “stripers.” 

q When it comes to fishing, Sam Ribok, 
manager of Strand Jewelers, Malden, 
Mass., reports excellent catches from his 
summer place at Nahant. His brother-in- 
law, Ben Rosenberg, of 503 Jewelers 
Building, Boston, has been the “bene: 
ficiary” (no puns intended) of numerous 
flounders and mackerel. 

q Robert “Bob” Johnson of the Parker 


Pen Co., figured recently in the courageous 


ers, vacationed with his 
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rescue ol two girls who overturned from 
qa sailboat on the Mystics Lakes, Win- 
chester, Mass., near his home. Seeing the 
plight of the girls, Bob swam to their 


rescue, and was later rewarded by the 


girl’s parents. 
y Harold Ginsberg, of the Boston Jewelry 


& Loan Co., Fall River, Mass., has re- 
turned from a trip with his wife and son 
to Niagara Falls and Canada. | 

q Charles Ross of the Travis, Farber Co., 
999 Jewelers Building, has been serving 
as foreman of the summer session of the 
Federal Grand Jury in Boston. | | 

4 Homer’s jewelry store, 44 Winter St., 
has just been marking its 71st anniversary 
with a store-wide sale. 

q.A large sign on a construction front 
over a store at 41 Winter St., Boston, an- 
nounces the early opening there of a store 
to be known as The Jewel House. 

4 Mr. and Mrs. Majoric A. Noury of the 
store of the same name, Manchester, N. H., 
have been spending the summer months 
at their place at Webster Lake, N. H. 

4 George Mullin is back at work at the 
Mahar & Engstrom Co., 4th floor, Jewelers 
Building, following three months’ absence 
beceuse of illness. Howard Engstrom, 
brother of Elliott, a partner in the firm, 
has been visiting from Wisconsin. Miss 
Beverly Johnson is a new addition to the 
firm’s bookkeeping staff. 

q Stanton L. Kurzman has been named 
general sales manager of the new Mendel- 
sohn & Terban store, 412 Washington 
Building, and will have charge of purchas- 
ing, sales, and personnel. 

q Patrick Marino, 713 Washington bBuild- 
ing, has added new wall and show cases 
in the front of his quarters, and a new 
partition for the working area. 

q Miss Beverly Channen, bookkeeper for 
Colton-Lewis, Inc., 703 Washington Build- 
ing, was married August 25 to Joseph 
Ganz, and was expected back after their 
honeymoon in New York State. 

q James Russell, of E. H. Saxton Com- 
pany, Inc., 601-605 Washington Building, 
has been convalescing at his home from 
an operation, and is expected back at work 
shortly. Mrs. Carol Ahearn, bookkeeper, 
has left the firm for Arizona. 

q Miss Barbara Larkin has been added to 
the growing staff of A. Datz & Co., 513 
Province Building. 

q Remodeling is under way in the quarters 
of A, Frisch & Co., Inc., 306 Jewelers 
Building. Mel Cutler, of this firm, has 
added a new outdoor fireplace and patio 
to his Sharon, Mass., residence, and _ his 
wife was honored recently by being elected 
treasurer of the Norfolk County Girl 
Scouts. 

q Thomas “Tom” Smith of Cambridge, 
just out of Boston University, has joined 
the staff of B. & C. Jewelry Co., 408-11 
Province Building, and has taken over 
charge of merchandising and advertising. 
q William Jackson of Jackson & Co., 720 
Province Building, moved to larger quar- 
ters in Rooms 610 and 611, and planned 
to hold a formal opening on Sept. 15. 

4 Robert Horne of the diamond depart- 
ment, Thomas Long Co., is back after an 
absence of three months due to illness. 
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Hugh Brown, of the wholesale jewelry 
division, is also back at work after several 
weeks’ absence due to an operation. 

q Burton “Bud” Elliott, of the diamond 
department of the Smith-Patterson Co., 
is back after a six weeks’ trip to Europe, 
flying both ways. 

q Frederick Myers has joined the sales 
staff of Kennard & Co., Arlington St., 
Boston. 

q Miss Winifred Bunai has left the sales 
and bookkeeping staff of Lund Jewelers, 
222 Dartmouth St., after five years, and 
has gone to Colorado. 

q Sergeant Joseph DiVita. formerly with 
the Boston Jewelry Manufacturing Co., 
1001 Jewelers Building, before going to 
Korea with the 999th Army Field Ar- 
tillery, is returning to this country, and 
is expected back at work after the middle 
of October. 


_—— es 


Horovitz Named Beard Member 
Of Mfg. Jewelers Sales Ass'n. 


Directors of the Manufacturing Jewelers 
Sales Association. Inc., at a meeting held 
July 22, named David M. Horovitz (Har- 
wood Mfg. Co.) to the board. 


DAVID M. HOROVITZ 





Mr. Horovitz has been active in affairs 
of the association and has held several 
important committee positions. Simultane- 
ously, with his election to the board of 
directors, Mr. Horovitz was named chair- 
man of the Show Committee for “Whole- 
sale Jewelry Buyers’ Market Week” to 
be conducted by the association from 
November 8 to 20 at the Sheraton-Bilt- 
more, Providence, R. I. 


Joins Stegor 
Stainless 
Division of 
Gorham Co. 


BERT DEHLIN 





Bert Dehlin, well-known throughout the 
New England silversmithing and jewelry 
field, having been for the past three years 
district sales manager for Handy & Harman, 
is now with the Stegor Stainless Division 
of Gorham Co., and will represent them in 
the New England territory. 

Mr. Dehlin is on the Executive Com- 
mittee of the Diamond Peacock Club, of 
which he is immediate past president. 


From Our Exclusive Line In 


STERLING SILVER * HAND SET 
RHODIUM FINISH 


EARRINGS © CROSSES ¢ PINS 
BRACELETS © NECKLACES « ETC 


Exclusive for fine retail jewelers 
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Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 

















Quality 


RHINESTONE 
JEWELRY 


Direct to you 
from the Manufacturer 


Fantasy of Jewels 


18-20 W. 31st St., New York 1, N.Y. 




















The Emco Silvercase 


lined with famous Pacific Silver Cloth guaran- 

teed tarnish proof to hold 56 pcs flatware to 

retail at the remarkably low price of $3.95. 

Send for leaflet and details-newspaper mats 
at no charge 


FUREKA MFG. CO., INC., Dept. A, Taunton, Mass. 
Since 1926 
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BOHEMIAN GARNET JEWELRY 


10 Karat Gold 


Antique and New 





Earrings, rings, crosses, brooches, 
necklaces, bracelets. Many styles. 


Write for an approval package. 


We specialize in repair of all garnet 
and seedpearl jewelry. 


ASIATIC ART JEWELRY CO. 


225 Fifth Ave., N. Y. C. 10, N. Y. 














LEARN WATCHMAKING 
REPAIRING - ENGRAVING 
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PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset $¢., Phila. 
Write Dept. "’K"' Iil'd Catalog 
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q Giving drama to a small window has 
long been a continuing problem for many 
jewelers. Charles Clymer answered it, re- 
cently, with two eye-catching innovations. 
There’s a small revolving platform on the 
floor of his window at 21% E. Hinckley 
Ave. in Ridley Park, Pa. Behind it, and 
attracting attention to the merchandise 
turning around on it, is a hinged double 
picture frame offering pictorial news of 
the day in one frame and merchandising 
news of the store in the other. 

q One entire window of the two at the 
John B. Fowlkes store at 1127 Morton 
Ave. in Chester, Pa., is now regularly de- 
voted to small appliances and similar types 
of gift items. 

q Drivers walking to and from cars parked 
in the Chester Municipal Parking Lot 
have been attracted to the richly arranged 
silver window at the William S. Deger 
store, 25 E. 7th St. With plenty of “breath- 
ing space,’ to show off the merchandise, 
this window included a bit of hollowware, 
flatware, silver jewelry of several kinds 
and gemstones set in silver. 

q Roubert’s of 620 Edgmont Ave. in 
Chester have large and high windows in 
which jewelry might become “lost” without 
clever window trimming. But Roubert’s 
are known for their effective use of these 
windows, because of such techniques as 
suspending a large, glamorous bridal 
photograph against the draperies to make 
a background for diamonds and “Roubert’s 
famous make gifts.” 

q Distinctive and distinguished are the 
words for the Elwood Sweet windows at 
615 Welsh St. in Chester, Pa. One must 
look closely to see that the brick floor is 
beautifully done paper. The split bamboo 
blinds that line the side wall and form a 
half-screen at the rear of the window are 
enriched with wrought iron candelabra 
and candles. Simulated ivy growing along 
the bamboo softens the effect. Merchandise 
is always varied but in strikingly limited 
quantities. 

q Traffic is invited into the Phil Daley 
stere at 7th and Welsh Sts. in Chester 
through the use of an invitation painted 
in script on the glass door. It reads: “Come 
in and browse around.” 

q You can’t miss the fact that the Carl A. 
Doubet store has grown to justify a three- 
story building these days. Approaching 
715 Edgmont Ave., you can see at a dis- 
tance three attractive rose colored neon 
signs emphasizing each of the three floors. 
At the top, on the side of the building, 
one reads: “Silver” with smaller, unlighted 
signs immediately beneath reading “China, 
Crystal.”” The second floor bears the neon 
sign: “Kodaks” with the sub-sign reading 
“accessories.” The first floor boasts: “Dia- 
monds,” with the subheading “Cash or 
Credit.” 

q Modern and restful is the atmosphere at 





* PHILADELPHIA 


Warwick Jewelers, 8154 Edgmont Ave 
Chester, an atmosphere “set” by two blond 
wood, pastel-upholstered chairs and 4 
matching table with magazines and a vine 
in a brass holder. This little reception 
alcove invites weary shoppers to view 
Warwick merchandise in plush comfort, 
q New fluorescent lighting, air conditiop. 
ing, a new floor and many other improve. 
ments including enlarged stocks, have been 
added by Mike Rothberg to the store at 
11 S. 8th St., purchased only four months 
ago and changed from Mitchell’s to Crown 
Jewelers. 

q Friends and customers are learning a 
lot of interesting facts about the Smith 
West stores, their history and growth, 
through an article in the August issue of 
Good Business. 

q Philadelphia, like many other large 
cities, is the site of over a dozen new 
neighborhood shopping centers within the 
city and in the suburban , communities. 
Among those newly completed or yet to 
be completed are: Fallsington in Bucks 
County; Levittown in Bucks County; 
Marple Hills, in Marple Township; Wil- 
low Grove; Barren Hill; Oak Park Shop. 
ping Center in Clifton Heights; Main Line 
Shopping Center in Wynnewood; Boulevard 
Center on Roosevelt Blvd., Philadelphia; 
Melrose Park Gardens at Front & Godfrey 
Sts. in Philadelphia; River Park Region 
Shopping Center at City Line and Monv- 
ment Roads in Philadelphia; Girard 
Estate at Oregon & Vare Sts., in Phila- 
delphia; Cottman & Castor Avenues Cen- 
ter in Philadelphia; Trooper Shopping 
Center in Lower Providence Township; 
Logan Square in Norristown; and then 
there are those at Manoa, in Wilmington, 
which are already successful and being 
enlarged. Jewelers are expected to take 
stores in many of these. 

q Congratulations are being extended to 
C. R. Trowbridge and E. R. Miller upon 
their acquisition of the C. R. Smith Store, 
7 S. 18th St., as of July 1. Both of these 
gentlemen have been working in this 117- 
year-old business for over 30 years. Be- 
cause recent changes have been made in 
light of their suggestions and in harmony 
with their wishes, there will be little 
change in the store, but Mr. Miller tells 
of plans to make gradual improvements. 
Bruce Byall, who formerly owned and op- 
erated the store, will retain ownership of 
the building in which it is located but has 
retired from active business life. 

4 The beautiful new Keswick Jewelry 
Store at 253 Keswick Ave., Glenside, Pa., 
will be officially opened September 10. 
The store is more modern and attractive 
than the present one at 293 Keswick Ave., 
just a few doors away. It has a total sales 
area of 55 feet by 13% feet with such 
modern appointments as cove lighting plus 
recessed ceiling lights and an_ ultra 
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modern front. “Opening day” will be ex- 
tended to cover a three-day period when 
gifts and prizes will be awarded. 

¢.S. Smith’s Sons at 1046 N. 2nd St., Phila- 
delphia, are finding continuing radio adver: 
tising aimed at foreign groups a_ highly 
profitable investment. 

¢ Aisenstein & Gordon, 712 Samson St., 
announce that they have become distrib- 
utors for Bissell sweepers and Mirro- 
Matic automatic perculators. 

q Noting a trend which other jewelers 
have also mentioned, A & J. Jewelers of 
203 Davisville Road, Willow Grove, Pa., 
have greatly increased their stock of silver 
jewelry. 

¢ There’s a new A. C. Frattone store being 
built at 51 S. York Road, Hatboro, which 
is considerably larger and more modern 
than the one now occupied at 14 S. York 
Road. The additional space will allow the 
artistic display of a much enlarged stock 
of silver hollowware, clocks and other gift 
items. The new store is scheduled to open 
some time in November. 

q The Sansom Street Business Men’s As- 
sociation have elected the following officers 
to serve a one-year term starting this 
season: Ben Miller, president; Louis 
Wallen, treasurer; Robert Shifferon, vice 
president; Louis Neff, vice president; 
Herman DuBrow, secretary, and Maury 
Wolkoff, recording secretary. The annual 
outing of the organization was held at the 
Melrose Country Club on Tuesday, July 
28, and attracted a record turnout. 

q Advertising in the Catholic Journal for 
the first time this spring and summer has 
proved a successful experiment for Rictor 
Jewelers, 2035 Snyder Ave., Philadelphia. 
The advertising will continue during the 
winter months. 

q Suburban shopping center convenience 


has been brought into one of Philadelphia's 
busiest and most congested shopping areas 
at the VanDenBergh store, 5817 German- 
town Ave. The VanDenBerghs have con- 
verted unused space at the rear of their 
establishment into a parking lot for the 
free use of customers. 

4 “We could enter the antique business,” 
say Tucker’s of Darby, about the heavy 
response they have received on the window 
decorated with jewelry of the period when 
Darby was founded. The window was 
Tucker’s way of cooperating with the bor- 
ough in the Centennial Celebration which 
takes place throughout this year. 

q Kessler’s of 4 N. 60th St., and Seiss 
Jewelers, 44 S. 60th St., cooperated with 
31 other merchants in an activity spon- 
sored by the 60th and Market Streets 
Business Men’s Association. The customer- 
attracting event was a series of “Bonus 
Days” held on July 23, 24 and 25. A 
four-page newspaper-type direct mail piece 
announced the event to those on the 
regular mailing lists of the merchants 
and residents of the community. This was 
the first of several such events to be held 
by this group. 

q The table so ingeniously created from 
a draped door which occupies part of the 
center aisle at Abbott Jewelers, 9 S. 60th 
St., has been embellished with two glass 
tiers. A modern, gray metal table has 
been added. Both now feature hammered 
aluminum and other novelty gifts. The 
merchandise of this type has been greatly 
enlarged in quantity and type at this 
store. 

q “One of the most terrific items in the 
store” is the description used by Gold- 
man’s, 7 N. 60th St., in describing the 
line of luggage which they added last 
October. 





Oneida Stages Puzzle Contest, 
Awards Prizes at NJA Show 


At the National Jewelry Fair held re- 
cently in Chicago, Oneida Ltd. conducted 
a missing piece puzzle contest. Invitations 
to several thousand dealers located in the 
midwest area were sent in advance of the 
show. A missing puzzle piece was attached 
to each. All the recipient had to do was 
to call at the Oneida exhibit at the fair 
with the puzzle piece and ascertain whether 
it fitted the jig-saw puzzle on display there. 
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Mrs. Ray Avery of Avery Jewelers, Lowell, 

Mich., accepts prize award from E. W. 

Kirchgassner, Community representative, at 
the National Jewelry Fair in Chicago. 
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The six winners holding lucky puzzle 
pieces were: Mrs. Alice Walker (May 
Jewelry Co., Inc.), Marion, Ohio; Mrs. 
Ray Avery (Avery Jewelers), Lowell, 
Mich.; C. W. Frautschi (Sigmund Sorg, 
Inc.), Elkhart, Ind.; Mrs. W. D. Kuenkel 
(Kuenkel’s Jewelry), Ottumwa, Iowa; 
Theresa Biedron (Manlie Jewelry Co., 
Inc.), Hammond, Ind., and K. J. Green 
(Mosiman & Green Jewelers), Bluffton, 
Ind. Silver prize awards were presented 
to each winner. 

The puzzle plan at the fair was an adap- 
tation of the jig-saw puzzle promotion 
which Community dealers have used widely 
throughout the country. The _ contest 
aroused a lot of interest, with several 
hundred visiting the Oneida display in an 
effort to determine the winner. 





Lesse & Sons Appoint Silvius 


S. Lesse & Sons, Inc., manufacturing 
jewelers at 1316 Arch St., Philadelphia, 
Pa., announced recently that E. B. Silvius 
will head the firm’s substantially enlarged 
selling organization. 

Mr. Silvius was formerly sales man- 
ager of the Hamilton Watch Co. He had 
been associated with the Hamilton sales 
department for nearly 20 years. 








KIRK Dial 


Since 1926 


Corpora tion 


The World’s LARGEST 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Blidg., Seattle |, Wash. 

29 E. Madison St., Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St., Baltimore 1, Md. 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 














For Top 
Quality 
Jewelry 
Castings 
Like This 


without costly 
bench work, 
hand filing and finishing 


Use Ransom & Randolph 


Jewelry 


Investment 


This material is reli- 
able: produces out- 
standing results on 
runs of any size and 
is economical to use. 
Ransom and Randolph 
jewelry investment is 
one to do the job 
est. 
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Precious and Semi-Precious 


STONES 


STAR SAPPHIRES 
EMERALDS 

CAT'S EYES 
RUBIES—SAPPHIRES 
AQUAMARINES 
PERIDOT: 
TOURMALINES 
TOPAZ 

AMETHYST 


Unusual Gems 





Memo Selections sent promptly 


ALLAN CAPLAN 


2 West 46th Street New York 36, N. Y. 














ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 





Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, in any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones. Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 

References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN‘’S 


114 BARONNE STREET, NEW ORLEANS 12, LA. 
Established 1916 
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ALBERT S. SMYTH CO. 


WHOLESALE 


DIAMONDS-WATCHES 
© JEWELRY ®@ 


5 HOPKINS PLACE, BALTIMORE, MD. 














Florida's largest watch material house 
Serving the Nation by mall. 
Prompt mail service 
Write for Price List C 


DEAN COMPANY 





WATCH MATERIALS — 








7Va N. Atientic Ave., Daytona Beach, Fla. 
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q The Mission Jewelry Co. formally opened 
its new Austin (Texas) store at 619 Con- 
gress Ave. on July 11. It will be managed 
by Louis Bernstein, with Irving H. Harris 
as assistant manager. 

q Managers and executive personnel of 
Gordon’s Quality Jewelry Stores in Texas, 
Louisiana, Mississippi and Arkansas _at- 
tended a general business meeting con- 
ducted on July 12 at the Rice Hotel, 
Houston, Texas. 

q The E. Hertzberg Jewelry Co., Inc., 113 
E. Houston St., San Antonio, Texas, is 
celebrating its 75th anniversary. Second 
oldest San Antonio jewelry store, it was 
established in 1878 and is one of the oldest 
and largest jewelry firms in the state. 

q Robert E. Eschan, jeweler formerly 
located at 407 Capitol St., Charleston, 
W. Va., moved recently to new quarters 
at 310 Capitol St. 

q Fitzpatrick Jewelers at 110 Madison Ave., 
Memphis, Tenn., was the scene of a special 
three-day formal opening which was held 
June 25 to 27. The Memphis firm purchased 
the location on June 1 from the Darden- 
Smith Jewelry Co. Highlight of the open- 
ing was a diamond cutting demonstration 
staged by a representative of a well-known 
New York diamond cutter and importer 
who also displayed a selection of diamonds. 
Representatives of several appliance manu- 
facturers were also on hand to demonstrate 
their products. President of the firm is 
Joe R. Fitzpatrick who also operates other 
jewelry stores in Memphis, Blytheville and 
Osceola, Ark., and Sikeston, Mo. 





Baltimore-Washington News 


q The annual outing and crab feast spon- 
sored by the Jewelers Association of Bal- 
timore was pronounced a success. The 
event was held July 29 at Cottage Grove 
Beach on Chesapeake Bay. Members of 
the association, their families and em- 
ployees enjoyed good food, swimming, 
games and dancing. 

q Mr. and Mrs. Glenn Breining of Garden- 
ville Jewelry & Gift Shop, 5315 Belair 
Road, Baltimore, announced the purchase 
of Miladye’s Gift Shoppe at 423 East 
33rd St., Baltimore. Roy W. Cox has 
assumed management of both enterprises. 
q Walter E. Keene, Jr., watchmaker, re- 
cently purchased the establishment op- 
erated by Leland S. Lemkuhl at 2006 N. 
Charles St., Baltimore, who retired after 
many years at this location. 

q Orbach’s Jewelers, presently located at 
8015 Harford Road, Baltimore, announced 
plans to relocate in the Dundalk suburban 
area of Baltimore at the new Logan Shop- 
ping Center now under construction. The 
center is expected to be ready for oc- 
cupancy on or about September 15. The 
shop, in its new quarters, will feature 
new fixtures, display cases and windows. 
q Norman H. Labowitz of Diamond Jim 
Brady’s Jewelry, 106 N. Eutaw St., Balti- 












more, has been dispensing justice as gy}. 
stitute magistrate in the Baltimore Police 
Courts. 

q The Blustein Co. of Washington, D, ¢, 
now publishes a monthly periodical called 
“Jewelers-Retailing Newsette” as a service 
to its dealers. It contains news and many 
items of interest. 

q In a recent window display featuring 
International Silver Company’s latest pat. 
tern, “Heritage,” first prize of a six-piece 
tea set was awarded to Tippett Jewelers 
of Baldensburg, Md. Wolpe Jewelers of 
College Park, Md., won second prize 
of a five-piece tea set and third prize 
of a 52-piece set of silverplate was pre. 
sented to Sheridan Jewelers, 6222 Georgia 
Ave., N. W., Washington, D. C. 





Southern Jewelry Travelers 
Name New Officers, Directors 


New officers and directors of the South. 
ern Jewelry Travelers Association were 
elected at a general meetihg on July 18, 
The organization sponsors the Southern 
Jewelry Show which is held twice yearly 
in Atlanta, Ga. 





Named to office were, front row, left to 
right: Larry Kinard, district manager of 
Oneida Ltd., retiring president; Fred 
Board, southeastern district sales manager 
of Elgin National Watch Co., president; 
and Phil Wolf, Speidel Corporation, vice 
president. Second row: Frank Smith, 
Traub Mfg. Co.; Burly Sacks, Bristol 
Seamless Ring Co., and Stanley Driscoll, 
Towle Silversmiths. Back row: Charles 
Fram, re-elected secretary-treasurer of the 
organization, and Joe Kloville, Bulova 


Watch Co. 





Members of Mississippi RJA 
Elect DeFrank President 


Paul DeFrank of Biloxi was elected 
president of the Mississippi Retail Jewel: 
ers Association at the annual convention 
of that organization held July 26 and 27 
at the Buena Vista Hotel in Biloxi. He 
succeeds Irvin D. Sachs of Greenville. 
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Other officers elected were: Bill Lerner 
of Meridian, vice president, and Jake 
Miron of Yazoo City, secretary-treasurer. 

One of the principal speakers at the 
convention was P. Irving Grinberg, execu- 
tive vice chairman of the Jewelers Vigilance 
Committee. Other speakers included James 
M. Rudder, vice president, South Atlantic 
Region, American National Retail Jewelers 
Association; Lee R. Meyer of the Speakers 
Bureau, Mississippi Insurance Agents 
Association; Floyd A. Denman, vice presi- 
dent, Southwestern Region, ANRJA, and 
James W. McCary of Shreveport, La. 

The convention was highlighted by a 
banquet held Sunday evening, July 26, 
at which a large number of valuable and 
attractive door prizes were distributed. 





Miss America Makes Appearance 
At Jewelry Show in Atlanta 


The third annual Southern Jewelry Show 
was officially opened on July 19 by beau- 
teous Neva Jane Langley, “Miss America 
of 1953,” with an able assist from Atlanta’s 
Mayor William B. Hartsfield. 

One hundred fifty leading manufacturers 
and distributors of diamonds, silverware, 
watches, jewelry and china exhibited their 
lines during the four-day event. Nearly 








1000 retail jewelers and buyers from ten 
southeastern states convened in Atlanta to 
discuss business and to buy for fall and 
winter selling. 

The Speidel Corporation was official host 
to Miss America and arranged the presen- 
tation of numerous gifts to her in honor of 
her presence. 

Official coverage of the show was handled 
by Atlanta newspapers, radio and televi- 
sion stations. 
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Atlanta's Mayor, William B. Hartsfield, 
presents a 14-karat charm bracelet to 
Neva Jane Langley, “Miss America 1953." 
Looking on are Bob Siegrist, news com- 
mentator for radio-TV station WGST, which 
covered the event, and Phil Wolf, Speidel’s 
Southern representative. 





Swiss Unveil New Watches 
At Preview Showing in N. Y. 


Dainty, dressy and colorful watches for 
the coming seasons were shown at a fash- 
ion preview presented recently by the 
Watchmakers of Switzerland in New York. 

Ideal complements to fall shades are 
dials of leaf green, poppy red, powder 
blue, orange, jonquil yellow, navy and 
black. Several of these brightly tinted 
dials feature a novel idea; two colored 
disks superimposed on the dial rotate as 
the watch ticks, forming a graceful, fluid 
design. 





The lacy yellow gold case of this new Swiss 

timepiece tapers to support a high crystal. 

The woven chain bracelet and dial markers 
are in matching gold. 


Evening watches have taken the cue for 
color, too. They flash with a greater abun- 
dance of vari-colored precious stones this 
year. Many are adorned with clusters of 
mixed diamonds, rubies, sapphires and 
emeralds set in burst-of-fireworks effect 
against gold and platinum. 
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Women’s self-winding watches—hereto- 
fore mostly confined to sports and daytime 
wear—appear widely as chic evening mod- 
els. And, for the first time, automatic and 
shock-resistant movements are cased in 
water-resistant, diamond and platinum 
watches. Also, women’s calendar watches 
have been adapted to stylish small square 
cases. Purse and belt watches have been 
given new versatility: they convert into 
night stand timepieces merely by flipping 
an easel on the back. 





Drawing Makes Pretty Picture 


Three “extravagant” prizes of Inter- 
national Silver products (with a total re- 
tail value of well over $1000) were awarded, 
by drawings, to retailers attending the 
International exhibit at the Jewelry Fair 
held in Chicago in conjunction with the 
convention of the National Jewelers 
Association. 
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Here, we see Craig Munson, Jr., of the 
Holmes & Edwards Division, holding a bowl 
full of coupons from which one of the at- 
tractive guests has just drawn the name of 
the winner of one of the three daily prizes. 

















EVENING COURSES 
FOR ADULTS 
EITHER WITH OR 
WITHOUT CREDIT 


Fundamentals of 
Gemology 


Properties of gem materials, their 
influence on the value of gems 
and their use in identification 
of gems and gem _ substitutes. 
Gem testing instruments and their 
use in gem identification. Char- 
acteristics of synthetic gems and 
other gem substitutes and the 
means of distinguishing them 
from natural gems. Laboratory 
practice in the use of modern 
gem setting instruments. 


Mondays 7-9:50 
beginning Sept. 28, 1953 


Systematic Gemology 


Formation, occurrence, and geo- 
graphic distribution of natural 
gem materials. Factors affecting 
the value of each as a gem. 
Chemical, physical, and optical 
properties of the various gem 
materials emphasizing those use- 
ful in distinguishing the natural 
gems from each other and from 
synthetics, imitations, and other 
artificial substitutes. Laboratory 
practice in the identification of 
natural gemstones, synthetics and 
other gem substitutes through the 
use of scientific gem testing in- 
struments. 


Mondays 7-9:50 
beginning Feb. 8, 1954 


Professor Ralph J. Holmes and assistant 
Send for Bulletin GS-30 


Registration September 18 
through September 23, 1953; 
Jan. 29 through Feb. 2, 1954. 
10 am. to 8 p.m. Saturday 
9 a.m. to Noon. Low Memorial 
Library, 116th Street between 
Broadway and Amsterdam 
Avenue, New York 27. 





COLUMBIA 
UNIVERSITY 
School of General Studtes 
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@’ SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicage 3, Ulinels 


This is Our Only Location 














FORGET SOMETHING? 


What about that 
SECU RITY- 
Mainspring or- 
der you were 
sending to your 
jobber? Better 


do it today. And 
remember, be 
sure you order 
‘*‘SECURITY.’’ 


ORDER FROM YOUR JOBBER TODAY! 


THE NEWALL MEFG. CO. . 
CHICAGO ILLINOIS 











WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


668 Metrepolitan Bidg., Detroit 26, Mich. 
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q The trade was saddened by news of the 
death of Otto E. Strohm, 75, on July 8. 
Before his retirement, Mr. Strohm operated 
a jewelry store at 29 E. Madison St. He 
is survived by his widow, a son and two 
daughters. 

q Condolences were also extended to the 
family of Andrew D. Strauss, 65. jewelry 
salesman, who passed away on July 24. 
Mr. Strauss resided at 3420 Lake Shore 
Drive and is survived by his widow, five 
sisters and a brother. 

@ The many friends of Mr. and Mrs. Al 
Greene, Longines-Wittnauer representative 
here, grieved with her family in the recent 
passing of Mrs. Greene on June 21. Be- 
tween four and five hundred dear friends 
and relatives attended services to pay their 
last respects. Mrs. Greene had been ill for 
several years and had been in the hospital 
since last November. Surviving are her 
husband, Al, and two daughters: Mrs. 
Marian (Al) Lober, whose husband is 
with the Greenwald Jewelry Store, New 
York City; and Mrs. Rosalyn (Adolph) 
Gundee. Mr. Gundee is with Longines- 
Wittnauer here. 

q Pakula & Co., 5 N. Wabash Ave., has 
announced the appointment of Richard 
First as advertising manager and Howard 
Ucko to represent the firm in the Ohio 
territory. 

q William Thompson, formerly with Elgin 
American and Gotham Watch Co., became 
manufacturers’ representative for Linard 
Jewelry Corp. and Kotler & Kopit, Inc., 
with offices at 4322 West School St. Mr. 
Thompson will in no way take the place 
of Al Kotlerewho also represents his firm 
here, but will supplement or augment him. 
q Congratulations are in order for Emil 
Pick who celebrated his 70th year with 
Hammel, Riglander & Co., Heyworth 
Building, during August. 

q M. M. Schur, president of Van Schyndle, 
Inc., 36 S. State St., announced the ap- 
pointment of three additional salesmen: 
Ed Kuicka will cover Illinois; Harry 
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Eastman, of Milwaukee, will cover Wig. 
consin, and J. C. Wilson, of Oklahoma 
City, will cover Oklahoma and Kansas, 
q Among the summer vacationers wa; 
Jack Montgomery of M. A. Mead & Co, 
109 N. Wabash Ave. Mr. Montgomery 
spent two weeks at his cottage in Pent. 
water, Mich. 

q Twenty-five years of service with Fred. 
erick M. Gottlieb & Co. were observed 
July 2 by Joseph Shulman. Although Joe 
came to Mr. Gottlieb just out of high 
school in 1928, it took him only a short 
time to gain an expert knowledge of 
diamonds and he soon became Mr. Gott. 
lieb’s assistant in assorting the many im. 
portations from Europe. Today he is 
one of the top salesmen in the Chicago 
territory and his pleasant and _ sincere 
manner has gained him numerous friends, 
On the occasion of his anniversary, the 
firm presented him with a sterling silver 
coffee set and tray. 

q Willam Hurlbutt has replaced Edwin 
P. Schultz at James H. Napier & Co., 36 
S. State St. Mr. Schultz is ‘no longer with 
the firm, but has joined O’Conner & 
Assoc., a giftwares house here in Chicago. 
q Richard W. Duda was elected recently 
to the board of directors of the Williams 
Jewelry & Mfg. Co., 10 S. Wabash Ave, 
thereby replacing Paul Williams who re- 
cently retired from the firm. Clarence J. 
Williams, although he had supposedly re- 
tired from the firm, declared that he was 
back in harness again during the current 
busy spell. Mrs. Clarence J. Williams 
was reported back home after 12 weeks, 
and was recovering from her recent ill- 
ness. Tex Williams of the firm spent his 
vacation fishing in Wisconsin. 

q Sieg Gottlieb, of Frederick M. Gottlieb 
& Co., planned to leave about the middle 
of August for Europe by plane. His wife 
planned to accompany him. They were 
to visit Sieg’s birthplace in Germany, 
proceed to Switzerland and Italy, and 
from there fly to Amsterdam and Antwerp 























The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE - CHICAGO 3, IIL. 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Grat. 























CJA'‘s 31st Golf Tournament 
Draws Record-Breaking Crowd 


A record attendance of 250 attended 
the 3lst annual golf tournament of the 
Chicago Jewelers Association at the Elm- 
hurst Country Club on July 14. 

Two hundred golfers participated in the 
tournament in which Ernie Simmons was 
low gross winner for members with a 79 
and Saul Cogan, with 84-16-68, was low 
net winner for members. Art Hoff, well 
known amateur tournament player, and 
Temmy O’Connell shared low gross for 
guests with 69, three under par. Low net 
for guests was Richard Sher with 82-11-71. 

Other low gross players were: William 
Swartchild, Mead Montgomery, James G. 
Shennan, O. Starke, and R. S. Hulbert. 
Other low net winners included: H. Sher, 
D. Gottlieb, D. Kousmanoff, G. Fraker, 





Al Wahlen, A. Panitch, and G. Bockman. 

Many other prizes were won by both 
guests and members and a wonderful time 
was had by all. The chairman of the golf 
committee, which did such a marvelous 
job, was Albert H. Greene. However, due 
to the recent death of his wife, Mr. 
Greene was not able to attend but sent 2 
very nice wire which was read by Al. 
Lauschke, acting co-chairman, from the 
speakers’ table. 


—————__, 
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SPECIAL | JEWELRY 
ORDERS — DG .. REPAIRING 


WENDELL 


33 N.WABASH AVE.CHICAG 
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ELGIN AMERICAN SALESMEN MEET IN 


CHICAGO 


3 
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Elgin American executives and representatives are shown here at one session of the firm's 


recent sales meeting at the Edgewater Beach Hotel, Chicago. 


Elgin American disclosed its fall and 
Christmas promotional plans at a recent 
sales meeting in Chicago at the Edgewater 
Beach Hotel, according to Allen B. Gell- 
man, president. 

Ralph Destino, general sales manager, 
conducted the meeting and announced de- 
tails of eight new promotions on featured 
items. Among the new items were signet 
compacts, new carryalls, musical compacts 
and carryalls, hand-painted compacts, a 
greeting compact promotion, mirror-lip- 
sticks, lite-o-matics, and sea spun magic 





pearls. In addition, many other new de- 
signs were shown in the regular line of 
fashion accessories. 

Highlight of the meeting was the presen- 
tation of the new Elgin American auto- 


matic pocket lighter, the Featherlite. Com- 


pletely new in design and style, it will be 
delivered this fall in time for Christmas 
gift selling. 

Each promotion has its own consumer 
advertising, free displays and other dealer 
alds. 





to do some purchasing at the firm’s offices. 
Before flying home the end of September, 
they planned to visit Paris for a few 
days. 

q Mr. and Mrs. Rudy Samuels of Stein 
& Ellbogen Co., were planning a trip 
during August to Colorado to acquaint 
Linda, 13, Tucker, 11, and Marjorie, 8, 
with some of the wonderful sights of 
our country, including Grand Lake and 
the Rocky Mountain National Park. In 
Denver, they planned to visit the Mint. 
A very educational as well as enjoyable 
trip. Arthur Kuhfuss of the diamond de- 
partment, and his family, vacationed dur- 
ing August at Powers Lake, Wis. Miss 
Lena Ginsberg, in charge of Bluebird 
Pearls for the company, left in August 
for a month and a half tour of Europe. 
q F. H. Noble & Co. announced that 
their factory at 559 W. 59th St. was 
closed from July 17 to August 3 for 
vacations. Frank Spears planned to spend 
his September vacation in Salt Lake City 
visiting his son who is there as district 
engineer with the Portland Cement Ass’n. 
Vic Morton, controller and vice president 
of the firm, and Dewey Conover, sales 
manager, were spending their vacation 
fishing in Northern Wisconsin. They 
should catch many good tales and, we 
hope, some fish. Larry Leach, manager 
of the box department, who recently moved 
his family from Massachusetts to La 
Grange, Ill., was also vacationing. Other 
vacationeers were Fred Schaeper of the 
trophy department and Ray Rushton. Ray 
had a wonderful time in the Ozark 
Mountains. 

q The offices of F. H. Noble & Co. at 
29 E. Madison St. resounded early in 
August with Indian war whoops and folk 
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songs as a result of Mildred Cook’s re- 
cent two-week vacation among the Indians 
on the Flambeau Reservation in Northern 
Wisconsin. Miss Cook, whose purpose 
was to study the Indians’ folk lore, songs 
and customs, reported she had a very 
enjoyable as well as educational sojourn 
on the Reservation. 

q A new trophy catalogue has been issued 
by F. H. Noble & Co., 29 E. Madison St. 
The firm has also embarked upon a help- 
ful advertising campaign for jobbers in 
tools and materials. They are printing 
circulars on miscellaneous findings and 
will imprint them with the jobber’s firm 
name and address for mailing to customers. 





CORONATION MEMENTOS 
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William H. Schwanke (left), president of 
the Schwanke-Kasten Co., Inc., Milwaukee 
jewelers, presents souvenirs from the coro- 
nation of Queen Elizabeth II of England 
to Will C. McKern, director of the Mil- 
waukee Public Museum. The souvenirs in- 
cluded miniatures of the coronation throne, 
the sword of justice and the spoon used in 
anointing the Queen. This is one of only 
twelve such sets in America. 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 








818 LIBERTY AVE. PITTSBURGH 











Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 

















WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tll. 
Students may enroll at any time of the year 














CENTRAL WATCH CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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than ordinary wor 


BECKER-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI . DALLAS 

















SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 

















SCHWAB helps w, 


Retailer Soe. 


Exclusive Franchise Plan available to one 

ethical retailer in a community. It offers 

EXCLUSIVE BRAND NAME merchandise 

# backed by NATIONAL ADVERTISING. 

Displays, Newspaper Mats, Radio Com- 

mercials, Window Cards, and dozens of 

other Sales Helps FREE! Write Today 
for Details and Available Territories. 

& SONS 


A.G.SCHWAB *.x. 


229 E. Sixth St., Cincinnati 2, Ohio 

















Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS sINcCB 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division ef Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1953 Catalogue 
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q Final arrangements had been completed 
at this writing for the annual convention 
of the Ohio Retail Jewelers Association 
on September 6-8 in Hotel Netherland 
Plaza here. All display booths were sold 
well in advance, and a record attendance 
was indicated by the advance room reser- 
vations from retailers in a half dozen states 
in this area. 

q Late summer vacationers included Her- 
man Schenker, president of Western Tray 
& Case Co., 427 Plum St.; Ken Matsumoto, 
manufacturer of jewelers’ displays, 1109 
Main St., who was in Michigan with his 
family and also attended the Shrine con- 
vention in New York City; Robert Faigle 
of Faigle Brothers, manufacturers, 528 
Walnut St., in the Smoky Mountains; 
Jules Kassel of the Kaufman-Kassel Co., 
manufacturers, 434 Elm St., in St. Peters- 
burg, Fla.; N. J. Mecklenborg of Mecklen- 
borg & Gerhardt, manufacturers, 811 Race 
St., to Miami Beach, Fla.; John Schira, 
Jr., of Schira Brothers, manufacturers, 
530 Walnut St., to Denver, Colo.; Elmer 
Albers of Albers & Hanekamp, Inc., manu- 
facturers, 7 E. Fifth St., to Detroit and 
Cleveland; Robert Thompson of Thompson 
& Vogel, manufacturers, 606 Vine St.; 
Charles Hummel and Robert Herbers, 
salesman for the Gerwe Brown Co., whole- 
salers, 817 Main St.; Gus Kuhnhein, sales- 
man for D. Jacobs Sons Co., wholesalers, 
325 East Central Parkway; Michael Guzy, 
salesman for Haberman Sales Co., whole- 
salers, 104 W. Fourth St.; George Magly, 
salesman for the Wallenstein-Mayer Co., 
wholesalers, 31 E. Fourth St.; and Don 
Moore, retailer, 435 Main St. 

q Among local retailers who attended the 
National Jewelers Association convention 
in Chicago were Henry Schulz, Albert 
Levinson and Charles Richter. The latter 
also attended the American National Retail 
Jewelers convention in New York City. 

q Thompson & Vogel, manufacturers at 
606 Vine St., now have all their window 
screens in place, after a carat diamond 
being polished popped out of the vise 
and landed on the street several floors 
below. After a two-hour search, the stone 
was found untouched, although hundreds 
of city buses, other cars and pedestrians 
pass the busy location hourly. 

q Among those making early fall selling 
trips are A. F. Gerhardt of Faigle Brothers, 
manufacturers, 528 Walnut St.;: Oren C. 
Hohneck and Harold B. Cohen of the 
Kaufman-Kassel Co., manufacturers, 434 
Elm St.; Robert Hainline, Ray Eibel and 
R. J. Drinkwine of the Klein Brothers Co.., 
wholesalers, 626 Vine St., and Joseph Faigle 
of Joseph Faigle & Sons, manufacturers, 
2219 Ouebec Ave. 

q Carl B. Olseene of Richmond Beach, 
Wash., is a new salesman in Washington 
and Oregon for the B. David Co., manu- 
facturers, 2508 Vine St., and Joseph God- 
sey, Jr., of Bristol, Tenn., is a new sales- 
man for S. Silverman Co.., Inc., wholesalers, 
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809 Walnut St., covering Kentucky ang 
Tennessee territory. 

q Charles Richter, retailer at Sixth & Main 
Sts., who sponsors a popular square dance 
program over a local TV station, attended 
a square dance convention in Monterey, 
Calif., in late June. His tall, blonde and 
very pretty entry in the annual bathing 
beauty contest of the Sixth Street Business 
Men’s Club at nearby Coney Island, was 
third-place winner among 37 participants, 
William Snook, a Richter salesman, has 
resigned to live in California. 

q Maury Solomon, salesman for D. Jacobs 
Sons Co., and C. E. Haberman of the 
Haberman Sales Co. attended the Indiana 
Jewelers Association convention at French 
Lick. Mr. and Mrs. Haberman also showed 
their fall lines to retailers in the Louis. 
ville, Ky., area. 

q Henry Schulz, who has been associated 
with Motch the Jeweler in suburban Coy- 
ington, Ky., for 28 years, has opened his 
own retail store at 621 Madison Ave,, 
Covington, with his son, Henry Schulz, 
Jr. James Goode, formerly with the Spen- 
cer Jewelry Co., Dayton, O., succeeds Mr. 
Schultz as the Motch store manager. 

q When Michael Dunn of Ashland, Mass,, 


sales manager for the Telecron Corp., be- 





Diversified Program Planned 
For Ohio RJA Convention 


Retail jewelers from eight states are 
expected to attend the annual convention 
of the Ohio Retail Jewelers Association, 
according to Howard Evans, president of 
the organization. He stated that enthu- 
siasm for the event is running high around 
Cincinnati and that great numbers of 
jewelers from Indiana, Kentucky, Ten- 
nessee, West Virginia, Michigan, western 
Pennsylvania and western North Carolina 
are planning to attend the three-day event. 
The convention will be held September 6 
to 8 at the Netherland Plaza Hotel, Cin- 
cinnati. 

According to Mr. Evans, the convention 
program that has been arranged will at- 
tract wide attention. A subject of vital 
importance to retail jewelers will be dis- 
cussed at every convention session. 

One convention highlight will be a 
demonstration of window and store trim- 
ming that will actually show through the 
use of a model window, the correct color 
combinations and designs that attract 
most attention in the various seasons of 
the year. 

A program of entertainment for the 
wives and children of jewelers attending 
the convention has been arranged by a 
committee under the chairmanship of Mrs. 
Jane Kampf (Kampf Jewelry, Cincinnati). 
In addition, the Cincinnati Wholesale and 
Manufacturing Jewelers Association has 
invited those attending the convention to 
a cocktail party Monday evening preceding 
the annual banquet. 
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came ill while attending a sales meeting 
here in late July, Charles Fabso, district 
sales representative, filled in capably. 

q David Shaw, salesman for Geo. H. New- 
stedt & Co., retailers, who suffered a 
broken leg more than six months ago, is 
reported to be well on the road to com- 
plete recovery. . 
q William Schutte, with the Wallenstein- 
Mayer Co., wholesalers, for 40 years, and 
for many years head of the clock depart- 
ment, has resigned. Andrew Zinn, another 
long-time employee, has assumed Mr. 
Schutte’s position. 

q Julius D. Jacobs, Jr., of the D. Jacobs 
Sons Co., wholesalers, is again suffering 
from a back injury he sustained more 
than a year ago in a traffic accident. 

4 George E. Brown of the Gerwe Brown 
Co., wholesalers, accompanied William 
Owens, a company salesman, to the South- 
ern Jewelry Show in Atlanta, Ga. 

q All directors and officers of the Gruen 
Watch Co. were reelected at annual stock- 
holders’ and directors’ meetings here in 
late July. 

4 Mrs. Esther Hirshfield, 87, mother of 
Arthur Hirshfield, secretary of the D. 
Jacobs Sons Co., died recently. 

q Mrs. Margaret Schultz, 78, mother of 
Chris Schultz, shipping clerk for the 
Gerwe Brown Co., died July 29. 

q Fred Lounsbury, assistant sales man- 
ager for Oneida Ltd., was a_ business 
visitor here in late July. 

q The Victor Corp., located for many 
years in the Enquirer Building, has moved 
to 205 E. Sixth St., where it is occupying 
more than three times the floor space in 
the former location. Increasing demands 
for jewelry manufactured by the firm made 
the larger quarters necessary, President 
Victor Youkilis said. 





q Clarence Loeb of Litwin & Sons, Inc., 
reports that Thomas Keers, retailer of 
Paris, Ill., and president last year of the 
Illinois Retail Jewelers Association, re- 
cently enjoyed a long-deferred vacation in 
the west. 





Hess Jewelry Department 
Now Under Store Management 


Hess Brothers, department store in 
Allentown, Pa., has taken over the active 
management of its jewelry department 
which was previously leased and operated 
by Finlay Straus. The company claims 
this operational change makes it one of 
the comparatively few department stores 
operating its own jewelry department. 


JOSEPH ZAIA 


Jewelry 
Buyer 
for Hess 
Brothers, 
Allentown, 
Pa. 





Max Hess, Jr., store president, stated 
that the move was prompted by the man- 
agement’s belief that it could do a more 
comprehensive selling job in this depart- 
ment than under a leased arrangement. 

The new department will be under the 
direct supervision of Roy J. Hertz, mer- 
chandising manager for the section. Joseph 
Zaia will be buyer for the department. 
Hess said the department will continue 
to handle diamonds, antique jewelry, and 
other types of fashion jewelry. 
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Bruner-Ritter salesmen from all sections 
of the United States, as well as represen- 
tatives selling in the world market, re- 
cently attended a three-day sales meeting. 

Plans for an extensive magazine adver- 
tising program, commencing this fall, were 
outlined at the sales convention by Marvin 
J. Bruner, vice president in charge of 
sales. He stated that this ad campaign on 


FOR SEPTEMBER, 1953 











Sales representatives and executives of Bruner-Ritter, Inc., shown above, discussed plans 
for the coming season at a recent three-day sales convention. 


Bretton watch bands, and featuring new 
Bretton merchandising innovations, will be 
spearheaded by full-page, full-color ads in 
Life, Look and The Saturday Evening 
Post. The campaign theme will emphasize 
Bretton Beauty and Fluid-Spring construc- 
tion, as well as the exclusive Night-Time 
Stand, which is given free with every 
Bretton de luxe band. 





Announcing 


SUBSTANTIAL 
PRICE 


REDUCTION !! 
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WITHOUT BASE 


5/2" x 11" GLASS DOMES for 


Covering CLOCKS—Now Only 
$2.50 each Wholesale. Packed 


individually in specially designed 
cartons suitable for mailing. 


CRYSTAL GLASS TUBE 
& CYLINDER COMPANY 


7317 SOUTH CHICAGO AVE. 
CHICAGO 19, ILLINOIS 




















For Fast Dependable 
Economical 


WATCH REPAIRING 


Send your work fo 





Cooper's Watch Repair Co. 


48 West 48 Street, New York 36, N. Y. 
PLaza 7-1740 
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“The House of Friendly Service” 


WATCH MATERIALS AND 
JEWELERS’ SUPPLIES 


First & Washington, Springfield, lil. 
ASK FOR “FAMOUS BRANDS BOOK" 


FREE counter sates 2oox 
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From NOW 

til CHRISTMAS— 
keep ANGELS 

IN YOUR STORE! 


Good customers are 
angels in your life, 
and al/ the girls will 
want to wear an 
"*ANGEL ON MY 
SHOULDER." Sculp- 
tured by WESTON, as pendant or broach 
(please specify): Sterling, $7.50; G.P. on Ster- 
ling, $9.00; 14K Gold, $90.00 (Keystone). Order 
today from 


The BROTHERS CO. 


1707 Berkeley St., Santa Monica, Calif. 
































“DESERTGEM" 
Y 
Jewelry ; 
by Paul Klepa 


The multicolor asst. gems on this bracelet are 
FREE FORM genuine semi-precious nuggets in 
natural shapes, polished and assembled in this 


new smart jewelry line. G.P. $7.00, 12/20 G.F. 
$9.00, 14K Gold $29.00 Keystone. Write for 
complete tolder. 


PAUL KLEPA 
8415 W. 3rd St. Hollywood 48, Calif. 
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+ importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 


149 Fifth Ave. New Yerk 10, N. Y. 
AL. 4-0104 


EDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 





EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 


MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 



















q Norman Goodman & Co., wholesale 
jewelers, have moved to new and larger 
quarters in Room 500, 315 W. 5th St., Los 
Angeles. The company, which features the 
Alton watch line, specializes in watches 
and watch accessories. 

¢ Offices in the Metropolitan Building, 315 
W. 5th St., Los Angeles, are being shared 
by Ann Kingsley, who has a jewelry repair 
shop, and Stephen Brown and Joseph 
Zoller, whose firm name is Metropolitan 
Jewelry Distributors. Mr. Brown is a 
watchmaker, while Mr. Zoller is a dealer 
in diamonds. 

q Samuel D. Pereira is no longer associ- 
ated with the John B. Machado Co., jewel- 
ers and silversmiths at 631 I St., Los 
Banos, Calif. John B. Machado has pur- 
chased Mr. Pereira’s interest in the firm 
and is now sole owner and manager. 
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q Daniel’s Jewelry Co., which has been Jo. 
cated for the past 25 years at 9 East Cop. 
gress St., Tucson, Ariz., is now in tempo. 
rary quarters at 45 South Stone Ave. The 
firm plans to move into its new, perma: 
nent quarters at 21 East Congress St. op 
December 1. Owner of Daniel’s is Elmer 
Present who has other jewelry stores jn 
Phoenix, Yuma and Mesa, Ariz. Mr. Pres. 
ent’s son, Paul, manages the Tucson store, 
q The Leonard Klein Co., wholesale jewel. 
ers, recently moved to larger quarters in 
suite 309, 424 S. Broadway, Los Angeles, 
The company features its own “Klen-line” 
of merchandise. 

q Formerly located at 606 E. 4th St., Long 
Beach, Calif., Norman Siegel has moved 
to a new location in the city of Norwalk, 
Calif. Address of the store is now 11948 
Studebaker Road. 





California Jewelers’ Group 
Undertakes Ambitious Program 


The Jewelers 24 Karat Club of Southern 
California is launching the most ambitious 
undertaking in the club’s history with the 
inauguration of a public relations work- 
shop, consisting of five monthly meetings 
to be held in September, November, Janu- 
ary, February and March. 

A 16-page brochure, setting forth the 
workshop program in detail, will invite all 
members of the jewelry industry in this 
area, both members and non-members of 
the club, to the series of meetings. The 
brochure was scheduled to be mailed out 
early in August. 

Each of the five meetings is designed 
to treat a different aspect of public rela- 
tions as applied to the jewelry industry. 
A different speaker will head each meet- 
ing, all the speakers being experts in their 
fields. 

While the retailer’s operation will be 
stressed, the meetings are expected to 
prove valuable to manufacturers, whole- 
salers and representatives. 

The first workshop meeting is scheduled 
for Tuesday, September 16, 1953, at the 
Elks Temple, Los Angeles. Subject of this 
meeting will be public relations—back- 
ground and method, and an outstanding 
public relations consultant, William 
Bender, will speak. 

Second of the five meetings will be held 
Tuesday, November 10, at the Elks Tem- 
ple. Subject of the meeting will be store 
personality—public relations in advertising, 
window display and publicity. C. O. Davis, 
display promotion manager of the Los 
Angeles Examiner, will speak on the sub- 
ject of advertising, while Morton D. 
Pelzner of San Francisco will discuss win- 
dow display. Robert Svensson, advertising 
and publicity manager of Harris and 
Frank stores in Los Angeles, will talk on 





publicity. 


No speakers have been selected for the 
last three meetings of the workshop which 
will be held in 1954. Subject of the Janu- 
ary meeting will be public relations in 
economics. In February, inventory control 
and its relation to public relations will be 
discussed, and in March the subject will 
be public relations and selling techniques. 

It is expected that many hundreds of 
local jewelers and others associated with 
the industry will avail themselves of this 
opportunity to learn the importance and 
techniques of sound public relations, and 
that the workshop will prove to be an out- 
standing service, not only to the members 
of the 24 Karat Club, but to the jewelry 
industry as a whole. 





Over 300 Jewelers and Guests 
Attend Gala Pasadena Picnic 


The third annual picnic held by the 
Jewelers 24 Karat Club of Southern Cali- 
fornia on Sunday, August 9, at Brookside 
Park, Pasadena, was hailed by the more 
than three hundred members, guests and 
friends in attendance as the gala affair of 
the summer season. 

Featuring a big one hour and a half 
professional show and an “amateur hour” 
put on by the talented small fry present, 
the day was replete with games, races, 
contests and stunts, including a thrilling 
baseball game between the wholesalers 
nine, captained by Eddie Endman of 
Pacific Jewelers Supply Co. and the re- 











HALLCRAFT 
Americas Fastest Setlis 


Dinneware Te” 

— Illustrated Literature Available — 
MIDHURST CHINA CO. 
225 FIFTH AVE. © NEW YORK 3, N. Y. 
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September 

6-8—Ohio Retail Jewelers Association, 
Annual Convention, Netherland Plaza Ho- 
tel, Cincinnati, Ohio. 

6-10—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

6-10—Detroit Gift Show, Statler and 
Sheraton-Cadillac Hotels, Detroit, Mich. 

6-11—Dallas Gift Show, Baker Hotel 
and Santa Fe Building, Dallas, Texas. 

6-11— Dallas Merchandise Mart Gift 
Show, Dallas Merchandise Mart, Dallas, 
Texas. 

13-14—West Virginia Retail Jewelers 
Association. Annual Convention, Hotel 
Frederick. Huntington, W. Va. 

13-15—Michigan Retail Jewelers Asso- 
ciation, Annual Convention, Park Place 
Hotel, Traverse City, Mich. 

13-16—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 








13-i6—St. Louis Gift Show, Statler Hotel, 
St. Louis, Mo. 

13-17—Parker House Gift Show, Parker 
House, Boston, Mass. 

14-18—Boston Gift Show, Hotel Statler, 
Boston, Mass. , 

2U—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

20-23—Denver Gift & Jewelry Show, Ho- 
tel Albany, Denver, Colo. 

20-23—Miami Gift & Lamp Show, McAI- 
ister Hotel, Miami, Fla. 

20-23—Northwest Gift, Art & Housewares 
Show, Radisson Hotel, Minneapolis, Minn. 

20-23—-Cincinnati Gift Show, Nether- 
land Plaza Hotel, Cincinnati, Ohio. 

27-28—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des 
Moines, Des Moines, Iowa. 

27-30—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 


October 


14—Greater Washington Retail Jewelers 
Association, Sixth Annual Banquet, Shore- 
ham Hotel, Washington, D. C. 

25—Executive Board of Retail Jewelers 
Associations of Greater New York and 
Westchester, Annual Banquet, Hotel Astor, 
New York. 





tailers, captained by Hy Schwartz. The 
wholesalers won the game by a score of 
12 to 8, a home run with bases loaded 
clinching the victory. 

The big day officially got under way at 
11 A.M. From then on, there was never 
a dull moment as a festively-attired clown 
greeted big kids and little, helping to hand 
out balloons, hats and favors to the excited 
children. Jack Morris of Morris Jewelry 
was chairman of the games and races 
which followed, while J. B. Swartzburg 
and helpers ran a bingo game for those 
who preferred less strenuous exercise and 
amusement, 

Then Herman Siegel of Robbins Jewelers 
took over as master of ceremonies for the 
big two-part show, the first featuring such 
professional entertainment as the three 
Rudells, a comedy trampoline act, a juggler, 
a western style roping act and performing 
dogs, monkeys and ponies, and the second 
part starring some of the youngsters in 
impromptu entertainment. Bernice Fay, 
accordionist, provided the music. 

Scores of door prizes and gifts were 
given away in a drawing held at the con- 
clusion of the show. Among those who 
enjoyed the day-long festivities were a 
group of paraplegic veterans from the 
Veterans Hospital at Long Beach, Calif. 
These veterans are being aided in their 
rehabilitation by the 24 Karat Club which 
has been furnished them with materials 
and instruction to learn the art of watch 
repairing. According to hospital doctors. 
this program has not only helped the 
veterans while awav the long hours of the 
day, but is preparing them to take their 
place in society as full-fledged watch 
makers and jewelers. More than a dozen 
veterans were honored guests of the Club. 
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q Alfred Boas, jeweler in the Clark Build- 
ing, finds institutional advertising is equal- 
ly as important as word-of-mouth adver- 
tising. Through the use of both, he states, 
all profitable potentials are administered. 
q When a jeweler is located in a smaller 
town, reports Edward A. Wolf of B. 
Harton, jewelers at 534 Chartiers Ave., 
McKee’s Rocks, Pa., and that town is 
somewhat adjacent to other small towns, 
a jeweler’s work for community benefit 
is an excellent public relations medium. 
q Mrs. Morris Albeir is presently man- 
aging A. & G. Jewelry Co., 647 Liberty 
Ave. 

q Leon Adelsheim, jewelers in the Clark 
Building, occupies floor space in a show- 
room occupied by the jewelry firm of 
R. S. Robinson, Inc., which is managed 
by Mrs. Adelaide Holearn. 

q Alvin Lippard, owner of Alvin’s Jew- 
elers, 302 Diamond St., reports that per- 
sonal services associated with the jewelry 
field and peculiar to each individual bus- 
iness are one key to keeping ahead. His 
store, which was formerly situated at 330 
Diamond St., recently moved to its present 
location. 

q Mrs. Rebecca Bergman, mother of Jack 
and Morris Bergman, president and vice 
president respectively of the Pennwood 
Numechron Co., Pittsburgh manufacturers 
of electric numeral clocks, died last month 
following a heart attack. She was 75 
years old. In addition to Jack and 
Morris, Mrs. Bergman is survived by her 
husband, two other sons, two daughters 
and a sister. 











RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 









CASH ADVANCED BEFORE 
SALE FOR YOUR 
CONVENIENCE IF NEEDED 





Recent sales conducted 
for: 
Sherwood Jewelers 
Portsmouth, Va. 


Levinson's Jewelers 
Youngstown, Ohio 


Coalburn Jewelry Store 
Elkhart, Ind. 


Allen Jewelers 
Kingsport, Tenn. 


OVINGTON'S 
(Davis, Collamore) 
5th Avenue 

New York City 


No Sale Too Small 
No Sale Too Large 





| Entire Jewelry Stores 
Bought for CASH 





We have conducted sales for lead- 
ing Jewelers of America. Bank and 
Trade References supplied. 


Correspondence strictly confidential. 
Our successful methods of conduct 
ing sales have proved that when the 
auction is over you will have the 
good will of the people in your en- 
tire community, and your business 
will be permanently increased. 


WE WILL CALL ON YOU 
AT OUR OWN EXPENSE. 
PHONE US—REVERSE CHARGES 


LOUIS COLMES 
ROBERT BRILL 


AUCTIONEERS 


15 West 47th St., New York, WN. Y. 


Teil. Ja. 6-2334 
Alternate Tel. Lynbrook 3-8044 
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Jewelry Making 






For Tradesmen and Craitsmen 


Jewelry making is one of the oldest, most fascinating, and respectable of 


crafts. It is the purpose of this series of articles to present to both beginner 


and advanced craftsman, practical methods of making hand-made jewelry. 


Part I—Tools, Equipment and Supplies 


—_—— few and comparatively inex- 
pensive hand tools are required to do successful jewelry 
work (Fig. 1). Obtain as many tool catalogues from 
jewelry craft and supply firms as possible. A good source 
of supply firms is a local classified telephone directory or 
the classified ads in this magazine. It is good economy 
and safe practice to purchase a tool of high quality. 


BASIC TOOLS 


These tools are suggested for doing successful jewelry 
work. A thorough description of many of the tools will 
be found in subsequent chapters on processes. Jeweler’s 
saw frame, 214 in. or 4 in. depth; hand shear (Brown’s), 
6 in. for cutting solder; flat nose plier, smooth jaws, 
2 in.; round nose plier, 5 in.; divider, steel, 3 in.; ring 
clamp; scriber; riveting or ball peen hammer, 7 or 8 
ounce; files, Swiss pattern, 6 in. 0 and 2 cut, one each, 
hand, half round, three square; files, needle, 16 centimeter 
length, one set; ring mandrel, graduated; tweezer, 5 in., 
pointed; emery stick; and tweezer, cross lock type. 

It is impossible to list all the required tools, since many 
phases of jewelry work as engraving, stone setting, and 
casting require specialized tools; however, the following 
should be added as the need arises: pliers, forming; draw 
plates; B. and S. gauge; burnisher, curved or straight: 
engraving block; tinner’s hand shear; draw tongs; and 
reamers. 

The typical jeweler’s work bench has a tray to catch 
filings and small pieces of metal, a sliding arm rest and 
a bench pin. Any bench can be used; however, it is 
essential that the bench have a tray to catch filings for 
gold and platinum work. The better benches have a hard 
wood (usually maple) top and a sliding tray of gal- 
vanized iron. 

The jeweler’s bench should be as near to a window as 
possible. Northern exposure is preferred since the light 
is constant. Where possible. it is best to hang the solder- 
ing torch from a hook on the work bench so that it can 
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by MURRAY BOVIN 


be used while one remains seated. The flexible shaft 
snould be hung from a hook or wire above the bench 
for easy accessibility. It is best to use a low chair or stool 
(14 in. high) when working at the bench. 


POLISHING (Buffing) MACHINE 
Almost any electric motor can be converted into a 


bufing machine by attaching a tapered spindle. A double 
shafted 1/3 horse power motor is preferred for crafts- 
men. A variable speed motor with speeds up to 3600 
R.P.M. is desirable. Professional buffing machines should 
have suction dust collectors to safe-guard the health of 
the worker who uses the machine for extended periods. 
Lights in the dust pan are very desirable for better vision. 

A rolling mill is indispensable for professional work. 
Geared hand mills are available for schools and small 
shops, though powered mills are preferred in a production 
shop. Flat and square mill combinations are recom- 
mended, the flat for reducing the thickness of sheet metal, 
the square for forming square bars which can be flattened 
into strips or drawn into wire. Plain and tiffany ring 
rolls are also available. With a mill, filings and small 
pieces of metal can be melted and easily rolled into sheet 
or wire. 


JEWELER'S BALANCE 


The balance, or scale, is ideal for weighing gold and 
silver. If platinum and diamonds are to be weighed. 
more sensitive, glass enclosed balances are available that 
have a sensitivity of 1/200 of a carat. 

Other jewelry making equipment includes a_ bench 
shear for cutting metals up to 3/16 in. thick; bench vise, 


‘a 3 in. or larger jawed bench vise mounted on a utility 


bench can be used advantageously; a small jeweler’s 
anvil is handy for shaping and stretching bezel settings. 
Modern jewelers find the flexible shaft to be an indis- 
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“Tt bas returned three times its cost” 


MORE WATCHMASTERS 
have been sold and are be- 
ing sold than all other 
watch-timing machines com- 
bined. There must be a 
reason. There is! It’s the 


BEST 


American Time Products, Inc. 


580-5th Ave., New York 36 


Gentlemen: 


Without obligation, please ar- 
range a WatchMaster demon- 
stration at our bench so I can 
judge how much money it can 


make for me. 


DEMONSTRATION 
Name ae aa - 
Company ee 
Street_ 
City State - 





“I! have used other timing machines 


but a point-by-point comparison has 






convinced me that the WatchMaster is 
the Best’ 
—J. F. Huffman 
























And Mr. J. F. Huffman, Houston Watch Co., Houston, 
adds,—"‘I don’t think of the WatchMaster as a 
‘purchase’ but as an ‘investment,’ because I feel 
that through its help in saving time, turning out 
better work and increasing customer satisfaction, it 
has returned three times its cost.” 


AND OTHERS SAY THE— 





GREATEST VALUE IN THE LONG RUN 


PROVE IT YOURSELF WITH A "NO-COST" 







































FIG. I1—Essential hond tools used in jewelry making. |. Three square file. 2. Hand file. 3. Half- 
round file. 4. Needle files. 5. Cross-locking tweezer. 6. Tweezers. 





7. Engraving tools. 8. Spring 


gauge. 9. Scriber. 10. Brown's shears. 11. End nippers. 12. Flat nose plier. 13. Chain nose plier. 


14. Round-nose plier. 
mallet. 


pensable tool. 
etc. A small precision bench drill controlled by a foot 


rheostat is excellent for drilling small, accurately placed 
holes. 


It is used for drilling, setting, polishing, 


SOLDERING EQUIPMENT 


The purpose of soldering equipment is to provide a 
clean, hot flame quickly and inexpensively for rapid 
soldering. Since soldering is very important in jewelry 
work, the equipment should be selected carefully. When 
ordering a blowpipe or torch, specify the type of gas 
(natural or manufactured) available. 

For commercial jewelers gas and compressed oxygen 
is preferred for gold and platinum. Oxygen is purchased 
in a tank with a gas regulator. A special jeweler’s oxygen 
torch is required. 


15. Bernard flat nose plier. 
19. Ring mandrel. 20. Riveting hammer. 21. Ring clamp. 


16, Divider. 17. Jeweler's saw. 18. Rawhide 


As a rule, the soldering copper or the alcohol torch 
is rarely used or recommended for jewelry soldering. The 
copper cannot melt gold ar silver solder and with soft 
solder the results are unsatisfactory since too much solder 
can be seen. The alcohol torch is not very satisfactory 
since the flame cannot be regulated, alcohol is expensive, 
and too much time is wasted in the preheating process to 
make the torch work. 

Many different items such as charcoal blocks, acid, 
and liver of sulphur, are required. All items will be 
described individually in a later chapter. Below, however, 
is a list of some of the items that are used: liver of 
sulphur; sulphuric acid; charcoal block; pickle pan; 
binding wire; steel wool; asphaltum varnish; _ borax; 
pitch; shellac; alcohol; rouge, and pumice. 

(To Be Continued) 





Children Stop for Action Windows 


“Normally, children do not enter into the scheme of 
things in merchandising jewelry,” says Leonard Studer, 
of Studer Jewelry Co., Waco, Texas, “and except for a 
few purchases prompted by doting mothers or parents, 
who usually come along to begin with, we seldom have 
children inside the store. Nevertheless, we believe it good 
business to keep them clustered around our display win- 
dows, both because boys and girls tugging at their par- 
ents’ hands insure the adults get a look at what we have 
to offer on display, and secondly, because these young- 
sters, as they grow up, are bound to remember the store.” 

The medium by which Leonard and Clarence Studer, 


who operate this long-established Texas store, catch 
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youngsters’ interest is “action displays.” The store has 
a standing order with a California manufacturer to supply 
a new animated display every month, and the store's 
display department occasionally builds additional units 
so that displays can be changed, at times, as often as 
every two weeks. Motion displays usually tell some 
“action story,” such as a group of elves repairing 4 
gigantic watch, a diamond mine in full operation, a wed: 
ding scene with moving figures, or a group of smiths 
forging a teaspoon. 

The action display is always in the same window, neat 
the store entrance. With the display, some merchandise 
is shown so that adults brought to the window by chil- 
dren’s urging find something to hold their interest. 
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— Advert; , 
Extra traffic for you! ron tl 6, tt arm ce 


EVEN S, Sept. - 
ING POST, Sept. 12-1 bg SATURDAY 
r LITE, Oct, 5 


Telechron 15,000.00 


ELECTRIC CLOCK consumer CONTEST 








Customers must come fo your store 
for entry blanks! 


: EXCITEMENT 
_ Brings new CUSTOMERS to your clock department 

xtra sales, extra profit for you! 
Nene, E p y 





$18.26 profit on every assortment! 
Get into this money-making deal right now! Here’s all you do! 





1. Order this “contest” assortment—display well 



























> DORM 
: Suggested Retail 
Name Model Dealer Price Price* 
DORM 7H211 $2.59 $ 3.98 
ADVISOR 2H27 3.69 5.95 
BUTLER 2H41 4.93 7.95 
TIARA 7H185-L 4.93 7.95 
TRIBUTE 7H179 7.17 11.95 
ILLUMINETTE 7H197 6.19 9.98 
Totals $29.50 $47.16 
YOUR PROFIT $18.26 

















2. Set FREE colorful display card 
(containing entry blanks) right by your 
Telechron clock contest models! 














ASK YOUR DISTRIBUTOR TODAY for free display card, new catalog, new price list, tie-in mats, and complete contest details! 


SUGGESTED OR FAIR TRADE RETAIL PRICES PLUS TAX. PRICES AND SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE. 
TELECHRON !S A TRADEMARK FOR PRODUCTS OF TELECHRON DEPARTMENT, GENERAL ELECTRIC COMPANY, ASHLAND, MASS. 
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semen an HISTORY—I am searching for ma- 
terial on horological history, in a library that has 
files of old JEWELERS CIRCULAR-KEYSTONE, and 
would like to know of dates of articles on this subject. 
Also, I wish to know the chronology of designs of watches 
made by LeRoy of Paris, France. (Question No. 6279) 
A. S. 


Answer—The most important series of articles on 
horological history that have appeared in our columns 
during the past two decades or so, probably are the fol- 
lowing: 

Famous Horologists by Paul M. Chamberlain which 
appeared in issues during the year 1928. 

Development of the Escapement by Paul M. Chamber- 
lain, which appeared in issues during the year 1930. 

The Evolution of the Pendulum by Dr. D. W. Hering, 
in January and February issues in 1937. 

What Is My Old Watch Worth?, by John J. Bowman, 
in March, 1940 issue. 

Old Swiss-Made “English” Watches, by John J. Bow- 
man, in April, 1940. 

There have, of course, been frequent references to for- 
mer clock and watch makers in the replies to queries 
published in our Workshop Q. and A. department; but 
we do not have a complete index of these replies, classi- 
fied as to subjects; so cannot give you a list of these. 

As to the designs and types of decoration used on the 
watches made by the several generations of the LeRoys 
of Paris, as these generations covered a very long period, 
the styles adopted changed with the prevailing fashions; 
so there was no uniformity of product in this respect. 


preemie STAIN ON GOLD—How should I go 
about restoring the natural color of a gold ring 


that has been turned grayish-white by contact with mer- 
cury? (Question No. 6280) T. D. 


Answer—Restoring the yellow color of a gold ring 
that has become impregnated with mercury and turned 
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HOW SHALL I-? 


Wry Do Es _ , 


WORKSHOP 
QUESTIONS 
AND 

ANSWERS 








white can be easily done by simply heating the ring, over 
any source of heat that is smokeless, like an ‘alcohol lamp 
or bunsen gas burner. After the white color has disap- 
peared, lay the ring aside for a few hours. If it again be- 
comes white (from mercury working from the interior to 
the surface), heat it again; and repeat if necessary until 
the gold remains yellow for, say, 24 hours, which is proof 
that all the mercury has been driven out of the gold. 


OLDER FOR PEWTER—Could you give me for- 
mulae for solder and flux, and the method, for 
soldering pewter-ware? What was used in the times 
when pewter was a ware in everyday use? (Question 


No. 6281) E. P. 


Answer—tThe old time-tested solder for pewter is 
made of 3 parts (by weight) of tin, 4 parts of lead, and 
2 parts of bismuth. Either of the ordinary fluxes for soft 
soldering will do for this work: powdered rosin, or zinc 
chloride solution. The heat must be applied, of course, 
with a soldering iron—the heating tip of the tool being 
best made of copper. 


Ao FINISHING—I wish you would publish instruc- 
tions for acid-finishing gold jewelry. (Question 
No. 6282) L. B. 


Answer—A question of this nature should be 
answered with much more information than can be put 
into a letter of any reasonable length, because there 1s 
not just one way to finish one metal; but numerous ways 
to finish a variety of metals included in “gold jewelry.” 
So we suggest that you study the subject in its broadest 
sense, for which we recommend a book Jewelers’ Work- 
shop Practices by Leslie L. Linick which would be sent 
you postpaid for $6.00 remitted to Book Department, 
JEWELERS’ CIRCULAR-KEYSTONE, 100 East 42nd 
Street, New York 17, N. Y. In this book the information 
given includes necessary background knowledge of equip: 
ment, raw materials, etc., and the required knowledge of 





THE JEWELERS’ CIRCULAR-KEYSTONB 





aa" 


“They Pay For Themselves By Precious Metal Recovery” 


SAY THE USERS OF LEIMAN POLISHER-GRINDER-DUST COLLECTORS 


Leading jewelers. everywhere report ~ 
that the Leiman Polisher-Grinder-Dust | 
Collectors pay them a profit in two 
ways: 








By efficiently handling all day- 
to-day production requirements 








By the extra dividend of pre- 

cious metal recovery that 
steadily pays back the original low 
purchase price. 








The Leiman Polisher-Grinder, with 
3-in-1 Dust Collector system, keeps 
your air free from harmful dusts— 
and keeps on doing it. Machines are 
sturdily built to run free of vibration. 
They need little or no attention, run- 
ning for 15 years or longer with just ' 
occasional oiling or belt-tightening. : 











Write for free detailed bulletin showing 


MODEL L119. Needs only 18x 29 inches floor space. Runs  Vrious models and prices. No obligation. MODEL A. Needs only 2x4 foot floor space. Top produc- 
so quietly it can't be heard. Ideal for small shop, light tion machine for all classes of jewelry and small silver 


work or restricted space. Has 1/3 H.P. polishing motor for work. Accommodates two wheels or buffs up to 8”. Dust 
wheels or buffs up to 6"’. Also '/, H.P. interior motor, suc- INC hoods, with electric light sockets. Available with 1 H.P., 
tion fan and dust collector. Adjustable dust hoods have ey VU, 220 volt motor. Two dust collecting cabinets permits 
electric light sockets. Suction system may be used with iv) ‘Chistian Seredk.: Neamek A 04.3. separate collection of gold, platinum or other valuable 





your polishing motor. Plugs into standard 110 ve" wtlet. dust for recovery. 











GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 


A very fine new book of facts about B.T‘S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S, course, and will be mailed you, free: 
write for it. 

B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Wateh- 
maker tests of H.I. of A. 

Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 


Write for free book! Your Future and Our 
School— 


to BOWMAN TECHNICAL SCHOOL Illustrated are a few of the W.R.C. Coin Mountings 


Bowman Building, which you will want to stock to meet demands for 
Lancaster, Pa. mounting coins. 
Other Sizes Special To Fit. 


For Other W.R.C. Findings ORDER NOW from 
Look In Your W. R. Cobb Catalog. | your material jobber.. 


W.R. COBB CO. 


101 Sabin Street Providence, R. I. 


New York Office Chicago Office 
320 Fifth Avenue 29 East Madison Street 





@ for Charm Bracelets 
@ For Necklaces = 


9 — 50 Cents 


10 — 10 Dollar 

















John J. Bowman, 
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practical handling of chemicals for a great variety of gold 
finishes, without which one cannot hope for success in 
the work in which you are interested. 


ESTING PEARLS—I would like instructions for 
testing pearls to determine whether they are imita- 
tion, cultured or genuine pearls. (Question No. 6283) 


G. L. S. 


Answer—tThe background of this matter is the fact 
that pearls used in the commerce of the jewelry trade 
are: 1. natural pearls; 2. cultured or cultivated pearls; 
or 3. imitation or simulated pearls. The third category 
includes two types: a. the “Roman” type made of hollow 
glass spheres coated inside with pearl-laquer, then filled 
with wax, and b. the “indestructible” type, solid por- 
celain-like beads coated on the surface with pearl laquer. 
The laquers are likely to be a mixture of powdered, ir- 
ridescent fish scales and laquer. When dry, they have 
more or less the appearance of the surface of natural or 
cultured pearls. 

Now about judging and identifying types of pearls, it 
is true that one who perhaps has spent years in this 
specialty, handling and observing the peculiarities of 
many thousands of pearls of all kinds, is the “expert,” 
who may rely on his educated eye, more than any other, 
for forming his opinions. But probably what you wish 
is something you may use, far short of the long-time slow 
process of becoming an expert. For this, we suggest the 
following simple method: Take the bead you wish to 
identify between your front teeth, and bite it gently, 
moving it slightly while you hold it between the teeth. 
If the bead is imitation pearl of the indestructible type, 
it will feel like a hard wax as you give your teeth a little 
pressure on it; it will have no tendency to slip, between 
the teeth. If an imitation pearl of the Roman type, the 
teeth will not take hold of it; it is hard glass and will 
“slip” between the teeth. If of either fully natural, or of 
cultivated type, the pearl will not slip on your teeth, but 
will have a “stony” or gritty feel. But at this point, a 
need would arise of determining whether the bead is a 
fully natural pearl, or a cultivated pearl. Cultivated 
pearls are made by placing beads made of mother-of- 
pearl or shell inside of living oysters kept under water. 
The oyster deposits on the bead a coating of “nacre,” the 
substance of the natural pearl. This coating is of course 
much thinner than the nacreous body of the fully natural 
pearl, although the surface may have all of the beauty of 
the fully natural pearl. 

The means used by specialists in pearls to distinguish 
the natural from the cultivated are optical electrical in- 
struments or instruments which measure specific gravity 
with great accuracy. This equipment would hardly be 
suitable for use by the retail jeweler whose business in 
pearls is limited in volume. In a matter of this kind, we 
suggest sending the pearls for testing to any of the pearl 
specialists whose addresses may be found in the adver- 
tising pages of the JEWELERS’ CIRCULAR-KEY- 
STONE. 


OO pf__-,we4 TECHNIQUES—Ordinarily we 
have no difficulty in demagnetizing watches; but 
occasionally run across a balance, and sometimes a hair- 
spring, that is hard to demagnetize fully. In such cases, 
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is there any special method that should be followed? 
(Question No. 6284) W. R. 


Answer—As to balances, we suggest fastening the 
balance on a convenient-size wooden stick or piece of 
cardboard. Try an ordinary “pass” through the demag. 
netizer, with this, and if a test shows no demagnetizing 
effect, try it again, repeating if necessary, and varying 
the speed of passing. Vary also the point, after the work 
is out of the coil, at which the current is cut off; of 
course, testing the balance for magnetism each time. By 
experimenting this way, you should find eventually that 
the test shows negatively, the balance having been de. 
magnetized. 

With a hairspring, the trick is to do something that 
will keep the spring coils stationary and free from vibra- 
tions as the spring is passed through the demagnetizer 
coil. One way, is to lay a thin layer of absorbent cot- 
ton on a piece of cardboard or wood, lay the spring on 
this, lay another pad of cotton on top of the spring and 
bind the whole to the stick with Scotch tape or surgical 
adhesive tape. Pass this through the demagnetizer and 
test the results. Often this proves successful at the first 
try; but if not, repeat the passes, the same as suggested 
for a balance, until the spring is found free of magnetism. 


EWELRY CLEANING SOLUTION—Long ago, you 
gave me a formula for a jewelry-cleaning solution, 
used hot. It has been a long time since I made up the 
last batch of this, and I have lost the recipe. Please pub- 
lish it once more. (Question No. 6285 L. H.) 





Answer—Into 1 quart of water, put 2 ounces lump 
borax, 1 ounce of washing soda, and 1 ounce of castile 
soap cut into thin shavings; boil these together until all 
are dissolved. After partly cooling the liquid, pour it into 
a jug holding one gallon. Next add 5 fluid ounces of 
aqua ammonia; stir to mix thoroughly, and add enough 
more water to fill the jug, making a total quantity of one 
gallon of solution. In using it, pour enough into an 
enamelware or pyrex vessel to cover the work; bring to 
a boil, and scrub the work in the hot solution as soon as 
cool enough to handle. Rinse the work, preferably in 
very hot water, and dry in sawdust. If rinsed in cold 
water, next immerse the work in denatured alcohol, and 
dry in sawdust. 


ILING CYLINDER ESCAPEMENTS—Should the 
cylinder escapement be oiled, and if so, what is the 
best method for applying oil? (Question No. 6286) F. H. 


A nswer—Oiling the cylinder escapement is necessary 
in order to keep it going, let alone to keep time, as it is 
distinctly an escapement of the “frictional” type. The 
best way to oil this escapement is, after cleaning the watch 
and while the escapement is running, to apply oil with 
your ordinary watch-oiler by allowing the escape wheel 
teeth to touch a drop of oil on the oiler, so that the im- 
pulse planes on the teeth just touch the oil drop and re- 
ceive, each of them, a trace of oil which will be carried 
to the cylinder lips and fully distributed that way. It is 
important to avoid any surplus that would run down the 
upright “columns” that connect the impulse planes of 
the teeth with the horizontal part of the wheel. 
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Graceful Lady Elgin Display 
For "Devotion" Diamond Models 





Soft pastel colors are used for a delicately 
graceful display which holds five of Elgin 
National Watch Co.’s “Devotion” series of 
diamond watches. A quill pen, scroll and 
rosebuds emphasize the romantic theme. 
The tray is removable for direct counter 
display, and the recessed price tags are re- 
movable, to allow the jeweler to show 
whichever five of the 12 “Devotion” models 
he chooses. “Devotion” Lady Elgin dia- 
mond watches range in price from $100 
to $675. 


New Feature Lock Display 
Has Beauty Plus Information 





Feature Ring Co., Inc., in its newest 
display card designed for either counter 
or window, combines gracious bride-and- 
groom “atmosphere” with a maximum of 
product information on the Feature Lock 
interlocking feature. Two brides’ hands in 
the foreground show benefit derived from 
the special lock, while three inset draw- 


ings show clearly how the locking device 
works, 
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Emerald-Cut Settings For Round 
Stones Introduced By Baker 


A line of emerald-shaped settings of the 
“illusion” type, specifically designed to hold 
round diamonds, or other gems, has been 
introduced by Baker & Co., refiners of 
precious metals, Newark, N. J., and is avail- 
able to manufacturers of rings and other 
jewelry. The line, called Series 19, for 
which a patent application is pending, is 
available in three sizes to hold stones from 
eight points through 50 points, and is pro- 
duced in jewelry palladium, 10 per cent 
platinum, 14K white gold and, on request, 
in a palladium and yellow gold combination. 
A selling point is the illusion top, which 
greatly enhances the stone’s appearance of 
size, in addition to the combining of the 
favored emerald-cut setting with the popu- 
lar round brilliant-cut. 





Oak Leaves in Autumn Color for 
Reed & Barton's Fall Display 





Reed & Barton Silversmiths offers its 
“Oak Leaf’ autumn display, a cluster of 
colorful oak leaves and berries against a 
giant oak leaf background. The unit 
measures 21% inches long, 19 inches wide 
and 13 inches high. It is designed to hold 
from six to ten sterling patterns, with 
hollowware items at the dealer's discretion. 


Bradley Plastic Box Catalog 
Shows A Vast Assortment 


The latest catalog issued by Bradley In- 
dustries, 1660 North Damen Ave., Chicago, 
is said to represent the world’s largest as- 
sortment of rigid plastic boxes. The boxes, 
made of lustrous polystyrene in clear and 
a complete range of fast colors, come in a 
wide range of shapes and sizes. Illustrated 
are 110 stock mold styles, most of which 
are available in a range of sizes. 

The Bradley polystyrene boxes are de- 
signed for a variety of uses, from simple 
compartmented models ideal for storage 
of watch materials and small items to styles 
suitable for distinctive packaging of jew- 
elry, sets and small gift items. 





Kreisler Offers Display Units 
For New Merchandising Themes 





Shown is the display plaque for “Mardi 
Gras,” one of the eight new men’s jewelry 
promotions introduced by Kreisler for fall 
selling. Shown with the permanent display 
plaque is one of the new Kreisler boxes, 
said to rival those offered with the most 
expensive jewelry. The package for each 
promotion group bears the theme design 
and name of the promotion. 

There are nearly 100 new items in the 
completely revamped Kreisler line, in a 
wide range of designs from streamlined 
patterns to elaborate jewel-set ones. In 
addition to the “Mardi Gras” group, pro- 
motions are named: “Embassy; Saratoga; 
Sterling Silver; Tampico; Signet; Rajah; 
and Baronet.” 

Theme-setting display plaques are of 
gleaming satin, deep pile velvet, and 
leatherette, on a polished wood base, with 
easel back for counter use. 


McGraw Electric Co.'s Display 





By using three-dimensional techniques, 
McGraw Electric Co. manages to tell the 
complete story of the new Super DeLuxe 
Toastmaster with “Power-Action,” in this 
full-color counter display. The company 
says the new display is available at no 
cost to any dealer who writes and requests 
one. The McGraw Electric Company, 
Toastmaster Products Div., is in Elgin, Ill. 
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Keepsake Executive Visits 
Diamond Cutting Centers 





Roland B. Pond, gem expert and secre- 
tary of the A. H. Pond Co., Inc. (Keepsake 
Diamond Rings), is shown, second from 
right, inspecting operations in an Amster- 
dam diamond cutting plant during a re- 
cent visit to Amsterdam and Antwerp. 
He also visited Paris and Marseilles for a 
first-hand impression of current trends in 
the fashion industry. Mr. Pond, who flies 
to Europe regularly, predicted a healthy 
diamond market for the remainder of 1953, 
with generally stable prices. 

Looking on with the Keepsake executive 
is J. B. J. Laboyrie, Keepsake’s Amsterdam 
broker. 


Hamilton's TY Show 
Has “Top Ten" Rating 


Hamilton Watch Co.’s television show, 
“Your Jeweler’s Showcase,” won sixth place 
among the “best ten” in Billboard’s first 
annual TV Film Show Awards poll. The 
first five shows on the list were all com- 
paratively higher-budgeted shows. 

Hamilton’s agency is currently preparing 
filmed commercials for Hamilton and IIli- 
nois watches for use when the show re- 
turns to the air about the middle of Sep- 
tember. 


Bill Cini Discusses Jewelry 
On Providence TV Show 





The picture shows Bill Cini, of Guglielmo 
Cini, Inc. (Jewelry by Cini), Boston, dur- 
ing an interview with Olive Tinder, hostess 
of the “People Are Talking About” show 
on WJAR-TV, Channel 10, Providence. 
Cini is a designer of precious metal 
jewelry. His company’s latest line is a 
series of Zodiac signs in sterling silver pins, 
also available in 14-K gold. 
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J. R. Wood Reports Gain 
in Diamond Band Sales 
J. R. Wood & Sons, Inc., diamond and 


wedding ring manufacturing firm, reports 
that retail sales of diamond wedding rings 
were up 15 per cent during June, 1953, as 
compared with retail sales for the same 
period last year. 

J. R. Wood’s estimate is based on re- 
ceipts of registration stubs during June 
from 6,000 retail jewelers. The stubs, 
which are attached to the guarantee given 
each purchaser of a J. R. Wood “Artcarved” 
diamond ring, serve the company as an 
index of the rate of sales at retail level. 


Another Motion Display 
For Gemex Watchbands 





Expressing pleasure over the looks of 
the New Gemex motion display are William 
A. Swartman, left, sales manager of the 
Gemex Co., and Carl Lichtenfels, advertis- 
ing manager. They say the new display 
was designed in response to dealers’ en- 
thusiasm for the “Jumping Lamb” display 
Gemex introduced last spring. 

The new display shows a fox hopping 
around a post on which a sign announces: 
“No hunting ... after you’ve found Gemex 
fine watchbands.” The display is offered at 
no extra cost to dealers with a unit of six 
Gemex expansion bands. 


Telechron Fall Ad Campaign 
To Reach 50,000,000 Audience 


General Electric Co.’s Telechron electric 
clocks will be promoted by a full page or 
a spread, in full color, every week between 
late August and December 12. The media 
will be Life, Saturday Evening Post and 
Better Homes & Gardens. Unduplicated 
readership of more than 50 million is 
estimated for the campaign. 

The company claims local breakdowns of 
this circulation indicate that the reader- 
ship will exceed circulation of largest daily 
paper in many cities, and urges dealers 
to display Telechron national advertising 
to establish themselves as the local source 
of the advertised items. 

The theme of the campaign, “The best 
time to go by—modern electric time,” will 
be carried out by a series of suggested 
situations such as leaving for work, when 
knowing the time is important. GE esti- 
mates a potential market of 84 million 
electric clocks by building ownership to 
3 in every wired home. 





Universal Executives Discuss 
Plans for New Coffeemaker 





Holding one of the new Universal 10. 
cup automatic coffeemakers, S. G. Fisher, 
sales manager of the electric housewares 
division of Landers, Frary & Clark, dis. 
cusses the new Universal line with John 
Andrews, sales development manager. The 
Universal Coffeematic helped build the 
industry’s sales of coffeemakers to over 
$60,000,000. According to Fisher, the com- 
pany is out to get its share of the $700,000, 
000 electric housewares market predicted 
for °53 with its new line of appliances. 


Baker Reports 26 Percent Jump 
In Trade's Palladium Use 


An increase of 26 percent in gross sales 
of the white precious metal palladium to 
the U. S. jewelry industry, for the first 
tive months of 1953 as compared with the 
same period in 1952, is reported by Baker 
& Co., Newark, refiners. Selling in the 
gold price range, according to Baker, pal- 
ladium is being used in gem settings by 
most ring manufacturers. In addition to 
being ductile and malleable, the company 
says, the metal is light and therefore lends 
itself to new styles of large earrings, 
brooches and bracelets where weight is 
an important consideration. 
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Briddell Introduces Forks 
Matching "Carvel Hall" Knives 





Charles D. Briddell, Inc., Crisfield, Md., 
is introducing matching fork sets in the 
same three handle styles as the firm’s well- 
known “Carvel Hall” steak knives. Shown 
here examining an 8-fork set are, left to 
right: Willis Briddell, vice-president (op- 
erations) ; Charles Briddell, president (re 
search and development); and Tom Brid- 
dell, vice-president (sales). 


THE JEWELERS’ CIRCULAR-KEYSTONE 











New Kem Card Display 
Is Compact and Colorful 





The new plastic display, of white lucite 
and black plastic, is designed to let the 
customer experience for himself the “luxury 
feel” of Kem pure Plastic Playing Cards, 
and to see a wide range of the colorful de- 
signs. The display features an assortment 
of actual cards, arranged so that the shop- 
per may rotate them to see any pattern. 
Sample cards of new designs may be added 
as they are issued. 

At the foot of the display is a real Kem 
Card plastic box with two dummy packs. 
One of the cards in the fan has a list of 
selling points for salesperson’s aid. The 
complete display measures 10 inches wide 
including opened fan of cards, and is 2 
inches deep. 


Hadley “Wheel of Fashion" 
Is National Ad Theme This Fall 


The “Wheel of Fashion” theme, de- 
veloped by Elgin National Watch Co.’s 
Wadsworth-Hadley Sales Div. for Hadley 
watchbands, will be used in the company’s 
national advertising, in a layout inviting 
the reader to try his or her watch to see 
which of the Hadley bands makes the best 
match for the reader’s watch. 





Hadley ads, half pages in two colors, will 
appear in Life magazine, Sept. 14, Oct. 12 
and Nov. 16. 
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Whitaker-Fielding Co. Issues 
First Complete Catalog 
Whitaker-Fielding Co., Providence, R. I., 


has issued its first complete catalog in the 
company’s 30 years of operation. Lavishly 
illustrated with 23 pages of photographs, 
the catalog shows all types of jewelry and 
optical findings the company is prepared to 
supply. | 

Whitaker - Fielding’s catalog coincides 
with completion of major phases of the 
firm’s plant enlargement program, in which 
production capacity has been increased by 
addition of several thousand square feet of 
floor space and many new production tools. 


Dealers’ Movie and TV Spots 





The photo was taken just before shoot- 
ing began on one of the new series of spot 
commercials produced for Axel Bros., manu- 
facturers of the Columbia “Tru-Fit” Dia- 
mond Ring. Available to Columbia dealers 
without charge, the series comes in color 
for local movie theater use or in standard 
20 second and one-minute black-and-white 
films for use through local TV stations. 
The spots’ timing allows dealer advertising 
and store name. 

To dramatize the protection against loss 
offered by the Columbia “Tru-Fit” Dia- 
mond Ring, a padlock on the finger of the 
girl in the film is used, to symbolize the 
“mental padlock” of women constantly 
afraid of losing their rings. 


Colonial Candle Catalog 
Shows Many Novelties 


The new wholesale catalog of the Colonial 
Candle Co. of Cape Cod, Inc., Hyannis, 
Mass., contains eight pages of illustra- 
tions, many in full color, of the firm’s ex- 
tensive selection of decorator and novelty 
candles and candle specialties. Colonial’s 
“Handipt” solid color tapered candles are 
available in 32 colors, including shades 
favored for all interior decorative styles. 
Christmas novelty shapes in many colors 
are shown. Catalog illustrations also show 
store display cabinets, and a selection of 
candleholders and sconces in wrought iron 
and crystal. The company also supplies 
mat and photo service for retailers. 





Flex-Let Offers Window Unit 
For "Calendar-Dated" Items 





Flex-Let Corp., 580 Fifth Ave., New 
York 36, reports that tests demonstrate the 
effectiveness of this new display when 
shown in the jeweler’s window. Designed 
for promotion of gift sales of the new 
“Calendar-Dated” men’s jewelry, the unit 
is screened in four colors and has an en- 
larged calendar with a special day circled 
in red. The black velvet pad has a handle 
for use in showing merchandise to a cus- 
tomer. The display shows cuff links, tie 
bar, tie chain and money clip. 





Feature Ring Co. Expands; 
Takes Over Men's Ring Line 


Henry Peterson, president of Feature 
Ring Co., Inc., has announced that demand 
for the company’s “Feature Lock” rings has 
made it necessary to enlarge facilities for 
manufacturing and offices, at the firm’s lo- 
cation at 130 W. 46th St., New York. 

The additional space, which gives Feature 
Ring two and a half full floors, was acquired 
by purchase of Rosenthal & Kaplan. The 
Feature Ring fall line will include the 
Rosenthal & Kaplan Gent’s ring line. 


“Lucky Time" Promotion Kit 
For Benrus Calendar Watch 





ina 


Benrus Watch Co. offers an 11-piece pro- 
motion kit, containing display cards, ban- 
ners, streamers and tent cards, plus com- 
plete information for conducting a store 
“Lucky Time” contest. The material is in- 
tended to promote sales of the Benrus 
Calendar watch, and is used with the 1953 
permanent Benrus Calendar display. 

For information, write Harvey M. Bond, 
advertising director, Benrus Watch Co., 200 
Hudson St., New York 13. 
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Porker Offers Portable Kit 
For Dealer Industrial Selling 





The “Gifts at a Glance” kit, available 
from the Parker Pen Co., Janesville, Wis., 
is designed for the use of franchised Parker 
dealers in selling Parker merchandise to 
industrial firms, business groups or social 
groups. Merchandise included is suitable 
for service awards, prizes, contests, busi- 
ness anniversary mementoes or Christmas 
gifts. 

The heavy-duty but light-weight kit in- 
cludes the new Parker industrial sales 
portfolio and a complete engraving and 
printing cost schedule. Samples in the 
kit show styles of printing and engraving 
on the firm’s products. To supplement the 
kit, there are business gift ad mats, direct 
mail suggestions, envelope enclosures, etc. 


Luria Shows Dresser Sets 
In New Plastic Packaging 


Shown is one style of the new plastic 
gift package for dresser sets, introduced 
at the National Jewelry Fair at Chicago 
by L. Luria & Son, national wholesale dis- 
tributor to the jewelry trade. In addition 
to the “Sweetheart” package shown, Luria 
has a French Baroque pattern and one 
designed as a replica of a cathedral en- 
trance. The chest shown measures 15 
inches across. 

These durable chests, re-usable for stor- 
ing lingerie, gloves, etc., are made of a 
new sheet plastic material, recently de- 
veloped by The Dow Chemical Co., avail- 
able in beautiful “antique” blues, greens 
and pinks. Celomat produced the three- 
dimensional forms by a new low-cost mold- 
ing process. 





At Chicago, Luria showed the chests as 
containers for dresser sets in two-tone golds 
and two-tone silvers of jewelers bronze. 
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Henry Paulson & Co. Issues 
New Tool and Supply Catalog 


On its 50th Anniversary, Henry Paulson 
& Co., 131 S. Wabash Ave., Chicago 3, has 
issued a new tool and supply catalog, with 
184 pages of illustrations, brief and con- 
cise descriptions, and price listings for the 
countless items the firm is prepared sup- 
ply on a “one hour service” basis. Paulson’s 
catalog includes not only tools, parts and 
equipment for the jeweler and watchmaker, 
but complete coverage of sundries such as 
cements, rouges, solutions, technical books, 
watch cases, signs and tags, material sys- 
tems, etc. There are latest listings of genu- 
ine American and Swiss parts and complete 
listings of electric clock motors. Contents 
are listed in a seven-page cross index. 

Jewelers with an account with the com- 
pany will receive the catalog on request 
without cost. Others must enclose $1 with 
request, and will receive a merchandise 
certificate redeemed in full on first order. 
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New G-E Clock Carton Makes 
An Effective Display Unit 





By early fall, all General Electric alarm 
clocks, with the exception of the Starter 
model, will be shipped in a new unit carton 
which changes from a sturdy carton into 
an attractive display mount by a simple 
folding action. 


Horolovar Offers Guide 
To 400-Day Clock Repair 


The Horolovar Co., Box 299A, Bronx- 
ville, New York, offers a new 48-page book, 
“The Horolover 400-Day Clock Suspension 
Spring Guide,” at the price of $2.00. The 
book contains actual-size illustrations of 
more than 100 400-day clock backplates, 
arranged in convenient order, with listing 
of correct strength suspension spring for 
each. The company makes a 10-day money- 
back offer for anyone not satisfied. 





New Wallace Stainless 
To Retail Silver Outlets Only 


Wallace Brothers’ new “Ballet” pattern 
high grade stainless steel tableware will 
have distribution restricted to regular re- 
tail silver outlets, it was announced by F. 
Elliott Bristol, general manager of this 


division of R. Wallace & Sons Mfg. Co. 
“Ballet” will retail at $9 per place setting 
when it reaches stores around the first of 
November. The same type of exclusive re- 
tail distribution is already in effect on the 
company’s “Citation” pattern. 





Animated Walter Winchell 
On New Gruen “Autowind" Uni 
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The latest display for the Gruen Watch 
Co. “Autowind” self-winding watches simuy- 
lates Winchell framed in a television set 
screen. Winchell’s hand, with an “Auto. 
wind” on the wrist, moves up and down 
across the screen. The Gruen “Autowind” 
is featured on the Walter Winchell show 
over ABC-TV and Radio networks. 


Bridal Ring Co. Designer 
Returns from West Coast 
Mr. and Mrs. Fred Barel of Bridal Ring 


Co., Inc., New York, returned recently from 
an extensive tour of West Coast cities. The 
primary purpose of this trip was to intro- 
duce to jewelers exclusive creations in 
matched wedding ring sets with synthetic 
Linde star sapphires and star rubies. Mr. 
Barel designed the new line. 

“IT am overwhelmed with the favorable 
acceptance that I received from the jewelers 
I visited,” Mr. Barel commented. 


Self-Selling Display Box 
For Oster "Hair Vac" 


The bright red and yellow package for 
Oster’s new vacuum massager has a cut-out 
cover which stands up to form this eye- 
catching display on counters, wall shelving 
or in the window. The massager, called 
“Hair Vac,” combines an electrically driven 
rubber massage brush with a vacuum which 
traps dust and dandruff in a disposable 
filter. 





A similar display box is used as the pack- 
age for Oster’s “Massagit,” a powerful 
lightweight unit for general body massage, 
scalp massage or facials. The new massage 
units are produced by John Oster Mfg. Co. 


THE JEWELERS’ CIRCULAR-KEYSTONB 








LO ee SS ee 











Pee ee re 








$100,000 Yellow Diamond 
Displayed at Party 
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The above picture was snapped at a 
recent cocktail party given by S. M. Brown- 
stein, president of Brown-Gravenson Adver- 
tising Agency. From left to right, Si 
Gershey of Bulova Watch Co., Mr. Brown- 
stein, Meyer Rosenbaum, president of 
Meyer Jewelry Co. of Detroit, all of whom 
are admiring the $100.000, 25 carat yellow 
diamond which Miss Peggie Castle is wear- 
ing. Miss Castle is the star of the Mickey 
Spillane thriller, “I. the Jury.” As for the 
diamond, it was purchased recently by 
Meyer Rosenbaum. 





Sheaffer Flasher Display 
Sells "A Pen for You" 


The Sheaffer Pen Co. now offers dealers 
a window display with a flasher unit 27 by 
35 inches to catch the eye and emphasize 
the clean, mess-proof, no-dunk features of 
the Sheaffer “Snorkel” pen. Four individual 
side cards showing a serviceman, secretary, 
businessman and student display real 
Snorkel pens, and emphasize the wide 
range of models to fit every need and 
pocketbook. 

A smaller flasher display, 14 inches by 
18 inches, is also available. Both sizes of 
display are available on merchandise deals. 


Admiral Watchband Unit 
For Nurses’ Styles 





M.F.B. Watch Band Co.., Inc., New York, 
has designed a new display card to help 
jewelers promote sale of the company’s 
line of stainless steel bands especially de- 
signed for nurses. The card features an at- 
tractive drawing of a nurse in the center; 
at each side the three band styles are shown, 
in 7/16-in. and 44-in. widths. All bands are 
priced to retail at $15.30 Keystone. 


FOR SEPTEMBER, 1953 









Wolfenden Sterling Brochure 
Illustrates Wide Selection 


A new sterling catalog brochure, with 
24 pages of photographs bound in an em- 
bossed blue and white cover, has been 
issued by J. W. Wolfenden Corp., Silver- 
smiths, Attleboro, Mass. Items shown in- 
clude babyware, holloware, serving pieces, 
accessories and specialties such as dresser 
sets. Each Wolfenden sterling piece or set 
comes attractively gift-boxed, and has the 
firm’s exclusive new “TWR” finish, tarnish- 
and wear-resistant. Nearly 200 individual 
pieces and sets are shown, in clear photo- 
graphs. 


K. Polishook & Son Offers 
New Compact Ring Display 











The latest in a series of display units 
for rings has been offered to retail jeweler 
accounts in all parts of the country by K. 
Polishook & Son Corp., New York. The 
all-velvet display presents twelve rings, 
shown for full brilliance on steps of gray 
velvet. The background is blue velvet with 
bright gold lettering. Bride and groom 
statuette and wedding bell trim sets bridal 
theme. Designed for the Polishook line 
of diamond rings and 14K gold wide wed- 
ding bands. 


Bretton Watchband Units 
Serve as Display Plus Storage 


A new Bretton watchband “Three-way 
Display” is now being supplied at no cost 
to dealers as part of Bruner-Bitter’s new 
direct-to-retailer policy on Bretton bands. 
The display, suitable for daytime use in 
the store and night window display, con- 
sists of three sections, each of which con- 
ceals special storage space. 

One section stores free service equip- 
ment valued at more than $5 and includ- 
ing spring bars, liquid watch-crystal 
cement and other materials for on-the- 
spot repairs. A second section has com- 
plete mailing kit for repair jobs which 
have to be sent to Bretton’s repair depart- 
ment. The third one holds the Bretton 
““Meas-ur-rist,” which gives instant, exact 
measurement of the customer’s wrist for 
a Bretton band. The matching units are 
made of blond wood with dark display 
panels. They can be aligned together, or 
spotted separately at different locations 
about the store. 











Hamilton Makes Movie Playlets 
For Dealer Theater Advertising 





Photo taken during time-out for a con- 
ference shows some of the staff responsible 
for supervising thirteen new full-color 
movie playlets recently completed to help 
Hamilton dealers advertise in their local 
motion picture houses. The films run 40 
seconds; 27 seconds for the Hamilton mes- 
sage and 13 seconds for the jeweler’s mes- 
sage and signature. 

In the photo, left to right, standing, are: 
Dean Proctor, account executive, Batten, 
Barton, Durstine & Osborn, Inc.; R. J. 
Gunder, Hamilton’s director of advertising 
and sales promotion; Charles Shaw, picture 
director; and Ken Phillips, of Alexander 
Film Co., the firm which made the films 


for Hamilton. 


Compact Steam Generator 
Offered by J. J. Kagan & Co. 


A compact and efficient steam generator 
has been developed for the jewelry indus- 
try by J. J. Kagan & Co., Los Angeles. The 
company is known to jewelers for its ring 
sizing tools. 





The new Kagan Steam Generator meas- 
ures only 10%” wide, 11%4” deep, and 
2144” high, and may be bench or wall 
mounted. Weight is only 45 pounds. The 
simple, easy-to-operate controls, effective 
Fibreglas insulation, good factor of safety 
and top quality fittings all contribute to 
fast work with a minimum of delays in 
steam cleaning of jewelry preparatory to 
buffing and polishing. Bears the approval 
of both A.S.M.E. and the Underwriters 
Laboratory. 
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New Speidel Display Shows 
"Photo-ident” Enlarged 





Leaving no room for misunderstanding 
by the customer, Speidel Corp.’s latest 
window unit for the firm’s secret photo 
compartment identification bracelet carries 
an enlarged mock-up of the bracelet, opened 
to show the snapshot inside, and also in- 
dicates, with an actual snapshot mounted on 
the base, how a portion of the average 
photo can be trimmed to fit into the “Photo- 
Ident” secret compartment. 

This display unit is available from dis- 
tributors at no extra cost with an order 


for 18 “Photo-Idents.” 


World's Largest Bracelet on TV 


During the week of the recent Jewelry 
Fair in Chicago, Miss Sandra Becker of 
the Admark Co., Philadelphia, specialists 
in the manufacture of scarab jewelry, ap- 
peared on the “Hi-Lady” TV program with 
Admark’s famous gargantuan display pieces. 

Valued at $1000 for the bracelet and 
$750 for the belt, these pieces were worn 
by Miss Becker while she explained to 
the Chicago television audience the his- 
tory of scarabs and their origin and produc- 
tion. The film of the broadcast is now 
being loaned to retailers for use on their 
TV programs. 


Anson Cuff Links Chosen 
As TV Show Prize 











Anson, Inc., Providence, R. I., was chosen 
to design and make these special sterling 
silver cuff link sets for the NBC-TV “Big 
Payoft” television show. Each male con- 
testant on the show receives a pair of the 
links as his reward for doing his best to 
win prizes for wife, mother, or sweetheart. 

Anson has also just renewed its own 
schedule for participation in the “Today” 
show. 
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Birthstone Ring Ad Mats 
Offered By Jacoby-Bender 


Jacoby-Bender, Inc., is offering free of 
charge an unusual series of ad mats for 
jewelers’ local newspaper advertising. The 
twelve mats in the series, each one column 
by six inches, all feature the birthstone 
ring of the month plus a J-B Watch Band, 
thus permitting the jeweler to promote 
“|. . two low-priced items on which there 
is a profitable mark-up.” 

The birthstone ring portion of each 
month’s mat is set up to allow the jeweler 
to feature whatever appropriate birthstone 
rings he has in stock. 


New "Airtemp" Conditioner 
Needs No Water Supply 
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Because air-cooling is used in the re- 
frigerating cycle instead of water, the new 
Chrysler “Airtemp” packaged air condi- 
tioner is expected to appeal to many re- 
tailers who find difficulty in providing an 
adequate supply of cooling water for water- 
cooled units, particularly in areas where 
water bills are high or there are restric- 
tions on unlimited water use in dry sum- 
mer months. 

The compact packaged unit, including 
everything but air ducts, readily fits into 
existing warm-air heating systems, or can 
be installed separately. Less than seven 
square feet of floor space is required. 


Fiorn issues Circular 
On Desk and Travel Clocks 
The Florn Co., 1261 Broadway, New York 


1, manufacturers and importers of leather 
travel clocks, reports readiness of a new 
colored circular available to dealers and 
wholesalers. Florn travel alarm clocks are 
priced at $9.95 and $12.95, not including 
tax, and come in six models. They have 
imported silent tick, 40-hour seven-jewel 
movements. Imported genuine leather cases 
come in pigskin and a variety of colors. 
Florn desk and travel alarms are also shown 
ranging from $8.45 to $25, in a variety of 
styles both leather and polished brass, 
American made and imported. 








Helbros Set for Dealer Tie-In 
With Mickey Spillane 3-D Movie 


Helbros Watch Co., Inc., has arranged 
for a national tie-in with the first of a 
series of Mickey Spillane movie thrillers 
produced in the new _ three-demension 
technique. The company will run_ local 
store promotions with jewelers as the new 
film, “I, The Jury,” is released in their 
cities. Photographs of Peggy Castle, Biff 
Elliot, Preston Foster and various scenes 
from the picture are available for jewelry 
store display use. 

The photo shows Miss Castle, feminine 
star of the picture, admiring her Helbros 
watch. At the time, she was appearing on 
the stage of the Chicago Theater, where 
the picture premiered to record crowds, 


Westinghouse TV Promotion 
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The photo shows Rex Marshall, star of 
the Westinghouse “Freedom Rings” series, 
as he appears on the television screen Tues- 
days and Thursdays, 2:00-2:30 PM, over 
CBS-TV on a coast-to-coast network. The 
program is a “live” telephone quiz game 
in which housewives participate as tele- 
phone contestants by obtaining Clue Sheet 
Entry Blanks from Westinghouse dealers. 
Over a million and a half clue sheets had 
been distributed at the end of the March- 
April-May cycle, when new summer clue 
sheets were ready for distribution to dealers. 
Westinghouse dealers in TV areas in all 
parts of the country reported great increase 
in store traffic, especially valuable because 
it gave them “made-to-order” lists of quali- 
fied and interested prospects for new house- 
hold appliances, the company reports. 
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News of Personnel 





Bruner-Ritter, Inc., makers of Bretton 
Watch Bands, announce the winner of their 
Spring-1953 sales contest is salesman 
Bernard Mollen, of Richmond, Va. He 
travels Virginia, West Virginia, Maryland 
and Delaware. 
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BERNARD MOLLEN 


Bruner-Ritter 


HENRY FREED 


Benrus 


Henry Freed has been appointed sales 
representative for the Benrus Watch Co. 
in the Southwest area. He has been in the 
jewelry business more than 30 years. Mr. 
Freed will work with Aaron Thorne, Ben- 
rus’ Western sales manager. 


The Mautner Co., manufacturer of 
jewelry boxes, trays, and dsplays, has re- 
aligned sales territories in the Ohio area. 
Milton Moss will cover Ohio from 
Youngstown south. E. B. Mahler, who 
headed the E. B. Mahler Co. before its 
absorption by Mautner, will cover Ohio 
from Youngstown north, Michigan, and 
Chicago. 


Bayer, Pretzfelder & Mills, Inc., New 
York, sole agents of Ulysse Nardin chro- 
nometer watches, announces that Herbert 
E. Faithfull, Jr., will devote his time ex- 
clusively to the firm’s Ulysse Nardin and 
Imperial Watch lines, and will coordinate 
in covering the entire eastern section of 
the U. S. with his father, Herbert E. Faith- 
full, Sr., who has been with Bayer, Pretz- 
felder and Mills, Inc., for 35 years. 





Westinghouse Distributor In 
San Francisco Bay Area 
Pacific Wholesale Co., Edward G. Tilton, 


pres., has been named distributor for West- 
inghouse electric housewares and electric 
bed coverings for northern California, prin- 
cipally the San Francisco Bay area. The 
company’s offices are at 1850 Mission St., 
San Francisco. 


FOR SEPTEMBER, 1953 





Graham C. Butler has been appointed 
assistant manager of the Parker Pen Co.’s 
southern sales division. He will maintain 
his office in the firm’s Janesville, Wis., 
headquarters. 





Seth Thomas, clock manufacturer, has 
enlarged its sales organization in the 
Southwest by appointment of Rutherford 
and Perdue, manufacturers’ representa- 
tives with offices in Houston, Dallas and 
New Orleans. Harold Blackburn, general 
sales manager of Seth Thomas, reports 
that Dick Rutherford and J. E. Perdue 
will represent Seth Thomas in Louisiana, 
Mississippi, Texas (except for El Paso 
County) and Mobile and Baldwin Coun- 
ties in Alabama. 
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R. RUTHERFORD 
Seth Thomas 


J. E. PERDUE 
Seth Thomas 
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Oneida, Ltd., announces that Les Guy 
will move from Oklahoma City, Okla., to 
the Birmingham, Ala., district and will 
cover the states of Arkansas, Mississippi, 
Alabama, Tennessee. and northern Florida. 
The Oklahoma City territory will be 
mainly under supervision of the Kansas 
City representative, Harold E. Saunders. 
Robert H. Hull has been assigned to the 
Pittsburgh district, to cover a_ territory 
consisting of parts of Kentucky, Ohio, 
Pennsylvania, Maryland and West Virginia. 
E. C. Cooper, of the Wm. A. Rogers, 
Limited Div., Birmingham, Ala., has taken 
a position at the Oneida home office. John 
A. Spence, Community representative of 
the Pittsburgh district, has resigned. 





A 
ROBERT HULL LES GUY 
Oneida, Ltd. Oneida, Lid. 








Wilberg Jewelry Corp., New York, an- 
nounces that Jack Saiken, of Fort Worth, 
Tex., will now represent Wilberg in Texas, 
New Mexico and Louisiana. He will be 
at the Jewelry Show in Dallas in Sept. 





JACK SAIKEN 
Wilberg 


HARRY KAERCHER 
Traub Mfg. Co. 


Harry E. Kaercher has been ap- 
pointed sales representative for Pennsyl- 
vania and Ohio by Traub Mfg. Co., manu- 
facturers of Orange Blossom wedding and 
engagement rings. Kaercher is a past 
president of the sales representatives 
group of the Greater Detroit Jewelers 
Assn. 





Croton Watch Co., Inc., New York, 
announces that the company has increased 
its sales representation. Galen T. Thomp- 
son, who has just joined the company, 
will cover the Southwest. Leon Herzog, 
also a new addition to the sales force, 
will cover the South Atlantic coast and 
John M. Hylas has joined Croton’s Mid- 
western sales force. 
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JOHN HYLAS LEON HERZOG 


Croton 


Croton 


SG. T. THOMPSON 


Croton 
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Special Notices 


“Situation Wanted”—Regular type only $1.50 
first 25 words; additional words, 10 cents per 
word. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*‘“Lines Wanted” and “Side 

Lines”—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per word. 
All other headings—regular type $6.00 first 
25 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials, and abbreviations 
count as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special notice forms close 10th of the pre- 
ceeding month. 


To avoid unnecessary correspondence men- 
tion your location in the advertisement. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads, do not enclose original 
letters of re endations 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 
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Situations Wanted 





BOOKKEEPER; expert; highly capable 
and experienced, extremely high record, 
always in jewelry business. Address 
“Pp., 2511,” care J C-K. 





LADY, experienced wholesale diamond 
ring concern, in charge of orders and 
general detail work; references. Ad- 
dress “V., 2505,” care J C-K. 





TEN years’ jewelry experience in writing 
orders, caring for stock, knowledge of 
typing, weighing diamonds; good refer- 
ences. Address “N., 2500,” care J C-K. 





JEWELER; 10 years’ experience on 
platinum, gold; can do light special 
orders and repairing ; no setting ; wishes 
position ; moderate salary. Address “A., 
2483,” care J C-K. 





COMBINATION jeweler and _ certified 
master watchmaker will be available 
September 1; Albany, New York, and 
vicinity preferred. Address “L., 2480,” 
care J C-K. 





POWERFUL all around counter jewelry 
salesman; expert appraiser; very suc- 
cessful intensified experience; highest 
unsolicited credentials. Address “R., 
2512,”" care J C-K. 





CERTIFIED gemologist, presently em- 
ployed by non-member firm, desires 
connection with retail jewelry store 


member of American Gem Society. Ad- 
dress “C.G. 2482,” care J C-K. 





DIAMOND or jewelry man, eight years’ 
experience with large Southern whole- 
saler; can assort, buy or sell diamonds 
or jewelry; age 31 years; married. Ad- 
dress “G., 2453,” care J C-K. 





JEWELER, with complete knowledge of 
special orders, repairs and model-mak- 
ing in gold ring manufacturing, wants 
steady position with future; young, 
married. Address “V., 2516,” care J C-K. 





GENERAL manager-buyer; thoroughly 
experienced in all phases of credit 
jewelry business; now employed in 
above capacity in chain organization. 
Address “L., 2238,” care J C-K. 





WATCHMAKER, chronographs, clock and 
jewelry repairman; salesman; 20 years’ 
experience; school and factory trained ; 
best of references; honest, sober and 
reliable. Address “E., 2446,” care J C-K. 





PAWNBROKER - manager - appraiser - 
buyer, 20 years’ experience (New York 
City) wants interesting proposition ; can 
Set up new store; will relocate. Address 
“T., 2251,” care J C-K. 





YOUNG lady, thoroughly experienced in 
secretarial and showroom work in whole- 
sale diamond jewelry field, conscientious, 





capable; excellent references. Address 
“L., 2396,” care J C-K. 
SALESMAN-manager, 21 years retail, 


credit experience in collections, window 
trims and sales; fully capable in all 
operations; honest, good worker and 
best references. Address “K., 2456,” 
care J C-K. 





BOOKKEEPER, full charge, accounting 
background, credit and collections, cor- 
respondence, all phases office procedure; 
highly qualified and experienced; New 
ico” Address “Y., 2508," care 





SHOW room assistants, bookkeepers, sec- 
retaries, receptionists, clerks, appli- 
cants of ability, neat appearance, good 
education. Larkin Employment Agency, 
ae 42nd St., New York. Oxford 





DIAMOND salesman, assorter and buyer, 
30, single, established following; well 
known in industry; consider position 
traveling; neat appearance; excellent 
ee Address “B., 2464,” care 





YOUNG woman desires jewelry position; 
thoroughly experienced with nine years 
in the manufacturing jewelry business; 
also capable bookkeeper; location in 
New York City; best references. Ad- 
dress “S., 2503,” care J C-K. 





MANAGER, salesman, 26, wants good 
permanent opportunity, either whole- 
sale or retail field; presently managing 
first class retail store; experienced 
jeweler, engraver, salesman. Address 
“P., 2420,” care J C-K. 





WATCHMAKER for precision work, with 
over 30 years’ experience, seeking posi- 
tion with established concern, presently 
employed by one of the leading watch 
companies in repair shop. Address “M., 
2416,” care J C-K. 





WATCHMAKER;; licensed in Wisconsin, 
15 years’ experience, desires to locate 
in Minnesota ; can manage store; gradu- 
ate of Elgin Watch College; married, 
age 41; salary open. Address “Circular 
283,” 1415, Heyworth Bldg., Chi- 
cago 2. 





WATCHMAKER, G.LA. student, Philadel- 
phia College horologist; automatic, 
chronograph, all clocks, light jewelry; 
five years own shop; sell, estimate; de- 
sires warm climate, West; public golf- 
7s ne Address “‘W., 2522,” care 





MANAGER-salesman, with extensive ex- 
perience in complete managerial capac- 
ity, merchandising and sales; inter- 
ested in proposition with share in busi- 
ness as future possibility ; presently em- 
ployed; will relocate. Address “D., 
2486,” care J C-K. 




















































































































ENGRAVER, graduate, diploma, thre 
years; one of the finest engravine 
schools in the country; all phases: sis 
months actual jewelry store engravin 
experience; now 50 miles from New 
York City; available December first. 
Address “L., 2532,” care J C-K. 





ara. 


COMBINATION man; 29; married: 
wholesale, retail, sales ability, mana’ 
gerial capabilities, excellent watch- 
maker, diamond polisher, window dis- 
play, promotion minded; terrific poten. 
tial; will fit anywhere; New York City 
Address “T., 2321,” care J C-K 





Se 


BOOKKEEPER -accountant ; credits, col. 
lections, correspondence ; all phases of. 
fice procedure, costs, production; ac. 
customed to heavy responsibilities; top 
record with leading concerns; desires 
responsible position. Address “P., 1787.” 
care J C-K. 








UNITED STATES or possessions; gales. 
man-manager, substantial experience q]] 
phases of installment sales and man- 
agement of one or more stores; a top 
salesman himself; 28 years’ experience 
ground up; presently employed; avail. 
able on reasonable notice; $10,000 Plus, 
Address “C., 2465,” care J C-K. 








WATCHMAKER, certified, excellent 
workman and estimator five years’ 
experience; young, ambitious; 
wishes permanent position § with 
reputable firm in New York or vicin- 
ity; finest references. Address “K,, 


2478,” care J C-K. 








MANAGER, single, 32 years, gemologist, 
previous experience includes New York 
and Detroit chain and single store op- 
erations, thorough credit background 
with strong selling record; consider as- 
sistant to owner in large operation; re- 
locate with preference of Florida. Ad- 
dress “Y., 2462,’ care J C-K. 





CASTING expert seeks connection with 
reputable firm to lead department; 
highly skilled moldmaker and caster, 
all precious metals; superior knowledge 
and experience assures finest quality 
castings; great asset to manufacturer 
wanting outstanding castings. Address 
“Y., 2352,” care J C-K. 





MANAGER-salesman, 25 years’ retail ex- 
perience; married; certified Gemologist, 
American Gem Society ; especially qual- 
ified in the buying and selling of dia- 
monds and colored. stones; desires 
position with reputable firm, preferably 
southern New York State, Long Island 
or Connecticut. Address “Y., 2524,” 
care J C-K. 


GEMOLOGIST; Associate Member Ameri- 
can Gem Society; manager, salesman, 
desires position with high grade estab- 
lishment; thorough knowledge of dia- 
monds, colored stones, buying, grading, 
appraising, gem-testing and identifica- 
tion; special order work, window dis- 
play; over 25 years’ experience. Ad- 
dress “B., 2174,” care J C-K. 





> 


TOPFLIGHT diamond buyer, many years’ 
experience in all phases of the indus- 
try, thorough knowledge of the diamond 
market, excellent connections; presently 
holding top position with major con- 
cern and personally handling tremen- 
dous volume; would be interested in & 
change; young, married, reliable, with 
excellent references. Address “‘C., 2527, 
care J C-K 





————————,, 





HAWAII; experienced jewelry store 
business man retiring to Honolulu 
will undertake limited number of 
commissions or act as sales repre- 
sentative; will be in New York, Chi- 
cago and San Francisco for appoint- 
ments. Address “V., 2519,” care 
J C-K. 
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MAXIMUM EFFORT—MINIMUM PUBLICITY 
ON EXCISE TAXES 


Last month we had something to say here about the 
advisability of every jeweler contributing to the Retail 
Jewelers’ Tax Committee. (See page 246 in this issue 
for convenient means of your meeting this obligation.) 


We also touched on the need for keeping from the 
public as much as possible anything bearing upon the 
industry's efforts in connection with the elimination or 
reduction of the jewelry excise tax. 


Publicity of this nature, coming as it might, in the 
middle of the big Christmas selling season, could cause 
irreparable damage to the trade through the postpone- 
ment of jewelry purchases by a public anticipating the 
early elimination of a 20 per cent tax. 

It is well and good that we should create trade interest 
in the subject of ridding our industry of this burden. We 
should actively work on it within the industry. But, we 
must do everything possible to hold to a minimum any 
newspaper accounts of our worthy fight. For, the public 
actually pays the tax even though we suffer because of it 
and people are alert to the saving of taxes when it appears 
possible through the “temporary” postponement of a 
purchase. 


All such industry problems involving the public, must 
be handled with tact, skill, restraint—and within the 
“privacy of our industry. 


CAUTION! 


The desirability of caution in making public state- 
ments regarding internal industry problems was im- 
pressed upon us as we read the New York Herald Tribune, 
of August 13, wherein was an article reporting on a 
speech made before the members of the A.N.R.J.A. in 
convention at the Waldorf Astoria. The heading of the 
article read “Jewelers Get Solution For Price Cutting.” 


Now price-cutting and cut-prices are a subject of great 
interest to most New Yorkers, where “getting it at 
wholesale” has been an increasingly popular game during 
recent years. The speaker “told the retailers to find out 
which numbers were being price-cut and then to con- 
centrate selling and promotion on other lines which could 
be sold at a profit. He said that retailers could find out 
which lines were being sold below regular prices by 
checking New York’s discount houses which are ‘wide 
open.’ (The speaker) estimated that two women out of 
three in New York City buy their silver at a discount.” 


The above quotation is direct from the newspaper 
article. 
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Inadvertently, cf course, the speaker in airing his 
views to the jewelers had provided valuable newspaper 
publicity for New York’s discount houses. 


An additional bit of information which the speaker 
revealed was that, “the bad effects of price cutting were 
not confined to New York City or to large metropolitan 
areas. He cited several instances where catalog selling 
had adversely affected the business of retailers in smaller 
communities.” 

The above quotation is the conclusion of the Herald 
Tribune report. 

If we entertained any doubt about the consequences of 
such public expressions, it was removed when we visited 
our doctor on the Saturday following the cqnvention and 
he remarked about this newspaper account, inquiring 
“Maybe you can tell me why they release such material 
...to the press? The American Medical Association has 
its problems too, but we try to clean our linen in private.” 
So, we might suggest: Be considerate, tactful, skillful and 
restrained when you publicly attack any of your com- 
petitors, even though they be discount houses or indus- 
trial jobbers and even though you don’t agree with 
their methods. 


Discretion is still the better part of valor. 


A SUBTLE BUT EFFECTIVE DEFENSE 


Last week we heard a story that has to do with the 
invasion of Tallahassee, Florida, by a house-to-house 
crew of silverware promoters. One of the jewelers in 
town, Lester Moon, set up an effective defense—in a 
gentlemanly manner. 

He put a pair of scales in his window. On one pan he 
put a piece of the club-plan sterling with a little card 
noting its price. On the other pan he put a similar piece 
in the sterling he was offering with a card noting its 
identical price. The pan with the jeweler’s piece was, of 
course, on the floor of the window outweighing the 
similarly priced piece of club-plan silver. 


Thus the defense rested its case without publicizing the 
competitor or without loss of face. 


Thus we rest our case, for our recommendation that 
you think through, to its ultimate conclusion, any move 
you plan for a public battle with a competitor. 


| Marfa BRE 
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BIRTHSTONES FOR OCTOBER 














It is said that Cleopatra fell in love with an opal 
that matched her own beauty. Her attraction to 
opals is not difficult to understand, especially when 
one considers the remarkable play of color which 
is characteristic of this stone. As an example of 
the value placed upon the stone, the Roman Senator 
Nonius chose exile rather than part with his opal 
ring which the Emperor Mare Antony wanted to 


bestow upon Cleopatra. 


Contemporary Mare Antonys, of course, can woo 
their Cleopatras by presenting opals to them as 
birthday gifts, and no one will go into exile either. 
After all, opals combine all the beautiful flame 
colors of October foliage and are flattering to all 


types of beauty. 


Tourmaline is especially suited for men because 
of its durability and rich colors. Opal is available 
in natural stones. Tourmaline in natural stones 


or synthetic pink corundum. 





A Display of 
Opal and Tourmaline 


Nature's brilliant palette is truly re- 
flected in both the opal and tourmaline, 
which suggests the theme for this Oc- 
tober ring display. Several rings are 
displayed on the palette display pad 
to the right—covered in fabric with 
contrasting patches behind each ring. 
Flowers in colorful tones are arranged 
in a small vase and additional rings are 
placed on the elevation and flat pad. 
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ORDER these 
RINGS for 
a monthly 
investment 
totalling only 





MAN’S RING 
#60379 
YOUR COST 


$4250 


LADY’S RING 
#5843 
YOUR COST 


$goo 


TEEN-AGE 
BOY’S RING 
#60383 
YOUR COST 


TEEN-AGE | 
GIRL’S RING | 
#5845 
YOUR Cost 
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_ Dason offers a PROGRAM, a method whereby 
you can do a gratifying job of selling birthstone 
| fings each and every month of the year . . . not 
just a temporary stimulant! And we provide you 
_ with a wealth of tested advertising and selling 
_ helps FREE! Make up your mind to get the most _ 
from this profitable department of your business 
_ because YOU NEED the volume, the mark-up, the 
pate Fill out and mail the coupon now. : 





Rings enlarged to show detail. 


om oe as ae yyy. 


Get in on the DASON BIRTHSTONE PROGRAM 


DAVIDSON & SONS JEWELRY CO., INC. | | 
20 WEST 47th ST., NEW YORK 36, NEW YORK Le 


Start Me Off, Dason! Send me this month’s rings and sales-material. | [ i ii—=—sese ae _ | 


JEWELRY "MANUFACTURERS SINCE 189! 


Store | 
Street 


a a OS a Pe 


VAawn'4 i 4 a! 


would like complete unit(s) of 4 rings @ $30.00 per unit. 
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ESTA BLIS H E D 





IMPORTERS AND CUTTERS OF 


“| DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 





London: 32/34 Holborn Viaduct 





















CAT'S EYES - EMERALDS ~ PEARLS 
ED We have a large stock of Precious Stones = mounted-and 
; unmounted from which to make your selection. | Let.us co 
“operate with you on your special calls. 








605 Fifth Avenue 
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“Keepsake’s Perfect Quality 


Crowder’s Policy Demands Top 
Quality, Nationally Advertised 
Goods Like Keepsake Diamond Rings 
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CROSLEY RADIOS 
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TWO BRIGHT: NEW STARS IN THE LINE OF 





Newest, 

most magnificent 
clock-radio 

ever designed... 


VLP Gk Raia 


You’ve never seen anything like it! You’ve 
never heard anything like it! A gleaming 
gold electric clock—far more impressive than 
anything you’ve ever seen—and a wonderful 
radio ... especially wonderful because it’s built with 
a special 3-directional speaker! Sound comes from the right, 
left and front of the receiver, giving you rich Crosley tone 
with magnificent new depth. The V.I.P. turns itself on 

and off automatically and automatically turns appliances 

on and off, too! In maroon, blue, black, and green. So 
distinctive it opens a whole new market! 





Sky-high 
style... 
bed-rock price... 


gull Table Redio 


Slick and powerful as a senior’s 
dream of the future, this new Crosley 
Graduate shows you what a designer 
can do with a radio cabinet when he’s 
inspired, talented and living in tomorrow’s 
world. And just listen to it play! You’ll 
discover unusual sensitivity, stability plus the 
power to pull in distant stations . . . without 
interference . . . without drift. In red, chartreuse, 
mottled mahogany. At a price that keeps ’em moving! at the 


q took 
*Suggested retail price Now take R WN bint, 
sr (ALO) se — —$>- 
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Colors fresh as a rainbow . . . smart, smooth “‘look- 
ahead”’ design . . . and electronic genius are 
yours to display and sell when you carry the 
Crosley line. 


Take those two beautiful portables at the top, 
right. The ‘‘SSkymaster,’’ remember, is the 
world’s first portable clock-radio! And 
both “Skymaster” and “‘Skyrocket”’ 

fit right into an extra sale with a 

smart carry case available in 

rich, genuine leather. 


Talk about clock-radios! The distinguished V.I.P. 
leads you to a selling group of three more Crosley 
beauties. E-75 wakes its owner to music; 

E-85 adds a buzzer alarm and turns on 
appliances. E-90 does all those things 

and turns itself (and appliances) 

off, too. All at prices lower than 

your customers would expect to pay! 


And here’s your regular bread and butter—table radios 
for every room, every ear, every taste! FM-AM 

for customers who enjoy the distinction of ultra- 

fine trebles and basses. Crosley Coloradios for 

folks whose tastes show a popular bent. 

The Decorator to fill a formal room with 

console-like reception. And the Graduate, 

priced to pull every man, woman, and 

child right into your store! 


*Suggested retail price 


Get set for a bonanza with 


CROSLEY RADIOS 








CROSLEY “SKYMASTER” — Red, green, CROSLEY ‘‘SKYROCKET’’—Red, green, 
chartreuse, blue, black. $39.95* (less chartreuse, blue, black. $24.95* (less 
batteries) batteries) 





V.1.P.— Green, maroon, blue, E-7 5—Citron, flame, willow, 
black. $57.95* sandalwood. $27.95* 





E-8 5 —Citron, flame, willow, E-90— Chartreuse, cherry, gray, 
sandalwood. $34.95* black, white. $39.9 5* 





FM-AM—Biue, tan, green, COLORADIO— Chartreuse, blue, 
maroon. $64.95* steel blue, tan. $39.95* 





DECORATOR— Maroon, tan, gray, GRADUATE— Red, Chartreuse, $21.95* 
green. $39.95* Mottled Mahogany, $19.95* 





HERE’S HOW YOU CAN GET YOUR CROSLEY RADIO DISPLAY STAND: 


Radio Sales Dept. Crosley Div., AVCO Manufacturing Co. 
Cincinnati 25, Ohio 


Sir: Please forward this coupon to the proper Crosley Distributor. | want 








i i io Di im Gz. foe a superb clock-radio plus 
to increase my radio sales with the Crosley Radio Display Stand. wy = we caeaae Gar teen 
itself on at a pre-set time, 
— | _ all — - - even 
Your radio sales deserve the changes mixed sizes: 
ADDRESS colorful, compact, compelling es - be @ success 
| Crosley Display Stand. Mail in at $119.95. 
this coupon, and it’s yours at 
CITY ZONE _STATE no extra cost. 











JCK 





Another exciting 
Crosley first! 
New Portable Clock- 


Radio-Phonograph. All 
the automatic features of 








eee eee re 


— 


*To be opened (and used) by you 
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The Saturday Evening Post’ 


Here’s a new way you can capitalize on 

the proved selling power of the Post. Here 

is a merchandising kit designed for your 

store and based on the popular, sales-pro- 

ducing seal of a Post Recognized Value. | _. : 

Use it to increase sales of all the Post-ad- : Dy” ADVERTISED IN 
vertised products you sell. It’s free for the — r rhe Seturday Brening 
asking! Just fill out the coupon and you'll 

receivethis colorful display kit containing... 


e Window posters 
Easel-backed display cards 
@ Post Recognized Value stickers 
e String tags 
@ Post product stickers 
Post logotypes for reproduction 


Tested ad-merchandising ideas 


Give your Post-advertised products a boost. Put 


Handy string tags tell customers at a glance: 
ea these stickers on packages and displays. 


a here is a Post Recognized Value. 
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Hi-C Steak Knives 


= by Vet h amyplon 


AFRICAN BUFFALO 





New Northampton achievement in semi- 


er formal tableware. Genuine Old English 


==? SS _ 2 in design, yet modern as tomorrow. 


Ao 


CELLULOID 4g 





Ever popular in eye and sales appeal 


3 Se) 


...a warmth and lustre that cannot be 


duplicated in the popular priced field. 


Newly designed blades crafted from special stain- 
less high carbon steel (Hi-C) feature these latest 


Northampton steak or chop knives. Special process- RETAIL PRICE LIST 
ing grinds these blades thin and sharp ready for their ' 
popular mirror finish. aeons Set of 6 


AFRICAN BUFFALO, Gilt Boxed .. $22.00 


The superb quality of Northampton blades makes 64-260 Steak Knives 


a harmonious match with the ultra modern beauty 


od & e a ift Boxed ......... l . 
of genuine African Buffalo horn or the traditional, pre Hey —, Without — 
lustrous and ever popular Celluloid. Attractively 
gift packaged. A sales-winning combination! Also Available: Complete tableware 


matching sets. We shall be happy to 
furnish complete information and prices. 


(ba ct / amyto VL Be: - eo repcrmceatl 
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YOUR BIG CUSTOMER 































TODAY AND TOMORROW 


that young womans wv fev ton 








Big Buyer on her own! 
Earnings and allowances give 
these girls $3,700,000,000 a 
year to spend, fancy free. And 
they fancy jewelry! 


Getting gifts galore! 
For birthdays, graduation, 
Christmas, hope chest. And 
givers nearly always buy her 
just the gift she wants. 


Coaching Mom, Dad! 
Spark behind the second big 
family furnishing. Prompting 
purchases of new flatware, 
china, glass and appliances. 


Here comes the bride?! 
More girls marry at 18 than 
at any other age. They’re 
picking products, buying 
brands, now for “that day.” 


There’s one best way to reach the 7,500,000 


young women in their teens: 


 sevenden el 


NEW YORK « BOSTON e¢ CHICAGO ¢ HOLLYWOOD « ATLANTA 


THE JEWELERS’ CIRCULAR-KEYSTONE 


rr iit a) 


Se 














Ee ee ee ey 











SITUATIONS WANTED—Continued 








MANAGER and salesman, neat, bondable, 


raduate, 45 years of age; have 
oo earn of experience in the credit 
jewelry business; am seeking connec- 
tion with a reliable firm that can use 
a man who knows the credit _business 
thoroughly ; have managed units doing 
from one quarter million to one million 
dollars gross per year; will consider 
connection anywhere in the U. S. A. or 
Honolulu ; compensation adjustable. Ad- 
dress “B., 2444,” care J C-K. 








INDUSTRIOUS, married, store manager, 


age 30, wishes to make change; com- 
plete knowledge of credit jewelry store 
operation; now employed same store 
over seven years at $6,500 yearly; pre- 
fer Ohio, Indiana or Illinois; positively 
no aleohol, tobacco or gambling; pleas- 
ing personality, unquestionable char- 
acter, competence and reliability; sal- 
ary and commission, or drawing and 
part profits; can take complete charge 
even if you wish to retire or semi- 
retire. Address “G., 2528,’ care J C-K. 








WATCHMAKER ; 


Bowman Technical 
School graduate, certified Master Watch- 
maker certificate; four years’ experi- 
ence; experienced in estimating watch 
repairs, selling watches, bands and at- 
tachments, all styles; worked for Swart- 
child’s, in watch material department; 
ean do good, fine, accurate, quality 
work; territory preferred, Pennsyl- 
vania, Ohio, New Jersey, Maryland; al 
replies answered. Address “F., 2470,” 
care J C-K. 





WATCHMAKER;; thoroughly experienced 


all type watches, regular, automatic, 
complicated ; have held present job three 
years, which pays top salary and could 
be permanent, but desire permanent. 
reliable job near old home, Richmond, 
Va.; would prefer one of larger cities 
in North Carolina; would expect to buy 
home and locate permanently; 35, 
steady, sober; have Indiana license and 
can furnish references upon request; 
would have to give month’s notice be- 
fore leaving present job. Address “‘C., 
2017,” care J C-K. 





Roane 


AM 38, thoroughly experienced, 18 
years in the jewelry business; boni- 
fied references guarantees top 
“know how” in maximum diamond 
and watch sales, as well as integrity, 
managerial, executive ability and 
appearance; 12 years watchmaker, 
member of the Gemological Insti- 
tute and American Gem Society; 
permanent position in East; $125 
Mr a Address “W., 2461.” care 


| 


Lines Wanted 





Qs 





EXPERIENCED 


salesman, wants addi- 
tional line for Florida territory. Ad- 
dress Circular 284, Room 1415, Hey- 
worth Bldg., Chicago 2. 








DIAMOND salesman, 29, established fol- 


lowing in loose goods, seeks position 
traveling for importer; prefer Mid-West 
territory; promotional ideas. Address 


_ * 2463,” care J C.-K. 














SALESMAN, familiar with all types mer- 


Chandise seeking reputable line to job- 
oy o_ be ere extensive follow- 
Ing, New York and the East. 

T., 2504," J Cele. - 


4 








WEST Coast salesman, established over 


dress “W., 1435,” care J C-K. 


9 a . ° . 

20 years, desires fine line of jewelry, 
genuine stones, or good ring line; com- 
mission basis; finest references. Ad- 


AGGRESSIVE West Coast representa- 
tive, well Known to trade, making a 
change, wants good line; will give com- 
plete coverage to territory. Address “R., 
2421,” care J C-K. 





SALESMAN, long experience, with a na- 
tionally advertised lighter, selling to 
jobbers and department stores, desires 
connection with a lighter firm or some 
good jewelry item. Address “W., 2506,” 
care J C-K. 





FACTORY representative, with unusually 
fine following, wants quality line of 
solid gold, platinum or gold filled jew- 
elry for Middle West and South, for 
wholesalers and chain stores. Address 
Circular 279, Room 1415, Heyworth 
Bldg., Chicago 2. 





SALESMAN, with Chicago office; good 
following amongst the wholesalers in 
the Midwest; looking for a jewelry and 
a better rhinestone line; can produce; 
only to wholesalers. Address Circular 
280, Room 1415, Heyworth Bldg., Chi- 
cago. 2. 





MANUFACTURER'S representative, with 
Chicago office, desires quality platinum 
ring mounting line, to sell to jobbers 
and manufacturers in Chicago and parts 
of Midwest; prefers delivery stock and 
sample line; has established trade of 
over eight years. Address Circular 282, 
Room 1415, Heyworth Bldg., Chicago 2. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 








clusively for us. Address “H., 2006,” 
care J C-K. 
FLORIDA jeweler, liquidating store, 


wants to go on road, Southern territory, 
for good house in silver, watch or jew- 
elry field ; age 42, 25 years’ experience; 
good appearance; knowledge first grade 
silver, watch, jewelry lines ; understands 
jeweler’s problems; can talk their lan- 
guage; can arrange Northern interview. 
Address “H., 2492,” care J C-K. 





SALESMAN, 33 years’ experience sell- 
ing jewelers, jewelry jobbers and 
department stores, now retired, de- 
sires reputable line for Philadelphia, 
Washington, Baltimore; commis- 
= Address “K., 2531,” care 
J C-K. 





MANUFACTURERS’ attention; well 
known representative covering East- 
ern States, 20 years’ traveling, 35 
weeks a year, desires gold lines, 
watch lines, promotion merchan- 
dise; have solid contacts with job- 
bers, department stores, credit 
stores, large retail users; what have 
vou to offer; commission basis. Ad- 


dress “B., 2279,” care J C-K. 








Side Lines 





SALESMAN, with following, to carry as 
side line mounted platinum diamond 
brooches: commission basis. Address 
“T., 2515,” care J C-K. 





SALESMEN ; to carry sterling marcasite 
line; most territories open; full details 
Ton letter. Address ‘“C., 2485,” care 





SALESMEN;: side line; carry line of na- 

tionally advertised clocks and _ silver 

plate flatware; commission basis. 
dress “B., 2526,” care J C-K. 


WELL Known manufacturer wants sales- 
men to carry fine line of gent’s rings 
and mountings in Chicago and South- 
west area: correspondence confidential. 
Address “G., 2410,’ care J C-K. 





SALESMAN, with men’s wear following, 
to handle attractive new line of men’s 
accessories as side line in Southern Cali- 
fornia or Southwestern States. Address 
“N., 2417,” care J C-K. 





SALESMAN, to carry well known line of 
leather wrist watch straps in South and 
Southwestern States, jobbers and whole- 
salers; state full particulars; 10% com- 
mission. Address “W., 2425,” care J C-K. 





SEMI-PRECIOUS stones and diamonds; 
we need a man with another non-con- 
flicting line to carry our line in New 
York and out of town. Address “C., 
2324,” care J C-K. 





ACTIVE side line; salesmen calling on 
jewelry and department stores, to sell 
imported, high class, light weight, non- 
tarnishable costume jewelry; drawing 
against commission. Address “M., 2533,” 
care J C-K. 





SALESMAN, representing manufacturing 
jeweler, South and far West territory, 
to carry a fine line of ladies 14K gold 
hand pierced wedding bands, matched 
sets and fancy rings. Address “E., 2467,” 
care J C-K. 





SALESMEN, to carry as Side line new, 
exciting fast selling 14K gold article for 
better jewelry stores; no competition, 
no sales resistance; many territories 
still open; high commission. Address 
“J., 2474,” care J C-K. 





“DESERTGEM,” smartest jewelry line 
semi-precious stones, gold filled and 14K 
gold, want manufacturers’ representa- 
tives with good following for jewelry, 
gift and department stores. Klepa Arts, 
8415 W. Third St., Hollywood 48, Calif. 





SALESMEN, to carry profitable side line 
of loose diamonds imported directly 


from Antwerp, to cover’ essentially 
South and Middle West territories; 
earning potential unlimited. Address 
“K., 2365,” care J C-K. 





SALESMEN;: one for Pacific Coast, and 
one for Middle West, to carry as a side 
line, to fine retail trade, old established 
manufacturer’s line of ladies’ and men’s 
high grade 14K gold jewelry and novel- 
ties; commission. Address “V., 2460,” 
care J C-K. 





SALESMAN, to represent a manufacturing 
jeweler of a line of mountings, em- 
blems, diamond rings, wedding rings, 
who has a non-conflicting line; terri- 
tory: Indiana and Kentucky; strictly 
commission basis; give information in 
detail. Address ‘“M., 2450,” care J C-K. 





SALESMEN wanted to represent manu- 
facturer of ladies’ and gents’ gold stone 
rings, mountings, wedding rings, 14K 
crosses, cuff links, to the jobbers, large 
chain stores; on commission basis; Pa- 
cific Coast, also man for Chicago. Ad- 
dress “H., 2411,” care J C-K. 





Ad- 





TOP grade watchband line direct to re- 
tailer ; Illinois, Indiana, Missouri, Minne- 
sota and Washington, D. C., Maryland, 
ete. territories; high rate of commission ; 
compact sample line; send full partic- 
ulars to Cromwell Watchbands, Inc., 
800 Fifth Ave., Brooklyn 32, N. Y. 





SALESMEN wanted; excellent opportunity 
for top notch men with following among 
wholesalers in New York City, East and 
Middle West, to sell outstanding line of 
ladies’ hand carved wedding rings, 
bridal sets and fancy rings for well 
established manufacturer; commission 
basis; state full details. Address “J., 
2494,” care J C-K. 





(Continued on page 242) 
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SIDE LINES—Continued 





WANTED salesmen, with a following 
of better stores, to carry a small 
but salable line of diamond semi- 
set rings and bridal sets in gold 
and platinum; commission. Address 


“A., 2513,” care J C-K. 





SALESMEN, with established retail 
following, to represent our service; 
will not interfere with present lines; 
references; replies kept confidential. 
Elias L. Press, 68 Nassau St., N. Y. 
C. See ad. page 190. 





SALESMAN; long established Eastern 
manufacturer of gold rings, selling di- 
rect to better retail stores, has opening 
for experienced and competent man of 
high calibre, to carry with other highly- 
rated non-conflicting lines; commission 
basis; give complete experience, details 
in letter; replies strictly confidential. 
Address “D., 2282,” care J C-K. 





SALESMAN; three territories open; 
Midwest, Rocky Mountain States, or 
Southwest, represent manufacturer 
established 40 years; extensive line 
popular priced diamond bridal sets, 
fancy rings, men’s rings, promo- 
tional features, package deals, draw- 
ing account. Address “F., 2490,” 
eare J C-K. 





SALES representatives for Tuttle-Ster- 
ling, nationally known and adver- 
tised sterling flatware and hollow- 
ware; established accounts; several 
territories open; want representa- 
tives now carrying non-conflicting 
lines and catering to the better re- 
tail jewelry trade. Tuttle Silver Co., 
North Attleboro, Mass. 





AGGRESSIVE sales representative; 
medium priced Butane gas pocket 
lighter to sell to jobbers, whole- 
salers, large retailers, department 
stores, chains, etc.; many territories 
still open; reply stating territory, 
other lines carried, experience and 
basic personal details. Address “J., 


2455.” care J C-K. 








Help Wanted 





WANTED: all around engraver for Buf- 
falo, New York. Address “L., 2414,” 
care J C-K. 





WANTED: jewelry repair and _ special 
order men for Buffalo, New York. Ad- 
dress “K., 2413,” care J C-K. 





WATCHMAKER wanted: preferably on 
just out of school. Address “N., 2418,” 
care J C-K. 





WANTED: A-l1 jeweler, who can repair 
— set stones. Address “V., 1461,” care 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address ‘“T., 1460,” 
care J C-K. 
































































JEWELER, on special order work and 
stock work; $2.25 per hour, plus bonus; 
answer in detail. Address “V., 2447,” 
care J C-K. 





DIAMOND assorter; large cutters and im- 
porters want steady assorter worker; 
xe preferred. Address ‘“‘M., 2523,’ care 





SALESMAN; few years good credit ex- 
perience; write for appointment stating 
salary, etc., confidential. Herberts, 163 
W. 125th St., New York City. 





POLISHER, for a jewelry shop, able to 
do some jewelry work; fine place to 
work; write in detail experience, sal- 
ary, etc. Address “G., 2449,” care J C-K. 





JEWELRY salesman, cash-credit store, 
above New York; state full particulars ; 
salary; unusual opportunity. Address 
“C., 2445,” care J C-K. 





EXPERIENCED salesman, under 40; sal- 
ary $5,000 per year; modern store lo- 
cated in Eastern part of Ohio. Address 
“D., 2169,” care J C-K. 





A-1 jeweler and stone setter; prefer man 
who can help with watch repair when 
needed ; registered jewelry store. Shrode 
Jewelers, 1433 Main St., Sarasota, Fla. 





WATCHMAKER wanted; prefer combina- 
tion engraver ; steady position, good city, 
climate and salary; wire, phone or 
eee, Lewis Jewelry Co., Gainesville, 

a. 





FINE watchmaker; permanent position, 
top salary; needed for fine store in 
Iowa; state age and salary desired in 
own handwriting. Address “Y., 2426,” 
care J C-K. 





WANTED; a first class watchmaker to 
work in shop, for an old established 
store in the Middlewest; ideal working 
eo Address “J., 2412,” care J 





WANTED; fine combination jeweler and 
engraver, or jeweler, for largest and 
finest jewelry store in Southwest; very 
high salary for qualified man. Address 
“E., 2430,” care J C-K. 





SOUTHWEST resident salesman wanted 
for manufacturer’s top line mountings 
and wedding rings; commission basis; 
no objection to carrying non-conflicting 
line. Address “‘A., 2442," care J C-K. 





JEWELER; for all around repair work 
and stone setting; steady job, 40 hour 
week; paid vacation; give references 
and salary in reply. Write to, Post 
Office Box 106, Huntington, W. Va. 





ENGRAVER wanted, first class, trade 
shop ; lettering, monograms, etc; steady ; 
2% per cent. Apply in person. Jewelers 
Engraving Co., 220 W. Fifth St., Los 
Angeles, Calif. 





TWO, jewelry engravers, experienced in 
lettering and monograms; good pay; 
steady work: apply in person. Frisco’s 
Engraving Shop, 169 Prospect St., 
Passaic, N. J. 





JEWELER, combination man; small re- 
tail store doing special order and gen- 
eral repair; give age, experience, sal- 
ary expected first letter. Walker Jewelry, 
1012 Holman, Houston 4, Texas. 





ENGRAVER, experienced in work for dis- 
criminating clientele; state ability, ref- 
erences and salary expected. J. Herbert 
ee aoe 420 E. Colorado St., Pasadena 

, Calif. 





WATCHMAKER, junior, prefer young 
man out of well known watchmakj 
school; state references and salary ey. 
pected. J. Herbert Hall Co., 429 
Colorado St., Pasadena 1, Calif, 





hr. 


AN alert contact man to sell expensive 
and medium priced, custom made gpe. 
cialty boxes made of velvet, plastic and 
velours; must have a following; com. 
— only. Address “A., 2525,” Care 

-X.. 








SPECIAL order man; one who eap 
handle platinum and gold, for welj 
established shop. John A, Marshall, 
347 Spitzer Bldg., Toledo, Ohio, 








WANTED; three watchmakers, experi. 
enced, able to work on all types of 
watches; permanent positions; write 
full particulars in first letter. Winters 
halal 120 N. Broadway, Wichita, 

ans. 





A 


SALESMAN wanted; to sell a line of di. 
amond mounted rings, loose diamonds, 
wedding rings, seml-mounted and mount- 
ings to retail stores for Eastern terri- 
tory. L. M. Bass, 207 Market St., New- 
ark, N. J. 





a eee 


SALESMEN wanted for loose diamonds 
with a good following among retail 
jewelers; all territories considered ; give 
full details of background and experi- 
ence; all replies held in strict confi- 
dence. Address “‘D., 2520,” care J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “R., 2165,” care 
J C-K. 





GOOD jeweler, with business ability, 
capable of managing a shop of five 
people; excellent opportunity, for the 
right man; state experience, age, mar- 
ried, or single, and where in the past 

employed. Address “Z., 2448,’ care J 
K. 





EXPERIENCED, retail salesman wanted 
by top-rated family type credit store, 
in a city of 25,000 population; a per- 
manent position as assistant to owner; 
give age, references, past experience and 
salary desired. Sam B. Arnson, care 
Beggs Jewelers, Olean, N. Y. 





EXCEPTIONAL opportunity for thor- 
oughly competent credit jewelry store 
manager; must be fully experienced; 
unusual permanent future, and well 
rewarded by old established organiza- 
tion; reply with full details in confi- 
dence. Address “T., 2459,” care J C-K. 


me 





SALESMEN with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands; 
residing in vicinity; travel by car; 
drawing against commissions; refer- 
ences. Address “R., 2622,” care J C-K. 


ld 





WANTED, experienced jewelry repair 
man, engraver, watchmaker to mat 
age department; excellent opportut 
ity for right man, Address “R, 


2502,” care J C-K. 


ao 
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HELP WANTED—Continued 





————e 


WANTED; salesman and assistant 
manager; must be mem ber of 
American Gem _ Society; in long 
established store, in West. Address 
“p., 2501,” care Jj C-K. 








WANTED; jeweler and engraver, for 
one of Pennsylvania’s finest jewelry 
stores; experience necessary. Milo 
R. Williams Jewelers, Inc., 114 S. 
Main St., Butler, Penn. 





WANTED; secretary, familiar with the 
diamond business, and with book- 
keeping experience; well remuner- 
ated; pleasant working conditions. 


Address “B., 2404,” care J C-K. 





WANTED, a good salesman and win- 
dow trimmer; good salary expected, 
good advancement and steady posi- 
tion. Reply, Jack Gerson, 200 E. 
Washington St., New Castle, Pa. 





SALESMAN; manufacturer of leading 
promotional line of sterling hollow- 
ware; several choice territories open 3 
give resumé in strict confidence. 


Address “K., 1783,” care J C-K. 





EXCELLENT opportunity for right man; 
established manufacturer of quality cos- 
tume jewelry, with active accounts 
among jewelry stores, has opening for 
ambitious salesman with following in 
Illinois and Indiana, preferably Chi- 
cago resident; references first letter. 
Address “P., 2371,” care J C-K. 





EXPERIENCED jewelry salesman for 
high class staple 14K gold jewelry; 
established accounts with better re- 
tail and department stores in Chi- 
cago, Midwest and Coast. Address 
“D, 2406,” care J C-K. 





SALESMEN wanted by well known 
manufacturer to sell ladies’ popular 
priced diamond set mountings and 
wedding rings to match, to the re- 
P _— Address **H., 1808,” care 


a 





WATCHMAKER; one who can do light 
jewelry repairing; permanent position; 
state salary and previous experience: 
one who can wait on trade; if married 
Can arrange to get a house in a short 
while ; store in Vineland, N. J., half way 
between Philadelphia and Atlantic City ; 
"oe Address “P., 2296,” care 








JEWELRY manager-salesman for a 
beautiful modern credit store in a 
city of 20,000; fine opportunity for 
a young man with sufficient experi- 
ence and a desire to prove his abil- 
ity; inquiries confidential. Contact, 


’ . : 
Pollock’s, Zanesville, Ohio. 





SALESMEN required by manufacturer 
domestic pearls; many good territories 
open if you call on jewelers, department 
Stores, gift shops, credit stores, etc.; 
exquisite unconditional guaranteed line 
of superb quality, popular prices, hand- 
somely boxed ; highest commission rate. 
Write, President, Triumph Mfg. Co., 

+ 3D, 715 St. Marks Ave., Brooklyn, 


N 





JEWELRY salesman, for successful 
credit jewelry store in Shreveport, 
La.; excellent opportunity for man 
who knows the credit business and 
wants a job with a future; send 
qualifications and salary expected. 
Write, P.O. Box 1645, Shreveport, 


La. 





FULL time diamond ring salesman, 
must be experienced; this diamond 
ring line is 100 per cent different 
than any other in United States; 
give full particulars; territory open; 
Kentucky, Tennessee, Alabama, 
Texas, Mississippi and Louisiana. 


Address “E., 2284,” care J C-K. 





JEWELER and stone setter, wanted 
for trade shop, to do repairs and 
small new work; must be ambitious 
and in the near future be able to 
run shop unassisted; splendid fu- 
ture for right man; five day week; 
$100 to start; give full details in 
first letter. Address “K., 2336,” care 
J C-K. 





OPPORTUNITY to earn substantial in- 
come; a nationally known diamond ring 
house requires salesman of proven abil- 
ity and established following among the 
retail jewelers in Ohio, Indiana, and 
Michigan; must be an energetic go-get- 
ter; we have established trade in these 
States that assures a substantial in- 
come to a producer; liberal drawing 
against commission; must have car; 
our salesmen know of this ad; all in- 
formation kept in strict confidence. Ad- 
dress “D., 2451,” care J C-K. 





JEWELRY box salesmen wanted by 
leading manufacturer of jewelry 
boxes, showcase trims, and display 
units servicing the retail jeweler; all 
territories available; our represen- 
tatives receive the highest compen- 
sation in the industry, bonuses and 
incentives. Write, Electric City Box 
Co., 795 Woodlawn Ave., Buffalo 
11, N. Y. 





WATCHMAKER; long established, 
high grade store has permanent 
position open for an experienced 
watchmaker of first class ability; 
should have experience on Pateks 
and chronometers; may either take 
charge of department in front posi- 
tion or work at bench as he wishes; 
neat appearance and pleasing per- 
sonality an asset; personal interview 
will be arranged, M. Meyer, Jeweler, 
Marion, Ind. 





SALESMAN; exceptional opportunity 
for salesman with following among 
retail jewelers in Southwest; we have 
the established trade that assures 
substantiai income to producer; 
complete and unusual line of dia- 
mond watches, rings, bridal sets, 
mountings, wedding rings, attach- 
ments and many other salable items 
in platinum and gold; all informa- 
tion will be kept in strict confidence. 
Seidman & Co., 31 W. 47th St., 
New York 36, N. Y. 





SUCCESSFUL chain wants managers 
for large new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to be 
paid for out of his share of the 
store earnings, only men who under- 
stand every phase of credit jewelry 
operation and have record of suc- 
cessful large store management will 
be considered; all replies held in 
strict confidence; our present man- 
agers know of this ad. Address 
“H., 1737,” care J C-K. 


For Sale 


Stores, Stocks and Businesses 








SMALL, modern jewelry store in Troy, 
N. Y.; long, well established, good busi- 
ness, plenty repairs: sell reasonably. 
Address “H., 2454,” care J C-K. 





CASH Jewelry store; new fixtures, fine 
stock and repair department; same 
owner 30 years: Central Oklahoma; 
$30,000 will handle. Address “K., 2438,” 
care J C-K. 





JEWELRY store, St. Petersburg, Florida ; 
excellent diamond location for party 
with capital to operate: Hamilton and 
Elgin franchises; $9,000 total price. 
Address “G., 2491,” care J C-K. 





ESTABLISHED 25 years, jewelry store, 
California; good for watchmaker and 
manufacturing jeweler; franchise lines; 
$8500 stock and fixtures full price. Ad- 
dress “M., 2481,” care J C-K. 





LARGEST jewelry store in Midwest 
town: 100% location, low rent; $35,000 
will handle; reason for selling, I am 
not able to stand long hours and hard 
work. Address “L., 2439,” care J C-K. 








OLD established jewelry store in East 
Central section of Indiana; population 
50,000; repairs average $500 monthly; 
terms arranged if desired. Address “L., 
2498,” care J C-K. 





IF you want, and are financially able, to 
buy old established jewelry store with 
10 year lease at 5%, investigate store 
and town. Gilmore’s Jewelry and Furni- 
ture Co., Pensacola, Fla. 





FIVE miles from Boston; 30 years estab- 
lished jewelry store; city of 70,000; air- 
conditioned ; nationally advertised lines; 
good repairs; corner location; approxi- 
mately $12,000. Address “M., 2499,” 
care J C-K. 





(Continued on page 244) 
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FOR SALE—Continued 





OLD established jewelry store, North of 
San Francisco, California; all major 
and silver lines; no fixtures to buy; in- 
ventory $40,000; all or any part; de- 
tails by request. Address “E., 2407,” 
care J C-K. 





SMALL jewelry store, Fort Worth, Texas; 
excellent, busy traffic location; na- 
tionally advertised lines; repair alone 
would justify investment; clean stock, 
and low rent; $8,500. Address “B., 
2429,” care J C-K. 





JEWELRY business, wholesale; owner 
retiring ; earning over $25,000; growing 
and can grow even more; cover 90 
miles around Philadelphia, Pa.; requires 
ras cash. Address “D., 2466,” care 





FOR SALE; modern cash jewelry store, 
excellent location; fine stock and fix- 
tures; established over 50 years; can 
be bought right; reason for selling, im- 
paired health; city of about 40,000, in 
Ohio. Address “J., 2436,” care J C-K. 





CENTRAL California, beautiful, newly 
remodeled, 25 years established busi- 
ness; new A-1 stock, new fixtures; eight 
year lease; approximately 60,000 popu- 
lation ; reason, serious illness. Porton’s, 
810-10th St., Modesto, Calif. 





WELL estabiished modern jewelry store 
and watch shop in Indiana industrial 
center, 25 miles from Chicago; ideal lo- 
cation; excellent repair business; nice 
fixtures; clean stock, $30,000 to $35,000 
inventory; cash deal only. Address “‘J., 
2182,’ care J C-K. 





WELL established, small jewelry store; 
modern fixtures, air-conditioned; choice 
location with good lease; 15 miles from 
Detroit ; industrial town of 40,000; may 
be purchased for inventory and fixtures; 
family illness necessitates sale. Ad- 
dress “F., 2408,” care J C-K. 





FIRST class jewelry store, top location 
in north Mississippi city of 12,000; clean 
stock, nationally known lines; very low 
rent; city offers excellent opportunity 
for aggressive credit operation; owner 
retiring after 35 years; requires about 
rae cash. Address ‘“H., 2475,” care 





ESTABLISHED jewelry store, modern 
type, Chattanooga, Tenn., with trading 
area of over million, downtown loca- 
tion, good lease, very low rental; splen- 
did opportunity for increased volume 
and more active operation; reason for 
selling, ill health; owner deceased. Ad- 
dress “G., 2434,’’ care J C-K. 





FOR SALE; two fine jewelry stores; same 
ownership 29 years; located Oregon 
Coast in Paradise of Pacific Northwest; 
top lines; privately owned; stores lo- 
cated six miles apart in two leading 
Coast towns; would divide, but better 
together; about $35,000 will take both. 
Address “F., 2431,’ care J C-K. 


CREDIT jewelry store for sale, in large 


New Hampshire city ; clean stock, stand- 
ard brand merchandise, good cash and 
also good repair business; modern fix- 
tures, air conditioned; small overhead, 
low rental, good lease; $40,000 will buy 
it; exceptional opportunity. Address 
““A., 2427,” care J C-K. 





BEAUTIFUL, modern, air conditioned 


jewelry store in progressive south 
Georgia town; good payroll; excellent 
location, low rent; lease; old estab- 
lished, with leading lines in watches, 
china, crystal and silver; good reason 
for selling; don’t reply unless definitely 
interested. Address “E., 2487,” care J 





JEWELRY store in Central West Virginia 


town of 10,000 population, with large 
drawing trade; 100% location, best store 
in town; all brand named watches, di- 
amonds, silver, sterling and plated; es- 
tablished 26 years; excellent reputation ; 
owner retiring; annual sales $50,000 to 
$75,000; can be increased; will help fi- 
nance reliable party. Address “‘K., 2497,” 
care J C-K. 





LARGE, modern front, air-conditioned, 


beautifully decorated jewelry store, 
with full, modern equipment, in Ashe- 
ville, N. C., mountain resort and manu- 
facturing center; doing cash and credit 
business with five prominent silver flat- 
ware lines and good watch lines; excel- 
lent accounts and lease; available at 
once; price is right. Address “G., 2472,” 
care J C-K. 





MODERN credit jewelry, nine year lease, 


established over 50 years, will be avail- 
able January or February of 1954; this 
store is within 60 miles of New York 
City ; may be purchased with stock, or as 
a store and accounts deal only; agency 
for Gorham, Hamilton, Reed & Barton, 
Zenith hearing aids, Wallace Silver, 
Franciscan china and many other top 
lines ; terms available to the right party. 
Address “C., 2403," care J C-K. 





JEWELRY store, south Florida; large, 


modern, all lines, best location in town; 
only jewelry store in entire County; lo- 
cated in manufacturing and farming 
town with year around payrolls; reason, 
retiring; require purchase of stock at 
cost, approximately $18,000; will lease 
or sell fixtures; own building, will lease 
to suit you; extra good volume; no 
ee Address “A., 2405,” care 





ULTRA - MODERN, air - conditioned jew- 


elry store, doing mainly cash business, 
excellently located in a rapidly growing 
community near Akron, Ohio, directly 
opposite one of the finest industrial 
plants of its kind; completely remodeled 
last year, all glass front, custom built 
fixtures, all top franchises; excellent re- 
pair business; long lease; volume could 
be increased by enterprising manage- 
ment or credit accounts; truly a fine 
future; reason for selling, moving to 
Florida. Address “P., 2419,” care J C-K. 








FOR SALE; modern credit jewelry 


store, Bakersfield, Calif.; 100% lo- 
cation, clean stock, name brands; 
best lease in block, no percent, two 
and a half years to go, arrangements 
can be made for option to renew; 
books open to inspection; reason 
for selling, dissolution of partner- 
ship. Address “F., 2452,” care 
J C-K. 








For Sale 


Teols, Equipments 








USED tools, benches, lathes, cleaning ma. 
chines, staking tools, etc. R. P. Gallen, 
220 W. Fifth St., Los Angeles 13, Calig 





Business Opportunities 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to xeep its ad. 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
jurnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular. 
Keystone. 





—_———— 


PARTNER-salesman, with capital; estab- 
lished manufacturer of gold rings; smal] 
shop; A. M., Room 414, 1947 Broadway, 
New York 23, N. Y. 





— 


AUCTIONS; successfully and ethically 
conducted anywhere in the country, 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15 





M. C. MAXWELL, exclusive jewelers’ 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre 


mont St., Boston, Mass. 





GORDON BROTHERS oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





AMERICA’S foremost jewelry auction- 
eer; an auction service for jewelers 
who care; over three million in 
actual cash results for 24 jewelers. 
Thomas J. Faussett, 521 Fleming 
St.. Howell, Mich. 


——_ | 





AUCTIONEER; 10. successful sales 
conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures oF 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 
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IMMEDIATE cash for diamonds, watches 
(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cast for this purpose; write, 
wire or call at our expense, references: 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madison 
St., Chicago 3, Ill. Randolph 6-7390. 





LOUIS LENHOFF, auctioneer, has 
conducted successful jewelry auc- 
tions all over America and Canada; 
you may have for reference list of 
firms I have conducted auctions for 
recently. Louis Lenhoff, 3010 W. 
Chicago Blvd., Detroit 6, Mich. 
Phone Tyler 6-0439. 





WILL pay cash to any established 
jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 
Plaza 8-2110-2111. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and 
enjoy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our files 
for your inspection. Wire, write or 
telephone, Manny Silverman, of Sil- 
verman Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl, 7-4693. 





WANT to sell out and still make money 
on your store; want to raise cash 
on your stock fast and still make 
15% profit besides sales expenses; 
our method of conducting flat sales 
and auctions have proven so suc- 
cessful in the past that we don’t 
hesitate to say we will finance an 
auction or flat sale for you with 
no obligation on your part; Mr. 
Jeweler you have everything to gain; 
nothing to lose; refcrences from 
satisfied jewelers upon request. 
Harry Schechter Sales Service, 2 W. 
47th St., New York 36, N. Y. 








Wanted to Purchase 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. . P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED to buy a used engraving ma- 
chine, prefer “New Hermes” model; 
must be in good condition. Address “B., 
2484,” care J C-K. 





STORE, cash, credit or loan office; estab- 
lished 10 years or more; approximately 
$50,000 per annum gross; must be 
healthy situation all around; full par- 
ticulars. Address “J., 2477,” care J C-K. 





OLD established jewelry store wanted by 
watchmaker, carrying leading sterling 
and watch lines, doing over $40,000; 
state full particulars, confidence re- 
spected. Address “S., 2422,” care J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, ete. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, IIl. 





CASH for your surplus stesling flatware 
and hollowware ; any pattern, any quan- 
tity; also all makes watches; refer- 
ences: Houston National Bank. Jack 
St 402 Scanlon Bldg., Houston, 

exas. 





EXPERIENCED jeweler, age 37, desires 
to go into business for self or to invest 
in established business; $10,000 avail- 
able ; prefer location in city from 20,000 
to 50,000; currently employed as man- 
ager of retail store. Address “S., 2514,” 
care J C-K. 





WATCHES wanted; any quantity, all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond _ jewelry, diamond 
rings, etc.; correspondence invited; 
references, The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 2, 


Texas, 





WE’LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course that it’s jewelry and belongs 
in a jewelry store; what’s more 
we'll pay cash for it without hem- 
ming and hawing; wire or write 
your proposition or call. Ref.: 
Jewelers’ Board of Trade, Dun & 
Bradstreet, Manufacturers Trust 
Co., N. Y. Frank Pollak & Sons, 
since 1905, 72 Bowery, New York, 
N. Y. Phone Canal 6-2854. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National 
Bank of Commerce, Memphis, 
Tenn.; Jewelers’ Board of Trade, 
Dun & Bradstreet. Weinman’s 
Dept. K., 108 Beale Ave., Memphis, 


Tenn. 
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Watch Work, etc., for 
the Trade 











BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service ; prices 
on request; mail orders invited. David 
Migdal & Co., 109-B Summer St., Tel 
Hu 2-9547. 





UNSURPASSED workmanship, watch re- 
pairing; excellent service; Watch- 
master; largest shop downtown doing 
trade watch repairs exclusively. Hyler 
Watch Co., 80 Nassau St., New York 38. 





SPECIALIZING in _ repairing, chrono- 
graphs and all types of _ watches; all 
watches timed by the Watchmaster; 
guaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





RELIABLE watch repairing within one 
week; Watchmaster accuracy guaran- 
teed ; pearl restringing within two days; 
good fast service for out-of-town ac- 
counts. Fred Lowey, 48 W. 48th St., 
New York 19, N. Y. 





WATCHES repaired at lowest national 
prices; special price on stock watches, 
AS970,FF60 waterproof, self winders; 
prompt service; Watchmaster tested; 
prices on request. Keswick Repair Ser- 
vice, 293 Keswick Ave., Glenside, Penna. 





KNOW your vibrator; quality, speed, 
dependability; vibrating, staffing, 
jeweling; mail direct; same day ser- 
vice. Hairspring Vibrating Co., 406 
32nd St., Union City, N. J. 





SINCE 1928, a superior watch repair 
service to prominent jewelers; 
Holmes protected vaults; attractive 
prices; speedy service; all work 
guaranteed; position tested on our 
Watchmaster. Cooper’s Watch Re- 
pair Co., 48 W. 48th St., New York 


36, N. Y. 





(Continued on page 246) 
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WATCH WORK, ETC., FOR THE 
TRADE—Continued 





TWENTY-FIVE years’ experience in 
fine watch repairing, chronographs, 
all complicated watches; free case 
polishing; Watchmaster assures ac- 
curate timing; work guaranteed; 
speedy service; price list upon re- 
quest. H. Spielman Co., 9 Maiden 
Lane, New York 38, N. Y. 








Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





COMPLETE jewelry service; special or- 
ders, repairs, assembling gold and plati- 
num rings, bracelets, watch cases, ear- 
rings; guaranteed workmanship. Nash 
Jewelry Co., 93 Nassau St., New York. 





EASY profits, ring stone replacements; 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary =. 
160-11 Hillside Ave., Jamaica, N. Y. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B Eddy St., Providence, R. I. 





STONE encrusting, engraving and 
drilling ; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials military insig- 
nias, fraternal emblems; _ stone 
cameos up to 50 mm size; onyx 
crosses, special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 





To Let 





FORTY-FIFTH St. near Fifth Avenue: 
2nd floor space, window facing street: 
ideal for diamond setter, jewelry repair, 
etc.: reasonable rent. Apply premises, 
35 W. 45th St., New York. 








Miscellaneous 





WATCHMAKERS’ JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 
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The Jewelry Industry Has Organized 
to Effect Excise Tax Relief 


The Jewelry Industry has again united to end these discrim- 
inatory business-depressing levies. The industry’s vehicle for 
carrying this fight to Congress is the Retail Jewelers Tax Com- 
mittee, Inc. The Committee itself is largely composed of 
retailers from different sections of the country representing 
different segments of the retail jewelry trade. The committee 
is backed up by an Advisory Board of sixteen prominent in- 
dustry members, representing suppliers within the trade, and 
two jewelry union representatives. Retailers, wholesalers, 
manufacturers, importers, etc. have thrown their support into 


the program. 


There is every indication that our program, aggressively pre- 
sented, adequately supported and properly timed, will be con- 
stituted so as to fit into the 1954 political attitude and fiscal 
policy of the Goverment. We cannot afford to sit back. Relief 
will be forthcoming only for those who effectively show just 


cause. 


Are you a part of this program that affects your business 
operation so vitally? If you have not as yet sent in your con- 
tribution to the Tax Committee you have not effectively voiced 
your protest against this discriminatory business-depressing tax. 


Your contribution is needed now to give the committee the 
means to pursue an effective campaign. Wide participation is 
the best answer in financing this program. 


Tear Out and Mail Today 





DON'T LET THIS OPPORTUNITY FOR EXCISE TAX RELIEF PASS 


To: Retamw JEweLers Tax Committee, INC. 
597 Fifth Avenue 
New York 17, New York 


Enclosed find my check for $...................-006- 
For the jewelry industry excise tax repeal fight being conducted by 
the “Retail Jewelers Tax Committee, Inc.” 


Check One: 


(J I am a retailer [] I am a jewelry supplier or manufacturer 


Fill in if desired—Please credit my contribution to..................8.-+.--. 
My trade association 
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no one gives you more than 


amilton 


This Fall, Hamilton advance styling ’ 
most trusted name in watches 


... Smart merchandising . . . quality 


distribution . . . and full profit you and its popular priced companion line 


can keep .. . add up to_more reasons 
| | iInois 


than ever before to back the watch 
line that backs you. 

guaranteed and backed by Hamilton 
sold direct to retail jewelers by the HAMILTON WATCH COMPANY, Lancaster, Pennsylvania 
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Every Bretton Band features : | 
FLUID SPRING 


A Bretton exclusive giving 


comfort and quality found in : | 
no other watch band! | 


Il pa 
tstanding magazines... 


or Fall and Christmas selling. 


packaging idea in watch 
- selling...and 





: : MEAS- UR-RIS 
_you can 
customers immediate 
fect fitto prevent sales 
..avoid lost sales! 
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OUR 80" YEAR 


Since 1873, the Name that has continued 
to be a Leader in the Gold Filled Quality Parade 


It is significant in a highly competitive field 
that, since its very establishment, the name 
“Simmons” stamped on jewelry has con- 
tinued to grow in prestige with each of its 
eighty years. 


This steady and ceaseless maturing of 
faith in the Simmons name is, we feel, at- 
tributable to our basic policy of vigilant 
quality in every single element of every 
item which bears that proud name. 


Jewelry bearing the time-honored mark 
of Simmons has never failed to meet . . . or 
even to surpass . . . the requirements fixed 
by U. S. Commercial Standards CS 47-34 
for gold filled stock. 


Here is quality that has never been 
tampered with. You may rest assured that 
it will continue to hold its position among 
the nation’s leading manufacturers of 
Quality Jewelry. 


R. F. Simmons Company, Attleboro, Massachusetts 


“AN EIGHTY-YEAR-OLD NAME SYNONYMOUS WITH 
QUALITY GOLD FILLED JEWELRY” 


- 
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he Baker line of settings and findings 
is so comprehensive that the manufacturing 
jeweler will find in it everything he may 
need to produce the new pieces he is creating. 
It includes our newest emerald shape 
illusion settings that take round stones, a 
complete line of the conventional high fishtail 
and illusion style settings, circlet, skeleton, 
pearl spread-base and crown, emerald shape, 
square and high settings with four cramps 
as well as Tiffany types. We make findings 
for one-piece to five-piece mountings both 
light and heavy weight, stone plates in plain 
and fancy shapes, bases, bezels and round 
and square tubing. All are available in 
jewelry palladium, 10% iridio-platinum 

and in gold. Besides these items we produce 
pins, joints and safety catches and solder 
for every purpose. 


BAKER & CO., INC. 


113 ASTOR STREET, NEWARK 5, NEW JERSEY 


NEW YORK « SAN FRANCISCO + CHICAGO + LOS ANGELES 
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The Facts Speak for Themselves — 


MEDANA steps up your store traffic and profits month after month with low 
prices and fast-moving styles that attract the mass market. Over 100 designs 
for ladies and men, girls and boys. 7 jewel and 17 jewel, dress and sports 
watches. 


MEDANA is the sales ammunition your store needs to combat department 
store sales and closeouts. It offers you a steady source of supply, brilliant up-to- 
the-minute styling, guaranteed quality and national advertising prestige. 


MEDANA rings up extra sales as a second watch for everyday wear. It’s 
America’s only complete line of watches in the low priced bracket. 


MEDANA is the surest way to a more 
profitable watch business. It offers you the 
best mark-up in the low priced watch line. 


MEDANA is guaranteed in writing for 
one year, with free factory repair service. 
All Medana parts are interchangeable and 
easily obtained. 


MEDANA is pre-sold for you with na- 
tional advertising. ) 


-MEDANA offers you powerful attention- 
getting dealer advertising assistance: Over 
45 free, expertly prepared newspaper ads 
as well as outstanding window displays. 


32. MEDANA is the only official Girl Scout 
ney {, Watch .. . further positive proof of its 
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FACE THE FACTS! 


Buying or assembling diamond — 









































rings piece-meal incurs... higher 


























costs...lower profits. 









































EVERY Bristol Ring is created 
in our own factory from start 
to finish by skilled craftsmen. 



























































A true manufacturer can inter- 
change metals, settings and 





























ornaments. We give you this 
service and quick delivery too. 


















































TEST US! 
BRISTOL SEAMLESS RING COMPANY 


Manufacturers of Fine Rings 


71 NASSAU STREET ~- NEW YORK. 38, N. Y. 
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builds bigger seasonal business for you wi 


ss off with full page in color in LIFE, 
Waltham’s smart new line will also be adver- 


tised in Vogue, Esquire, Holiday, Christian 
Science Monitor, 14 Railroad Family Maga- 


zines and other publications! 


Waltham’s participation on TV includes every 
station on the National Broadcasting Company 
Network. 5 days each week on the popular 


Hollywood “Glamour Girl’’ show! 


Waltham sales promotion aids for your store 


include new displays, new mats, new sales 





literature, new radio and TV scripts. Plus 
a generous cooperative advertising plan! 


Waltham helps pay for your advertising. 


Each season, Waltham makes greater and 
greater strides forward toward its rightful 
position among the leading watch companies 
of the world. It’s now certain that this will be 
Waltham’s biggest Christmas in years! And 
every one of these retail sales brings a profit 
to a traditional watch retailer. We hope you’re 
one of this fast-growing family of Waltham 


jewelers! 
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AS thas vou give, when you give a Waltham: 


& iit srep-rented im Amerionn iraditinn, 
tor it wee a kep-wind Waltham Watch 
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features the Perwmafore: mamespring. 
the power plant that never fuilz’ 


Ad impressive tribute that wili 
tosg and pridefuiiy he treasured 
wiwther given we sweethenrt, 
relative. friend or Susisces Amenriate 
Pos Waithama. sore 10. have been 
priad ke mare generetions 
af Americans has any other watch! 
Te awn a Waltham ia be parkicapate 
in Amerion » heritage 
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Remember! only Waltham “the jeweler’s watch” gives you all these advantages! 


d 
* Controlled production assures controlled distribution. © Big-value prices —top- i 
profits for you! ® Superb styling —from new tiny, tiny ladies’ watches to self- | 
winding Autochrons! @ Precision-quality— assured by the most rigid tests ever | | 
made! @ Waltham fame — prized by more generations of Americans than any i} 


other watch! © Wholesaler service to keep your inventory active—your capital, 
free. @ Fair-traded of course, in all states where codes apply. 
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AMERICA’S FIRST WATCH—SINCE 1850 
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Gimbels may not tell Macy’s— 
ut we're telling the world! 














provides a heavier gold top shell! 





For longer wear and longer lasting beauty all J-B expansion bands have 
1/15-12 Kt. gold-filled top shells. 1/15-12 Kt. gold-filled means that J-B bands 


have from 25 to 60% more gold content than is used in leading watch bands 


selling for up to 25% more. 


Nobody—but nobody— 
_ offers finer design...better construction! 





PTR RL SE CERES IR as SEL SS 2D 


...and this is no idle boast. J-B is the only watch band ever awarded the 
FASHION ACADEMY GOLD MEDAL ‘for beauty of design...for exceptional 
fashion styling!’ And thousands of jewelers the world over have found that 


nobody puts more meticulous craftsmanship into a watch band than J-B! 


Nobody—but nobody— 
— guarantees more “Profit Protection”! 
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So sure are we of J-B product excellence, that we stand behind every band we 
sell, always ready to accept the return of any defective merchandise and to 


replace it, if desired, at no loss to the jeweler or his customer! 


Yes, nobody—but nobody — has ever gained 
so enviable a reputation as J-B for superb styling, 
superior craftsmanship and all-around value. An 
outstanding combination that proves J-B is every 
Jeweler’s Best value in watch bands! 


JACOBY-BENDER, INC. 
161 Avenue of the Americas, New York 13, N. Y. 
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MULTIFORT 





self-winding, 








DIANA—for women: stainless 
steel case with sweep sec- 
olalemar-lalePame- Tell lsimmir-lilehme-Lale, 
numerals, $71.50 F.T.|. 





ARNOLD — stainless steel 
Case, raised stick and radium 
Combination, expansion 
bracelet, $67.50 F.T.|. 





8 REASONS 
why _MMacle is different 


from other avtomatic watch 


RUMSEY—14K gold bezel, top 
andcrown, with stainless 
steel back, sweep second 
hand, $125 F.T.|. 


NYMPH —for women: stain- ‘ 
less steel case,$100 F.T.|. 





MADEMOISELLE—for women: 
featuring a gleaming stain- 
less steel case, $109 F.T.|I. 





GLADSTONE — stainless steel 
Case, radium hands and nu- 
merals, $59.75 F.T.|. 





DATOMETER—calendar watch, 
Stainless steel case. Extra 
hand indicates day of month a 
on outer edge, $98 F.T.I. & - 


KITCHENER — gleaming stain- 
less steel case with regular 
second hand, $49.75 F.T.|. 








over 50 ‘worry-free’ styles 
for men and women... from 
$49.75 to $275. F171. 


GRANT—14K gold bezel, top 
and crown. Stainless steel 
back, $125 F.T.|. 





JEFFERSON—ultra thin stain- 
less steel Case, stick or ra- 
dium hands and numerals, 
$71.50 F.T.I. 












/ 









A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 







and casts exceptionally clean 






SUPPLIED IN ALL FORMS 







*TRADEMARK APPLIED FOR 









SETTINGS and SHANKS 
Im PALLADIUM and GOLD 


SERIES 485 SERIES 570 









ACCURACY 





HONESTY 





KARAT i REFINERS & SMELTERS JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. ©@ Phone JUDSON 2-3095 e@ #£New York 19, N. Y. 
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you Il hit 
paydirt 


when you promote 


CROTO 


Do your 

customers pass up 
diamond watches 
because of price? 

Then imagine 

the business you can 

do with diamond 
watches that cost no 
more than 

ordinary watches— 
Crotron’s Gem 

Classics! Croton imports 
diamonds 

directly —passes on 

the savings. Your 
customers won’t find these 
values duplicated 

in any other nationally 
advertised watch... 
you can offer a money-back 
+ guarantee to prove it! 


‘here are Croton Gem Classics 

for every typeof trade 

~from low-priced to luxury! 

All are exquisitely 

styled, all have 17-jewel precision 
movements. Don’t miss 

out on the special Croton plan 
for more volume and 

bigger profit on diamond watches! 


Write for free booklet to Croton Watch Co., Inc., Dept. JC 9, 404 Fourth Avenue, New York 
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LIKE BROTHER BEAR, “layaway” should 
interest you this time of the year, too. 

Watch layaway, that is. 

For the more Watches you set aside for 
customers now, the bigger and more profit- 
able Christmas season you'll enjoy. 

Elgin plants the idea of Christmas watch 
layaway early with your customers... in 
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~~ 


Only Elgin has the 
heart that never 
breaks, the guaranteed 
DuraPower Mainspring 


He’s layaway minded—are you? 


For what’s new in the 
watch business, watch 





LIFE October 19, SATURDAY EVENING POST 
October 10, and on TV in October. 


And there’s a complete Elgin “Look- 
Ahead to Christmas”’ promotion . . . news- 
paper mats, radio announcements, direct 
mail and a colorful, free display package. 


Want amore profitable Christmas? Then 
start bearing down on “layaway”’ now. 


ELGI 


Elgin National Watch Company ® Elgin, Illinois 
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FLEET oe aow..MAKES ALL OTHER IDENTS 0 





FLEX-LET @ Mery 


so personal...so appealing...they will sell on sight! 






A a Laat Le ORIN ae EAN 

TO 
b (eyo Se ees wk ibe Be me 
=o See aie wer mee wer ae 


R TEENAGERS — S/390 — IN WH 


~ RETAILS ]}99 F 











FOR WOMEN — S/380 —IN YELLOW OR WH! 
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FOR MEN — S/370 — IN WHITE — RETAILS 1439 FTL 
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to |help you CREATE fsales. .. FLEX-LET creates 
men’s fashions that are perfect replicas of 
very expensive 14Kt gold men’s jewelry! 





FLEXLET 











FLEX-LET 
CREATES IDENT HISTORY... 


YOU'LL 9/407 — YELLOW - RETAILS S/444 — YELLOW — RETAILS 935... EF. i... 
BRILLIANT IMPORTED STONES RICH, DEEP HAND ENGRAVING 


CREATE SALES HISTORY!!! | BEZEL SET MOONSTONE 





These new four-page 
Picture Album Idents 
have the same warm 
personal appeal of the 
American family album. 





SHOW THEM — PROMOTE THEM - ee 
$/455 ~ WHITE — RETAILS. 
THEY'LL SELL ON SIGHT! RICH RHODIUM FINISH 
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How BIG js. 


The market LIFE reaches with a single issue 
(11,880,000 households”) is big enough, all by it- 
self, to consume the entire yearly production of 
most brands, many manufacturers, many entire 


industries. 
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For example, in watches: 
If, this year, just one watch at $30 were bought in atten ate CONE wii oats 
each of the households reached by a single issue of at retail—$300,000,000, 
LIFE, sales to this group alone would exceed the One $30 watch bought by each of 
estimated total retail volume of watch sales in the 11,880,000 households* — 
entire U.S. for 1952. $356,400,000. 


*Source: A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 
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the LIFE market? 
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PUR ES eee 
Finlay Straus, New York: More customers Rank & Motteram, Milwaukee: Dramatic 
are attracted by this ‘‘Advertised-in- LIFE” win- ‘*Advertised-in-LIFE”’ displays catch the eyes 
dow featuring watchbands. of passers-by, increase watch sales. 






How can LIFE be a powerful salesman for YOU? 






Just take advantage of LIFE’s vast market locally. Yes, right in your 
own home town. Do as other leading jewelers all over the country do: 
feature ‘‘Advertised-in-LIFE”’ windows to draw more customers in, 
then use ‘‘Advertised-in-LIFE” displays at point of sale. Tie in with 
LIFE in your store, and see how powerfully LIFE works with you. 
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First in circulation 
First in readership 
First with retailers 


9 Rockefeller Plaza, New York 20, N. Y. 
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Where does THE WATCH FASHION 


A new look at a proven promotion for 





hey: S:9 —A brand new national promotion for jew- 


elers—““The Watch Parade’’—was sponsored 
by the Jewelry Industry Council. Designed to increase 
interest and traffic for a wider selection of watches, it 
was an instant success. In fact, 80% of jewelers polled 
that year reported more people looking at watches! 





anton 


1951 | —Now known as “The Watch Fashion Pa- 
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—A significant trend was noted. Over 50% 


1949 | of reporting jewelers marked a sharp climb 


in lay-away-plan watch purchases for Christmas. And as 
the “Parade” gained momentum, reaction from Quality 
Jewelers was the same from coast to coast: “Let's keep 
“The Watch Parade’ rolling every year!” 
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ness. By now it had become one of the most effective 
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rade”—and supported again by The Watch- 
makers of Switzerland in a widespread program of edi- 
torial features, publicity and advertising—the “Parade” 
began to capitalize on the public’s fashion conscious- 


watch sales builders of the pre-Christmas season. Its 
national campaign generated needed prestige — and, 
locally, jewelers stimulated sales and profits by featuring 
the year’s widest range of watch styles and prices. 


“For the gifts you'll give with pride—let your jeweler be your guide” 
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Quality Jewelers 


ET Try — This year, your bog t= 
“Watch Fashion j y 


Parade” (Oct. 29-Nov. 7) takes 
on new significance. It 
becomes your Springboard 

to Christmas, leading 

directly into the season 

that can make or 

break your profit picture fi4 Be ge ; . 
for the whole year. / fa» “inated i} a 
Broad national coverage — 4 
(right) establishes /.§ iy 
the promotion dates, / | _ 
tells customers about é . 
your wide selection 
of fine watches... 





. a 


And in your town, joining and 
leading ‘The Watch Fashion Parade” 
is up to you. In the past, Quality Jewelers have set the pace 
for their “Parades” with radio, TV, newspaper ads, contests, 
direct mail—every form of publicity. And this year, it’s more 
important than ever. So, right now—plan to make your 


‘Watch Fashion Parade” lead to the biggest Christmas season ever! 


The WATCHMAKERS OF SWITZERLAND 
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Mr. Retail Jeweler... 
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Promoting interlocking gag 
bridal sets is the wisest {7 


y : “si 


kind of merchandising 
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Tried and Proven Mechanical Porloction 
Tried and Proven Selling. “ 


Tried and Proven Sti ing | 


Tried and Proven Dealer Selling Tlodps. 














Over a million Feature Lock Interlocking Rings sold 
AMERICA’S MOST in only a short time is tried and proven testimony for this 
greatest achievement in over 100 years of ring making. 
BEAUTIFUL Make sure, when you promote interlocking rings, that you 
BRIDAL SETS are building for the future. “Your Future is with Feature Lock.” 


SOLD THROUGH AUTHORIZED DISTRIBUTORS. 







FEATURE RING CO., INC. e 126 WEST 46th STREET e NEW YORK 36, N. Y. 
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o> holden Jubilee <4, 


FULL LINE of Automatic Coffeemaker 


A Size tor Every Family 
A Puce tor Every Purse 


Jubilee Coffeematic—De- 
luxe ten-cup automatic with 
new “Hi-Speed” unit and 
new styling —$29.95. 


For price-conscious buyers 
—Six-cup automatic perco- 
lator, solid copper body 
chrome finished—$19.95. 
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Coffeematic at a new low 
price—Automatic eight-cup 
model with the famous Fla- 
vor-Selector—$24.95. 


The answer to ‘‘Instant’’ 
Coffee—Four-cu p automatic 
model brews quickly, keeps 
coffee hot ’til poured—$17.95. 


Bigger! Faster! New Styling! 


Now... the Big, New Jubilee Coffeematic makes 
up to fen cups... an extra, more-for-the money 
feature. New speed, too .. . with a fast 600 watt 
unit to serve finer coffee faster. And it’s 
completely restyled inside and out for greater 
beauty and convenience... more salability. 


BUT. ..w0 price increase! SL OMLY 29.95 


See Your Distributor—Get your complete 
Jubilee package with its new Coffeematic 
Counter Display, mat ads, mailing pieces, 
everything you need for more Coffeematic sales! 


UNIVERSAL 
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Always, the most flattering complement to 
feminine loveliness is jewelry of artful design... 
and today, the most versatile component 

of your design is jewelry chain. 


MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASS. * PROVIDENCE 5S, R~ T1. © MAPLEWOOD, N. J. This Seal! 
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you 
can’t 

fool 

a watch 
expert... 








that's why we confidently announce 





to the Gruen Jewelers of America the newest and 
most beautifully styled watch line in 79 years of 


Gruen style leadership... 


1 Only Gruen gives you the most complete 
line of beautifully styled watches, with exclusive 
selling features to encourage “creative selling” 
by your salespeople. 


2 Only Gruen gives you practical retail selling 
help with the only real “co-operative advertising 
plan” in the industry, to reduce your cost of 
business. 


3 Only Gruen recognizes your selling needs by 
planning and giving you a steady year-round 
calendar of powerful promotions, to end the fear 
of “slow months.” 


4. Only Gruen works to protect jewelers’ 
profits by devoting the tremendous Walter 
Winchell Radio and TV shows to urging the pub- 
lic to buy only from Authorized Gruen Jewelers. 


ROUEN 


THE PRECISION WATCH 
The Gruen Watch Co.. Cincinnati. Ohio 
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The watch line that 
works for the jeweler... 





“‘We are pleased with the 
fine sales showing your 


Wadsworth Watches 
made. And—up to this 
time—we have not had a 
Wadsworth come back to 
service.” 


Ernest J. Bremer 
Bremer’s Jewelry 
Peoria, Illinois 


‘*‘Wadsworth Watch sales 
have been excellent for us. 
We are glad to have a 
nationally advertised 
watch in the lower price 
range we can sell with 
confidence and sell 
easily.” 
Cort G. Lippert, Jeweler 
Northfield, Minnesota 


QUICK FACTS ABOUT WADSWORTH WATCHES: 


e Wadsworth Watches start at $19.95. 


© The style and beauty of Wadsworth Watch cases are created by the 
same designers who fashion cases for America’s finest watches. 


© Wadsworth Watch movements offer dependability and accuracy ... they are made by 
the same craftsmen who make movements for some of the world’s most expensive watches. 


e Wadsworth is the only nationally advertised watch in its price class! 





Wadsworth Sales are Growing | 


THESE REPORTS, PICKED AT RANDOM FROM OUR FILES, MAKE A VERDICT 


“Wadsworth has one of 
the finest cases of any 
popularly priced watch 
on the market today. The 
movement and retail ac- 
ceptance answers a jew- 
eler’s problem of a name 
brand at popular prices.” 


Hugo F. Kofmehl, 
Jeweler 
Duncan, Oklahoma 


“Since we have been car- 
rying Wadsworth in stock, 
we have noticed a very 
nice increase in overall 
watch business. Wads- 
worth definitely has the 
price and quality that 
jewelers have been look- 
ing for.” 


E. E. Vance, 
Vance Bros. Jewelry Shop 
Meridian, Mississippi 
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‘‘Wadsworth has filled a 
need in our store and 
given us a complete, well- 
styled, low priced line 
with some real stability 
behind it. We’ve enjoyed 
wal brisk sales and all our 
customers are well 
pleased.” 

Craig Bulloch, Mgr. 
Harding- Bulloch Jewelers 
Pueblo, Colorado 













‘‘Wadsworth Watch sales 
have far exceeded our ex- 
pectations. Customer 
comments are favorable. 
‘The attractive boxes, 
prices, national adver- 
tising and window dis- 
plays are conducive to 
many sales.” 
Harry B. Miller 
Miller Bros. 
“Square Deal Jewelers” 
New Orleans, Louisiana 






















- Jewelers Report Reasons: 


FROM A "JEWELER’S JURY” THAT’S WORTH LISTENING TO! 
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**‘May we congratulate 
you on the Wadsworth 
Watch. We are pleased to 
find a low price, quality 
watch. Our thanks to you 
for the volume we realize 
in a low price range.” 


Homer W. Miller, Jeweler 
Columbus, Ohio 


‘““We have had very good 
results in our sales of 
Wadsworth Watches. It 
is a very good watch and 
is priced right for com- 
petition. We are very 
pleased with the entire 
line.” 


Albert Hager, Jeweler 
Flagstaff, Arizona 
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fhuie the reliable “old timers’ 
come through with something new 
as a result of their creative imagi- 
nation ... Handsome Diamond 
c | Earrings . . . an example: of the 
: fine skill of Goodman craftsmen... 
and manufactured with an eye to 
economy that allows the jeweler a 
substantial profit. Order by num- 
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DIAMONDS ENLARGED 
TO SHOW 


GOODMAN & COMPANY pera 








ee | MAKERS OF FINE JEWELRY SINCE 1904 
ma -«-: 42: W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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...Apex introduced Quadra-Flex* the watchband with exclusive Contoor Fit... the first really 
new construction principle in expansion bands in 20 years. 










Ew is again with an entirely =, 


idec in watchbands . . . the distinctive new 





















"511.90 
Retail Price 
$14.95 (F.T.1) 











Ne. 6113 
Keystone List 
$11.90 


Retail Price 
$14.95 (F.T. 1.) 
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You'll find these 
features in 


Evou Span 


1/10-12K gold filled top 


TT ” highest gold content of any gold-filled watchband 
because Ever-Span always presents a “Solid Golden Front cu the enuulsab:sestidicua aa 


NEW @ No eyelets, no rivets...made to ‘ast a lifetime 























*Trade Mark 


+U.S. Patent 2574567 
Canadian Patent 483714 











NEW 





@ All parts, except top shells are non-corrosive 


because Ever-Span is completely flexible, link by link sasiieias ini 


MEW @ Guaranteed against all mechanical defects 
: @ Attractive gift-packaging 





because Ever-Span is designed with no rivets, no eyelets 
for a lifetime of wear 


plus 
@ Exclusive Universaloktt ends to fit all men‘s 
models %” to %"’. Automatically locks into place 
. ...stays securely locked. — 
Universalok means smaller stock. No disappointed 
customers. More sales. 


All styles available with yellow or white gold-filled tops 










N 


~@ YH] <q 


‘expanded . . . Ever-Span presents a “Solid Golden Front.” 










| , $0 flexible . . . Ever-Span 
LOOK to APEX for something NEW in WATCHBANDS | folds link by link. 
See your jobber ‘ fTU. S. Patent 2565326, 2576684 






APEX ACCESSORIES CO., INC. Greenwich, Conn. 


for men 7 NEW magnificently styled 


PEX Quadra-Flex'’ watchbands 


with exclusive Cote i 


igo 






<i 


Made by skilled craftsmen with a a. 4 re 


all these fine Apex features: an ay, OO 


| Ee ye ‘age ae I ‘e 


. ae ahh 


%. Ye. _ *. ' 


G6 4a ae 


MK m* et % 















oe 


No. 2313 . . . Keystone List S118 . « « Retail Price $14.95* ty 













@ Quadra-Flex’ ...4-way super- 
flexible action for comfort. 









1/10-12K gold-filled top (yel- a a. a oe 
low, white or pink). a ~~ a ae Pa 











Guaranteed against all No. 2713 . . . Keystone List $11.90 . . . Retail Price $14.95" 


mechanical defects. 1 ‘<= = _= _* 


| = 
ttractive ckaged to make 2 a ee ——a—-_ —- oe — 
bison: , [i es ee 
the perfect gift 


No. 2513 . . . Keystone List $11.90 . . . Retail Price $14.95* 





plus 


Universalok'' ends to fit every 
man’s watch from %” to %4” 


+Trade Mark 


tT U. S. Patent 2585326, 2576684 1713. . . Keystone List $11.90 . . . Retail Price $14.95* 


All ladies’ and men’s watchbands a SF ee eee 


available with 14K gold tops : é #& £ “a a é 


No. 2913 . . . Keystone List $11.90 . . . Retail Price $14.95* 















FOR LADIES 
Apex expansion bracelets 
combine beautiful styling and 
fine quality with the same 
fine features you find in 


No. 2813 .. . Keystone List $11.90 . . . Retail Price $14.95* 













every man’s watchband. Ask ee eh ee eee): Oe) ae es 
° i eee — al : epee ene dl ERS gee ge. BBRES: 
your jobber . S ees = ied 4 pees wees geet = sg 98 
Be ee = a alll all t =: , wee gi set see 





No. 2413 .. , Keystone List $11.90 . . . Retail Price $14.95* 
*Fed. Tax incl. 
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See your jobber 


APEX ACCESSORIES CO., INC. Greenwich, Conn. 








It happened in... 


-ean’t remember the name, but will we 
ever forget the place? the jewelry store with 
ost Office and candy-tobacco counter 
in back, that we bought in Morris, Okla- 
homa. The first night of our 5-day sale, the 
one movie in town had one lone customer. 
They refunded his money and closed up for 
the duration of our sale. We certainly were 
Morris’ stellar attraction! That was 30 
years ago when our firm was young and 
we've bought plenty of spectacular large 
stores since, but never losing interest in 
little stores and stocks. (Just recently we 
bought at auction the store of the late 
Amasso R. Weaver, Harvard, Nebraska, 
population 700, a store appraised for 
$7,000. We traveled the furthest and bid 
the highest.) Large or small, near or far, 
Gordon Brothers is ever-ready for a store 
or stock to buy. 


Stories from our 50 years‘ 
experience with truths of 
just as great significance today. 
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We are proud to be the 


FIRST 


to introduce SYNTHETIC 








Ree 





Nationally famous jewelry designer Fred Barel again scoops the  ~< » 
_. . entire Jewelry Industry. This time he is the FIRST to create abrand ~~ 
7 exclusively .. new, fabulous assortment of Barel Bridals Matched Wedding Ring Sets y : 
— | -», elegantly crowned with breathtakingly beautiful *Linde Synthetic 
* decigted by : mAs Star Sapphires and Star Rubies. 


All the rings are made of 14-karat yellow and white gold com- 


wk 7 Ge 2 | binations, some with diamonds, some without . . . but all 


Genuinely Hand Carved in the true Barel Bridal tradition. 


Sold Directly to the | y Write us and we'll be happy to have our representative show - : 
ooesceattd the Manufacturer _ you samples of these beautiful, sensational originations. 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


Reap a Harvest of 
Autumn Sales 


With these exclusive 


Watch Band Creations by 


KESTENMADE 


All the eye-catching beauty of distinctively 
different designing is stunningly styled into 
these KESTENMADE originals . . ready to 
help you reap a rich harvest of autumn 
sales now. 


Tell Your Wholesaler 
“Send Me KESTENMADE” 


KESTENMAN BROS. MFG. CO. 
Providence 3, Rhode Island 


A — No. 3R226 Petite G.F. $5.95 
B — No. 3542 Walton G.F. $5.95 
No. 9542 Stainless ..... $3.95 


C — No. 4483 Capri G.F. $7.95 


D — No. 3569 Halfmoon G.F. $9.25 
No. 9569 Stainless ...... $5.50 


E — No. 4484 Capri G.F. $7.95 


F — No. 3571 Revere G-F. $8.25 
No. 9571 Stainless . $4.95 


G — No. 3F216 Rosita G.F. $7.50 
H — No. 3568 Gladiator G.F. $9.95 


Prices on G.F. numbers incl. Fed. tax 
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Jewelers Choice 


Ballou ear clip No. 66 — because of its distinctive design; because continuous testing 
on a precision measuring device gives a uniform spring tension that is just right — 
strong enough for security, light enough for perfect ear comfort. 





DISTINCTIVE FEATURES OF BALLOU FINDINGS 
PROTECTED BY LETTERS PATENT. 

PAT. NO. 2,583,988 

DESIGN PAT. NO. 156,452 








B. A. BALLOU & CO., INC. PROVIDENCE, R. I. 








FINDINGS — 


SOLO TO THE MANUFACTURING TRADE 
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ONLY WED-LOK* ADAPTS ITSELF TO A VARIETY OF SHAPES 
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THIS is the improved lock that 
is making history from coast-to- 
coast. There is nothing like it 
anywhere. Just press a WED- 
LOK* Engagement Ring and 
Wedding Ring together and 
instantly a quick click tells you 
that the rings are united. The 
rings can be assembled in one 
second —on or off the finger. 
There are no gadgets, no tools, 
no parts to wear out. Spring 
tension firmly holds the rings 
together, prevents ring separa- 
tion, eliminates ring friction and 
virtually banishes ring wear. 
enlarged to show detail Diamond visibility is ata 
maximum. With equal ease the 
rings may be disengaged to be 
worn individually, if desired. For 


and if is guaran feed utmost diamond security and 
resistance to wear, WED-LOK* 


mountings are of Tempered 

- White or Yellow Gold* (not 
cast) or Tempered Platinum.“ 

. WED-LOK* Rings are nationally 


recognized leaders in quality, 
craftsmanship and style — and 
come in a diversified range of 
designs, priced from $100 to 
$2500 the ensemble, retail. 
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Manifadising Com 


114 GEARY STREET, SAN FRANCISCO 8, CALIFORNIA 


1S NewS I's Different! 
\t'S WHAT Your CUSTOMERS WANT * 


-MEN’S 
Erxpaus(ou 


Both In Luxurious 
IDENT “PICTURE FRAME’ BOX 


: “No. 550/31 
 _ STERLING 
| ee V4 Retail . . . $17.95 
SELL 2 IDENTS : ey | | YOuR COST! 
INSTEAD OF 1 ——— 


It’s Simple . . . Profitable Too! ‘Y 9700 


faye Perfect gift for birthdays, engagements, anniversaries 
“J @ So beautiful . . . so comfortable . . . so sturdy YELLOW GOLD FILLED 
¥ e Fully Guaranteed! Spectacularly Priced! \ yi re aaeaee 
e Sensational “Picture Frame” Box pulls customers into } a=» 
your store 


No. 250/31 


MILGLO JEWELRY MFG. COMPANY 


302 FIFTH AVENUE © NEW YORK 
CHICAGO: H. Charmack, 36 South State St. 
PACIFIC COAST: M. J. Newman, 57 Post St. 


ee te 
, Chicago, Ill. 


, San Francisco, Calif. 
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fom the loader comes steilliug mews.. 


X ifs brought you He'ODer0ctar’ £- 


thks tibet 


TPA 


the world’s largest selling billfold 


: XX, ifs brought you the rend ¥ 


he original ladies’ billfold 





2" chine 












TARTLES THE INDUSTRY 










“Identifier” also has 
spore key pockets, 
secret currency 


is : d entifier” a : 
aE Fs | } “Replace-A-Pass” _ 
ACh,  # feature. When wings 









become cloudy, r re pocket, permanent 

place with economi- =f registration against 
Le eal, teoeaparent wine ee loss, etc. 

complete ladies’ line with | 


EWELED* TABS 


The illustrated “Trend” Billfold per- 


“Trend” Billfold has 
the 6-wing "Replace- 
A-Pass” feature, as 
do many other 


mits removal of coins 
and bills from same 
ovter pocket. Loads 
of other features. 


models. 








*Simulated | 










‘These features and the entire Rolfs line will be pre-sold 
in 14 large-space advertisements 
in color in leading publications 


* 
Fall campaign starts September 15. 
Tie-in with your own promotion— 
make your store Rolfs headquarters 


_Xol) 


Creators of Distinctive 7 Personal Leather Goods 
330 Fifth Avenue, New York 1, New York 


Division of Amity Leather Products Co. 
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Community 3-Piece 
Child Set: H. H. 
Knife, Spoon and 
Fork. 
Retoil . 


. . $4.50 





Community Baby 
Spoon — Bent 
Handle. 

Retoil . . . $1.25 








Community 2-Piece 
Baby Set: Spoon 
and Fork. 

Retail . . . $2.00 








Community 
No. 9039. 3-Piece 
Primary Set: Child's 
Cup, Spoon and Fork 
(Cup $3.50 Value 
Subject to Federal 
Tox). 

Retail . . . $5.50 


Community Feeding 
Spoon. 
Retail . . . $1.00 


fectly designed for 


plastic toys in two 


Community Chick Bank 
with 3-Piece Baby Set 
(Feeding Spoon, Baby 
Spoon and Fork). 
Retail . . . $3.00 





Sell more Community baby giftware with 


these colorful gift packages. Each piece per- 


available in all five popular patterns. 









Community 
No. 9002. 6-Piece 
Progress Set: 
Feeding Spoon, 
2-Piece Baby Set, 
3-Piece Child Ser. 
Retail . . . $6.95 











primary training! Appealing 
baby sets! Every set 

















Community 
No. 9011. 2-Pc. Baby 
Set (Spoon and 
Fork) with Grip-Tite 
*. Bowl in Gift Box. 
' Bowl attractively 


Grip-Tite Bowl and Dish! No more 
mealtime spills! Parents love it! 
A great new idea for gift shoppers 


* Firmly anchors bowl or 
dish to table or high chair! 
* Easily washable! 


* Heatproof ovenware! 
* Blue rubber base has 
double suction! 


Community 


Set (Feeding 


decorated with Compartment Dish, *TRADEMARKS OF ONEIDA LTO. 
kiddie characters. in Gift Box. 
Retail . . . $3.95 Retail. . . $4.95 








No. 9012. 3-Pc. Baby 


Baby Spoon and 
Fork) with Grip-Tite 


Community “‘Quacky 
the Duck’ with 2-Piece 
Baby Set (Spoon and 
Fork). 

Retail . . . $2.00 


Spoon, 
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é 


Piece 


n, 
Set, 
Set. 

6.95 





little gifts like these 





IN bj 


All the sales builders you’ll need for your big fall baby gift season in easy- 
priced Community and budget Tudor Plate. 10 big Community sets! A 
full-color display! 5 new gift-packaged Tudor Plate sets! 

Stock early for new arrivals, baby showers, birthdays. Order from your 
franchised Community* and Tudor Plate wholesalers today! 


NE WS BIG FULL-COLOR = @ 


COMMUNITY DISPLAY 


rl 
FREE of extra charge when you 
order this complete assortment at ify eZ 
a i K ~ ‘ 
only $100.05 retail value. iA 


YOUR COST ONLY $60.03 


— | 

























Se ee NST EE FORD 
OF «eee 
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Val wits Feb very GWM 
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Community 


No. 9010— 


ee 4 


Here’s what you get: 


8 Baby Spoons .. . bent handle 

8 Feeding Spoons 

8 2-Piece Baby Sets with ‘‘Quacky the Duck”’ 
4 2-Piece Baby Sets with Grip-Tite Bowl 

4 3-Piece Baby Sets with Grip-Tite Dish 
3 3-Piece Baby Sets with Chick Bank rome i 
2 3-Piece Child Sets e's i 

1 3-Piece Primary Set : —'— E — We. 

1 6-Piece Progress Set Mion io ae ee 


ly saw Ludor Plate 


children’s assortment 


You make your regular mark-up on each set! 









/ Tudor Plate in candy-striped gift boxes. In ae” “i 
Wreath* and Fantasy* patterns Vg ten 
; ae | Easy-to-sell volume budget-priced gifts! 









Suggest these Tudor* Plate items to customers 
who want distinguished silverware in a good 
%». moderate-price line. Clear acetate protective 
= covering on every set. 






















Tudor Plate 
3-Piece Child 
Set. 


Retail . . . $2.75 


| Tudor Plate 


2-Piece Baby Set. 








Retoil . . . $7.25 
Tudor Plate Tudor Plate 
No. 9303. 6-Piece No. 9408. 3-Piece 
Progress Set: Bent +, e Primary Set 
Baby Spoon, 2-Piece Tudor Plate Baby (Cup $2.00 
Baby Set, 3-Piece Spoon — Bent Value Subject to 
Child Set. Handle. Federal Tax). 
Retail . . . $4.75 Retail . . . $.75 Retail . . . $3.25 
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_ Aere are the 


met Oth Tomas hachionc! 


gold case, 5-ligne. 
17 jewel. #£1531C, 


yellow or white 


‘cad BACKED BY POWERFUL 
NATIONAL ADVERTISING 











These new models feature beauty of design, distinctive 
appearance—add more sales excitement to the fast-moving 
Seth Thomas* line. Theyre priced right for the vast middle 
income market—with full profit for you. . . full value for 
your customers. 











To back you up, these watches are being pre-sold this 
Fall with powerful advertising in Lire and SATurpay 
EvENING Post. Seth Thomas advertising reaches easily half 
the families in your neighborhood. Turn these prospects 

into customers with your own local tie-in promotion. Write 
“The Cosmopolitan” 


~ teats analinwetel for our latest catalog. 


styling. 10K GF case. 
Raised golden numerals. 
Black suede strap. 
4531S. $59.50t 
































Charming new model. 
1OK RGP cose, SS back. 
Raised figure dial. 
41631. White or 
yellow with cord, 
$33.75*; yellow only 
with expansion band, 


$39.757 














CCF Linest Motion Wind Watch! 
ROTOR 


Designed to withstand shock and keep time precisely, the 
Seth Thomas Rotor has extra shock-cushioning features. Its 












“Top of the line’ an winding weight (A) has a full 360° circle swing—no limits to snap 
Seth Thomas Rofor. ee ; ; 1: < >» - 
Lapped all 10K GF. a a pivot rod. And a special shock-absorbing “slot” (B) gives 


water-resistant cose. 
Shock-resistant 
{incabloc}. Genuine 
alligator strap. 


#81315. $71.50? 





delicate time-keeping parts increased 
protection for longer wear... 
greater accuracy. 






















Sth Thomas 


SF Lbomaston, Connectiout 


the newest in fine watches by the 
oldest nume in American time 






Very thin dress Rofor. 
91% ligne (Incabloc). 
10K GF case. SS back. 
#6921. Alligator strap, 
$67,507; expansion 
band, $71.507 



























Division General Time Corp. 


a *Reg. U.S. Pat. Off. GT 

“age hs > +includes Fed. Tax. 

Pe ee eer Prices subject to 
reGeee 2 ates se. change without 

ee ee dk aS Ue notice. 
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Popular Rofor—now with new, 
conforming expansion band, 
luminous dial. Shock-resistant 
(Incabloc}. Water-resistont, 
10K GF, SS bock. 3615181, 
expansion band, $71.50, 

or leather strap, $67.507 






















Priceless Heirlooms? 


No, but they have a priceless heritage 
they're WHITING & DAVIS 
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p YY 
mL. 
) : Theyre new, they're old, they’re good. 
. | : They’re part of a quality jewelry line by a 
(\ <3 \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 









Who better than Whiting and Davis to do 
such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


- 
masterpieces have dazzled the fashion world for nearly eighty years. 





That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., INc., Plainville, Mass. 


V 


HAND IN HAND WITH FASHION=SINCE 1876 
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NOW 












EVERY WEEK 


on TV 


*“@ ROCKY KING presents the KREISLER 
watchband story to 4 out of 5 TV homes— 
right from the start of your peak selling season! 


““@ ROCKY KING sells KREISLER watchbands 
in 48 top market areas—coast-to-coast— 
with still more stations to come! 


































Atlanta 
Altoona 

Ames 
Baltimore 
Birmingham 
Bloomington 
(Indianapolis) 
Chicago 
Cincinnati 
Cleveland 
Colorado Springs 
Columbus 
Dallas 

Detroit 
Dayton 

El Paso 
Galveston 














Grand Rapids 
Kansas City 
Los Angeles 
Louisville 
Lynchburg 
Memphis 
Milwaukee 
Minneapolis 
Mobile 

New Britain 
(Hartford) 
New Orleans 
New York 
Norfolk 
Omaha 


Peoria 


YEAR AFTER YEAR 
this top-rated TV “whodunit” 
improves its popularity! 


ROCKY KING, DETECTIVE 
starring Roscoe Karns 


Here’s proven sales power that 
sells KREISLER watchbands 
and men’s jewelry for you! 


HERE’S THE STARTING LINE-UP: 


Philadelphia 
Phoenix 
Pittsburgh 
Providence 
Rock Island 
San Antonio 
San Diego 
San Francisco 
Salt Lake City 
Sioux City 
Syracuse 
Spokane 
Tacoma 

Tulsa 

Tucson 

Utica 
Washington 


See your local paper for station listing and time 
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_ KREISLER 


Desens 








-WATCHBANDS! 


sales for you! 





FLASH! Beginning September 27th, 
TV's best-known detective starts after 
record KREISLER sales for you! 

And if you’re one of the millions of regu- 
lar Rocky King fans—you know he always 
gets what he goes after! 





FIRST WITH FASHION EXPERTS— 
A KREISLER FIRST! 
Introduced on TV by top fashion 
names who wear this new watchband— 
GOLDEN ECHO by Kreisler— 
an exclusive design taken from 
a 14-Karat gold original! 





So put him to work—let Rocky King go atte: 
added profits for you! IT’S FREE! Send for 
KREISLER’S Rocky King promotional ma- 
terial — streamers, ad mats, TV spots — all 
yours WITHOUT CHARGE! Tie in with 
Kreisler right now! 





Hard-selling commercials do double duty in selling Kreisler features, Kreisler styling! 


A BEST SELLER— 

A KREISLER EXCLUSIVE! 
Now on TV, Kreisler promotes the 
band that set record sales— 
an exciting mew version of the 
exclusive DOUBLE FEATURE 
expansion watchband. 


OAPBF  crchoands for men and women— 





hres 


SHOWROOM: 630 Fifth Avenue, Rockefeller Center, New York. 
MAIN OFFICE: 9015 Bergenline Avenue, North Bergen, New Jersey. 


created by fine jewelers, sold wherever fine jewelry is shown. 
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IT TAKES MORE 
TO PLEASE A LADY! 


To the expert watchmaker each ERNEST BOREL move- 
ment is a thing of beauty. The curve of the ruby-red jewels, 
the perfect adjustment of the polished steel escapement, the 
precise Incastar Regulator, the incomparable Nivarox | 
hairspring—all combine to make this a movement that has 
earned the admiration of fine watchmakers the world over. 
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But—it takes more to please a lady! 


That’s why great care is taken to make each ERNEST 
BOREL watch case a work of beauty. Why dials are so 
sparkling they capture the eye. Why extra quality is “built-in” 
to assure continued good looks through many years of wear. 


Yes, indeed, it takes more than one of the world’s finest 
watch movements to please a lady. It takes Endearing Beauty 


—and that’s always ERNEST BOREL. 
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14K Gold with 18K applied figure 
dials, Incabloe shock protection, Dust- 
proof crowns. Retailing at (FTI) 
a. $80.50 6b. $71.50° c. with Incastar 
Regulator, $62.50 


wry” 


. + =< 
7373" 377 7a"n” 


>? > 
4 454 54 Se 


. 
~ 


WATCHES AND CHRONOMETERS 


ERNEST BOREL 


SINCE 1859 


SOLD sen VICED GUARANTEED THE WORLD OVER 


EXCLUSIVE U. S. DISTRIBUTORS: 


JULES BOREL & COMPANY 
1015 Walnut St., Kansas City, Mo. 
NEW YORK SHOW ROOMS—SUITE 1100, 665 FIFTH AVE.—PLAZA 3-3810 
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1 THE POINT OF SALE WITH DELTAH’ 





WHITE ERMINE advertised nationally 


double power—plus 





Make yourself a present of extra Christmas profits, with 
these designed-for-sales American Beauty deals! Exquis- 
ite selections of American Beauty compacts and other 
fashion accessories—with fascinating animated “Bambi” 
display. And you get bonus merchandise to offset the cost 
of this sure-fire traffic-stopper! Don’t miss out on this 
profit opportunity. Order from your wholesaler today, or 
write us direct for the name of your nearest wholesaler. 


Compact Assortment No. 3600 


With this assortment, you receive free, compact 395/022, retail value $10.00, 
to offset the cost of this colorful, motion display. The eye winks, the tail wags. 
A sure eye-stopper, traffic- builder for your store. 


Quantity Item Total Cost Retail 
464/492 $1.80 $ 3.00 
197/013 1.80 3.00 
259/340 2.40 4.00 
456/601 2.40 4.00 
293/492 2.40 4.00 
259/607 3.00 5.00 
293/488 3.35 6.00 
317/025 3.35 6.00 é = 
294/044 3.00 5.00* Sy kt") 293/492 
259/485 3.75 7.50 OS 

mofo 3.75 7.50 Ker < 3 
395/230 5.00 10.00 | pe ZK ea ~ | | 

















1 
1 
1 
1 
1 
L 
1 
1 
1 
1 
1 
1 
12 


$36.00 $65.00 


Retail $65.00 r oe 
*Plus tax Cost 36.00 — 259/485 a 


PROFIT *29.00 or 44.6% STEUTE 
ee SS SS ee 
Compact Assortment No. 5520 \) i oie Qeenmnanee enanes 


Quantity Item Total Cost Retail 
By ELGIN AMERICAN 


178/010 $3.60 $ 6.00 
189/011 1.80 3.00 
Necklace Assortment No. 3375 
Total Total 


197/110 3.60 6.00 
Quan. Item Cost Retail 


{ 
; 
293/491 2.40 4.00 ! 
315/601 2.40 4.00 
re ee a — 2 91/0001 Single $2.60 $5.50 | 
293/601 in aon 2 71/0002 Single 4.00 9.00 
2 92/0002 Double 6.00 14.00 } 
1 93/0002 Triple 4.00 9.00 | 
2 82/3000 Choker 6.00 14.00 
1 ! 
| . 

1 
I 
i 
I 
| 
| 


317/025 Lo Ae ce & 


Earring Assortment No. 1380 


Total Total 

Item Cost Retail 
81/6000 $2.00 $4.00 
81/6001 2.00 4.00 
81/6025 2.00 4.00 
81/6002 2.00 4.00 
82/6022 2.30 5.00 
82/6004 1.50 3.00 
81/6024 2.00 4.00 
81/6001 FREE 2.00 


130 $13.80 $30.00 
PROFIT $16.20 OR 54% 


Subject to Federal Excise Tax 


TOTAL COST TO YOU $13.80 


Q 


? 


294/606 3.00 5.00 
294/471 3.35 6.00 
earune oo a 84/3500 Dog Collar 4.00 9.00 
‘ . 81/2001 Jewel Choker 3.40 9.00 
91/0001/31-3 Pc. Set 3.75 10.00 
92/0001 Double FREE 4.50 


395/230 5.00 10.00 
$42.70 $74.50 
Retail $74.50 “135 $33.75 $84.00 
cot (42-70 PROFIT $50.25 OR 60% 
Subject to Federal Excise Tax 
TOTAL COST TO YOU $33.75 


—~—~—-NNNNNE 














PROFIT $31.80 OR 44% 


Permanent Display Case $12.50 
Gratis Merchandise $13.50 


TOTAL COST TO YOU $55.20 
ONALLY gn WS ot Afmceritan Piaauly 
aK 


—— oe ew oe eee ee eee ee eee ee ee ee ee eee ee eee ee eee ee ee sce cee cee 


ATi 
ADVERTISED 


American Beauty Division, 
i. R Illinois Watch Case Co., Elgin, Il. 
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cco25 Choice of Gold Plate or Rhod- ; Mey PN 
jum Finish, gift boxed. Brilliant Rhine- Sere 

stones Combined with Simulated Jets, p S= 
Ice Blue, Rose, Aqua or Sapphire. $10.65 


cco2z6 Sparkling White wT ey cco31 Lacy Filigree in Sterling Silver 
; Set Gift Boxed 
Cco32__ Earrings Boxed 


¢co033. Lacy Filigree in Sterling Silver 
set with brilliant rhinestones. 

Set Gift Boxed 

cco34 Earrings Boxed 


cco41 1/20-12KT Gold Filled. 
Set with Genuine Onyx 


Set Gift Boxed 
Cco042 Earrings Boxed . 


PROVIDENCE, R. L. 





Show us a bride-to-be with a new 
" Orange Blossom ; ring from your 


store and there you'll have your finest salesman. 


Popular styling. Beauty of design. Assured 


fine quality. All these and the respected 
name of Orange Blossom are an irre- 


sistible invitation to new home- 





makers to patronize your store 
with confidence — now — 


and for a lifetime. 


Some desirable franchises open— 
Inquire attention of salesmanager. 





TRAUB MANUFACTURING COMPANY 
1934 McGraw Ave., Detroit 8 Mich 


FOR SEPTEMBER, 1953 








SALES STIMULATING FACTS. George Jessel... your star Gemex salesman... will entertain and 


sell millions of TV viewers Sundays at 6:30 to 7:00 p.m. EST* from Sunday September 13 through- 


out the 1953-54 fall, winter and spring season over the expanding ABC-TV network. Join the jewelers 


whose increasing sales prove that Gemex is the fastest-growing line of expansion watchbands. 


* Consult your local TV program listing for exact time. 
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market 
for these 
Gerity gifts 


I. 1740 Georgian replica—all the 
charm of an antique! Yet this Gerity 
Salad Fork retails for only $3.50 ($7.00 
with Serving Spoon). Full jobber and 
wholesaler discounts. 


4. Carve-ette 


2. Solidly graceful lines, seldom found 
in silver plate, give the Gerity Serving 
Spoon the look of sterling. Like 

Salad Fork, it’s a 1740 replica. $3.50 
retail; full discounts. 


2. The Gerity Carving Aid is a charming 
and convincing replica of the old English 
“joint fork.’’ Has practical appeal, 
too. You’ll enjoy fast turnover at 
$7.00 retail; full discounts. 


I A. The joint fork goes brightly 
t | modern in chrome and stainless! 
| The Gerity Carve-ette is 
| j an irresistible gift item 

at $3.00—that’s all— 

: retail. Volume sales; 

full discounts. 














3. Carving Aid 


NCHIGAN 
ORPORATION 


OS. Superior Street 
avi 10 4, Ohio 






I. Salad Fork (1314") 


nw 
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2. Serving Spoon (131,") 








BUILD 


TOP VOLUME. 


with the line that means 


TOP VALUE 














LAAN 


AMERICA’S GREATEST DIAMOND RING VALUE 





There’s a ring to satisfy every value-conscious 
customer in BERLAND’S tremendous variety of 
traffic building specials! We invite you to 
loupe any BERLAND ring...you'll be amazed 
at the exceptional quality — the generous 
diamond weights — at such low, low prices! 
Feature a complete assortment 
of BERLAND’s high-style, original 
design rings...and see how 
quickly, how steadily 


your sales and profits mount! 


#5316 — $15.00 


CToloro Mol olliM mii mall meatal (lm iiols ME yulelemslefel iii M-si-tae 


STILL AVAILABLE: Limited number of valued BERLAND franchises. 


Write for complete information. 


JOSEPH BERLAND 


Manufacturing Jewelers and Diamond Importers for Half a Century 
6 WEST 48TH STREET * NEW YORK 19 N Y 





ome frolitelerer: 
Exceptional 


#7038 — $129.00 


Approx. % carat. Large full cuts used as side 
olToluireyavorMialceltre stele mmeltlsolariiite|hmilir-meltlel& 
ity for the price. 3 


Men's 14K Ring 
#7049 — $30.00 


on side. Full cut center stone. 
at this low price. 


#7031 — (Ladies) $24.00 
#7032 —(Men's)— $34.00 


Note double row of diamonds 
on each ring—a new, eye- 
catching BERLAND design. 
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STAINLESS STEEL FROM SWEDE) 


announces 





censE “0000” HOLLOWARE 


Supreme work of the great modern 
Swedish designer, Folke Arstrom, 
Coffee Sets, Pitchers, Casseroles, 
Platters, Fruit and Bread Servers, 
Gravy Boats, and many other 
wanted pieces, all so beautifully 
simple in line as to mate perfectly 
with “Facette” and other plain 


flatware patterns. 


cense KALIS Flatware 


Softly curved feminine companion 
to “Facette,” the world’s number 
one stainless steel pattern. Shortly 
available in 17 different pieces. To 


retail at $8.50 a 6-pe. place setting. 


Gense “Lovely for a Lifetime” Stainless Steel will 
help you build profits and prestige. Be the first 
to show these new Gense products (nationally 
advertised) in your community. WRITE NOW 
FOR CATALOG AND PRICES. 









In the East: 


GENSE IMPORT, LTD. 


15 E. 26th St., N. Y. 10, N. Y. 
West of the Mississippi: 


GENSE OF THE WEST LTD. 


278 Post St., San Francisco, Calif. 










Ellips FLATWARE 
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A YEAR 'ROUND 
PROFIT BOOSTER 


The 












Always in season 


So 


pons 


Easy to sell 


National Advertising Program 
IDAY PACK” 





Yes, every month in the year brings you opportunities ~ 
to sell Beacon Holiday Packs. 

The Holiday Pack is easy to sell for graduation 
or birthday gifts, for holiday week-ends, 
vacation trips—and don’t forget that it makes a 
wonderful wedding gift. 


Beacon Holiday Packs feature either the popular 
Beacon II or Beacon 225 cameras, G-E flash bulbs, 
Ansco film, Eveready batteries, carrying case, 
flash attachment, plus a unique nylon flash diffuser. 
Retail: $19.95 and $25.95. 
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Whitehouse Products, Inc., 360 Furman St., Brooklyn 2, N.Y. 


Better Buy Beacon” 
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SEE YOUR ANSON 











SA+uson Formula fot 











DISTRIBUTOR TODAY! 






















1. Quality Merchandise 


Anson sells in quantity, because Ansop 
sells quality, right across the line. Anson 
high quality wins customers, brings repeat 
business, and builds good-will for you, 
Anson gives you a complete range of styles 
and prices—everything you need to meet 
the taste and budget needs of every cus- 
tomer! 


2. Dynamic Packaging 


Exquisite gold and silver lamé boxes—the 
smartest in the business! That’s the pack- 
aging Anson gives you with every Sterling 
and gold-filled set in the line. Anson pack- 
aging multiplies impulse sales, makes every 
Anson package a gift package! 


3. Free Displays 


Attractive displays that spotlight a maxi- 
mum of Anson merchandise, in a minimum 
of counter space. Displayer at left is free, 
with purchase of Anson Sterling or gold- 
filled sets. Anson plated set displayer at 
right is free with purchase of Anson plated 
sets. Your Anson distributor has these dis- 
plays, order them now! 








Gold Filled jewelry reflects Anson’s style 
and quality leadership in the men’s jewelry 
field. Its rich, enduring beauty sells on sight. 


Sterling Silver by Anson is America’s 
fastest selling Sterling jewelry for men. Un- 
equalled for beauty, quality and value. 
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Successful Fall Selling 


4. Powerful Promotion 


Anson dealers will tell you about the ex- 
citing results they’ve gotten from big- 
space Anson magazine advertising... from 
Anson TV participation . . . from Anson’s 
hard-hitting promotion in all media. To 
help you sell in your town, contact your 
distributor for the traffic-building Anson 
retail mat service. 




















The Grip without a Ps — “LS (aie 
Slip—on every Anson co “ee hist, OS ee, n 
tie clasp. An exclusive —, So. SS : 
Anson feature. ~sen, a ve ~~ 


SE, 


Ras 


a a eS SS i NM 
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Anson’s Quality Plate is priced to 
produce volume sales, yet represents the 
finest achievement of the jeweler’s craft. Tre- 
mendous assortment to sell from. 


f 


JEWELRY FOR MEN 








ANSON, INC., 24 BAKER STREET, PROVIDENCE, RHODE ISLAND 
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NEVER BEFORE A ROSARY LIKE THis! 


JOBBERS! DEALERS! 


Beads Contain Water 


Miraculous Fountain 
at Lourdes 


Motion pictures, articles, stories, radio programs—all have made famous the story of little 
Bernadette, who saw the vision of the Blessed Virgin Mary! Millions of every faith were 
moved by the dramatic story of the miraculous fountain which sprang forth when Bernar- 
dette dug into the ground at the Blessed Virgin’s request. The entire world knows how 
the sick, the blind and the crippled come by the countless thousands to visit the 
famous Shrine at Lourdes, France—and how many of them have actually been cured 
of their afflictions! Ne wonder Catholics cannot resist a rosary which, for the first 
time, brings them this precious water from the Fountain at Lourdes, sealed in the 2nd, 
3rd, and 4th (Hail Mary) beads. Every Catholic will appreciate what it means to be 
able to pray to the Blessed Virgin Mary and at the same time touch YDeads containing 
water from the spring created in Her presence. 

No wonder, too, that jewelers who tested this item for us in the slow summer 
mcnths were amazed at its sales—are looking forward to a fabulous Christmas and year 
"round volume! The Lourdes Rosary is Church-accepted, and is available in a wide 
variety of styles for men and women, ranging from sterling silver deluxe rosaries to 
retail for $11.98, to lower priced models. Also available on special order in solid gold! 


Patent 
Pending 





THE EXACT PLACE WHERE 
ST. BERNADETTE SAW THE VISION 
OF THE BLESSED VIRGIN MARY! 











Model #670S Mens—genuine 
black coco beads, engraved 


Model #326BSC (white) or 
326BSB (sapphire) Ladies— 








white or blue sapphire fire- 
polished 7 mm. crystal beads, 
engraved sterling silver cross, 
centerpiece and sterling sil- 
ver soldered chain. 20” long. 
$72.00 per doz. Retail, $11.98. 


sterling silver cross, center- 
piece and soldered sterling 
silver chain. 21” long. $72.00 
per doz. Retail, $11.98. 


Model #226SC (white) or 226SB (sapphire) —White or Blue 
Sapphire fire-polished 6 mm. crystal beads, highly polished 
plated cross, silver-plated centerpiece and soldered chain. 


19” long. $30.00 per dozen. 


Model 7500— Milky white 
lucite beads with silver- 
plated cross and centerpiece, 
soldered chain. “Our Father’”’ 
beads have subtle blue tinge. 
20” long. $36.00 per dozen. 
Retail, $5.98. 


Retail, $4.98. 


Model +300—Rosa ry Brace- 


let—Milky white lucite beads, 
one bead contains Lourdes 
Water. Miraculous Medal 
with blue background. 814” 
ae $24.00 per doz. Retail, 
$3.98. 


FREE 


Display Cards 
and Mats 


; vite pee 


JOBBER INQUIRIES | 


WWSD 


\ 
\ 











W 





Available with beautiful 
counter and window dis- 
plays which tell the story 
of the Miracle at Lourdes. 
These rosaries will appea 
to every Catholic in your 
area! 


NVITED 


Order Today From Your Jobber, or Send For Our Illustrated Price List Today 
INSPIRATION GUILD, 10 West 33rd Street, New York 1, New York 


OPTICAL JOURNAL-REVIEW, SEPTEMBER 1, 1953 
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AND NOW... 
COMCLG 


even MORE people 
want 
Westinghouse 





> YOU CAN BE SURE... IF ITS 
eg Westinghouse 


WESTINGHOUSE ELECTRIC CORPORATION - MANSFIELD, OHIO 
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NEW 


(estume Jewelry ox Lines 


“ 


Gold base — Velvet bar 
: cover — White satin pad 


Gold base — Velvet 
band and panel on 
cover — White satin pads 


EARRINGS 


LOCKET 


PIN & EARRING C= 
G 


old base — M eta 


paper cover — White 
satin pads 


SMALL SET 


LARGE SET 


FLEXIBLE 
BRACELET 


KIDDIE 
BRACELET 














These new boxes in stock, ready 

for shipment by return in any 

quantity (minimum half gross). 

Write for full-color brochure with 
KIDDIE prices. 


LOCKET a 
THE MQG008. BOX COMPANY | 


plete line of cotton 5321 MT. HOPE STREET * ATTLEBORO FALLS, MASS. 


filled JEWELERS BOXES ‘s 
RETAILERS: These boxes should now be available in small quantities from your wholesaler: 


Nate Me} Melelt] 47-Seaae Et clels 1 
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* 
Travels the Pa- 
& cific Coast in- 
a cluding Texas, 
i Arizona, Okla- 
oe homa, Nevada 
| and Colorado. 


Yes—the man from POLISHOOK has it all over his competitors. He is 
the only jewelry salesman who brings into your store a COMPLETE 
LINE of rings—everything from baby rings to diamond wedding rings. 
You save time and money by dealing directly with the only source 
that offers you EVERYTHING in rings—plus special inventory control 
; set ups... strikingly attractive window displays ... powerful ad mats 
: ...and 24-hour service on special orders. Jay 


Freudenheim 


Ben 
Feingold 


Lives in Phila- 
delphia. Travels 
Pennsylvania, 
New Jersey, 





— oe 
we 


Delaware and j 
Maryland. i 





Charles 
Margulies 


Lives in Holly- 
wood, Calif. 





Al 
Altschul 


Lives in Sunny- i 
side, L. !. Travels | 
New England, . 
Washington, 
Virginia and 
Brooklyn. 











So, cash in through the unique advantages of dealing with ‘First 


Lives in Katonah, 


Lady”’, *Fidelity’’, “Lloyds of New York’’—famous, nationally accepted a ~CON«Y. Travels New 
trade names backed by our 55-year-old reputation for quality, value al bd enellial 


and service. Save time and money — welcome your POLISHOOK 
>> salesman — 





. — the man who has everything in rings! 
























































































































































a i y . . *gg¢ 
OF ™ William 
F, : “ 7 - Sagman 
i \ “Ss ae af lives in Miami, | 
— — Bs. a Fia. Travels i 
_ a @ 8} }0}©=©«©=—”———— lm SS . a Southern States. | 
$ im a a " ey = ~ 
} ® | oOI7N, | | S “ - d WES Dew can, cm aan ; 
Hl El Bac Housuy | DUC UIs | PAL: me FAP OININIS [BAU Its HOM, , 
il . Arnold 
{ Diu ew 
WL wn Hartman 
A Lives in Chicago. 
: Travels Midwest- 
- ern States. 
t 
a : , — 














Drop us a line if you would like 
a POLISHOOK representative 


. (—) < : to call on you. Or, visit oul 
—— New York office . . . headquar. 
... ters for EVERYTHING in rings 
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What Does 
That M' Mean To You? 


Motorola is now first in the industry 
in sales of home, clock, portable 
and auto radios. And that means 
you profit, for this leadership 
is assurance of a continued 
line of products designed 
to ‘‘sell-on-sight.’’ 






















Ey 20 
IN RADIO 


ENGINEERING 


You can offer your customers the greatest 
advances in radio engineering when you 
sell Motorola. You’re the first to offer the 
new Extended Tone Speakers that mean 
finer tone than ever before found in small 
portables or table sets. You’re the first to 
sell Placir chassis, sub-miniature tubes and ‘~ 
IF coils. You’re the first to offer the new 
Hi-Fidelity radio-phonograph, the answer 
to the demand for low cost Hi-Fi tone! 




















ST 


IN 
STYLING 


Styled with eye-appeal, here 
are the radios made to assure 
you fast turnover and profits 
every month of the year! 
Notice the new trend toward 
continental styling, the smart- 
est note in interior decor and 
the attractive decorator colors, 
handsome designer lines, 
gleaming yet rugged finishes. 
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Model 53H — Handsome 
colors, contrasting grilles; 


Extended Tone Speaker. © Model 53C1—Lowest price ever for clock, 


radio, alarm, timer all in one. 
exclusive Motorola Hi-Fidelity system, low cost. 


orola WORLD’S LARGEST 


62 THE JEWELERS’ CIRCULAR-KEYSTONE 


Model 53F2—Radio-phonograph, 3 speeds, 











Motorola ‘tdudio 





ST 
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FEATURES 


Here are the features that 
mean sales for you—that 
make Motorola radios and 
portables, clock radios 
among the most popular 
gifts of the day. 


There’s the Motorola 
Porta-Clock radio—an ac- 
curate clock built right ote 
into the lightweight port- ee 
able case. Then there’s the 
L.-tended Tone Speaker 
and the magnificent Hi- 
Fidelity system built into 
the great new Motorola 
radio-phonograph. 






























Model 53X—Top sweep dial, advanced styling, 
Extended Tone Speaker. 
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et 
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Model 63X — Continental styleleader, 
new Extended Tone Speaker. 


Porta-Clock, Model 53LC — Clock 
built into handsome, lightweight 
portable case. 


EXCLUSIVE ELECTRONICS MANUFACTURER 
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As appearing in full color in Vogue, October Ist 


Pirovette Pin $10.00 
Earrings 7.50 


Golden Gate Pin $7.50 
Earrings 5.00 


Cascade Pin $12.50 
Earrings 10.00 


saldolt]-341-Saee Glo kiele[o(- Waa @ lo) lo(-1, i Col (- Mame fo] ol¥] (elt lel tallolal; 


in jeweled elegance planned for a season of splendour. 


Prices are approximate; plus tax. Nat authentic unless stamped on the back with the name Trifari. Design Patents Pending. 
ed 


Reg. U.S. Pat. Off. Cocktail Suit by Miguel Ferreras. Photo by Nepo. 


. 
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BT250S Set $5.00 CT300S Set $6.00 

BTI50L link 3.00 CTI75L Link 3.50 i 

BT100T Slide 2.00 CT125T Slide 2.50 i 

Pearlwood—Hand Crafted Pearl in- Pearlwood—Hand Crafted Pearl in- 
inwood 


laid in Rich Grainwood laid in Rich Gra 





















AT250S 
ATI25L Link 2.50 
AT125T Slide 2.50 


Combination White with Smoked, Red or Blue Pearl 







































T17 

Br ast . ET200S Set $4.00 
; ETIOOL Link 2.00 

Pearlwood—Hand Crafted Pearl in- ETIOOT Slide 2.00 


laid in Rich Grainwood Rich Red or Blue stone 











FTIOOT Slide 2.00 
Rich imported striped 2-tone stone 





nein S TEL HA hAR hue ett to s-orcrnrmennicitin ss oa N ahh vod potns 














1T250S 
ITI50L 
ITIOOT 


Original ‘‘to the races”’ 





HT250S Set $5. 


5.00 
HT150L Link 3.00 
HT100T Slide 2.00 





Genuine Mother of Pearl headpiece 





GT225S Set $4.50 


GT125L Link 2.50 
GTI00T Slide 2.00 


Rich simulated onyx with Rhinestone 


ns 
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LT225S 
: LT125L 
=e LTO80T 
aan — a Masonic emblem on simulated onyx 
KTO75T Slide 1.50 





Tailored look 


+ 60 AOD ODLD DI errant inlaid wine n nnn anh ‘ 


JT175S 








JTOBOL e All sets in handsome hinged 
- JTO75T , 
Tailored look Gift Box 





e@ Exclusive packaging for in- 
dividual links and slides 














e Illustrations approximate size 


e All Retail Prices quoted are 





Keystone before Federal Tax 





NT275S Set 
NTI50L Link 






nt £4 NT125T Slide 2.50 
MT175S Set $3.50 Beautiful domed shape Mother of , , P - 
Mr 1001 Link _ 2.00 Pearl All prices subject to change without notice. 
iae . 
en fale, Wi Steck: Lenguer— All Squire Quality Jewelry for men produced With exclusive “‘Hand-Processed”’ gold-color finish. 





ee 
Squtre MEN’S JEWELRY © A PRODUCT OF THE TAUNTON PEARL WORKS 
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QUALITY JEWELRY FOR MEN 


































5.00 BMT225S CMT250S 
arise Link 3.00 BMT125L CMT125L eae 
BMTO80T CMT125T DMTTO0L Link 
AMTI100T Slide 2.00 e : DMT100T Slide 
Genuine Sather ot Pearl Genuine Mother of Pearl 2 Genuine Mother of Pearl Filigree on Red Stone 























EMTIS0L oo ow $3.00 = OGMT1755 Set | HMT250S Set 

EMTIOOT res vee a ee GMT100L Link : '  HMT125L Link 

2 (lS A FMT1O0T - Slide | 2.00 GMTO80T Slide 75° | MMT125T Slide 
Pearl inlay : — oe Be ae Buckle design—Red, Blue or Moon- a Genuine Mother of Pearl 


stone 
























JMT250S | 
IMT275S Set $5.50 JMT150L KMT275S Set $5.50 LMT250S Set $5. 
IMT150L Link 3.00 JMT100T a KMT1S0L Link 3.00 LMT150L Link cy 
IMT125T Slide 2.50 a Genuine Mother of Pearl horseshoe a KMT125T Slide 2.50 LMT100T Slide rt) 
Genuine Mother of Pearl ' and four leaf clover = aaa Head on genuine Mother of 
ear 

















MMT225S Set $4.50 NMT300S Set OMT225S Set $4.50 | = pmrT225S 
MMT125L Link 2.50 NMT175L Link OMT125L Link 2.50 (| #£=~PMT1I25L 
MMT100T Slide 2.00 NMT125T Slide 











nner ~ 2.00 | | PMTIOOT 
Imported brown or gray Cat’s Eye ie 










































RMT250S Set 5.00 

RMT150L Link 300 SMT175S Set Lenetr any veees Set we 

RMT100T Slide 2.00 SMT100L Link ; lid 1 
. . SMTO80T Slide MT125T © ~VMT100T Slide 

ay eee ere ras Meter Pierced grille design Genuine Mother of Pearl with double | Hand decorated sports erystal—Hort 

sireeee strap head 
























































| WMT225S Set $4.50 XMT250S YMT250S ZM1225S Set 
WMT125E Link 2:50 XMT1251 YMT150L aaeesee a. 
WMT100T Slide 2.00 XMT 1257 Slide 2.50 ||  YMTIOOT - ~—s Metal ol sh imported Ail 
Hand decorated crystal—Flying Duck Pearl Handled Pistol 6 Genuine hand-tied fish fly ad anon Pe a 


All prices subject to change without notice. - All Squire Quality Jewelry fer men produced with exclusive “Hand- onan" gold-color finish. 
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$6 Retail 


. $7.50 and $9 Retail 


$2 Retail 
. $2 Retail 


. Studded 


with jade-or-jet color prong-set stones. 
. $2 


.. $5 Retail 
Adjustable Rings ........... 


. sure to bring 


fast, ‘‘sell-on-sight” sales. Cleverly 
Phone: MAin 1-2551 


| 


MANDARI 


.adjustable 


. specially designed for 
at a touch to fit any neck... 


detailed, combining lovely ceramic art 
.button and 
pendant styles.... 
bob henfield, 
promotion jewelers 
2ND FLOOR « HIPPODROME BUILDING ANNEX 
Salesman inquiries for available territories invited ! 


Cleveland 15, Ohio 


with gold-or-silver-finish metal . . 
PS, 4 66 4 SOD ORO ROS 


Lariat Necklaces.. 
Bracelets ........ 


Earrings... 


modern American tastes. . 
Se ere ee 


= 
245 


Oriental beauty. . 


iT hd Lioae -2-halelal } 
by Bob Henfield. 
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EVERYONES TALKING ABOUT 
SHEAFFER'S NEW SNORKEL PEN! 


Why? Because every week we are telling the 
whole country about this outstanding new pen 
on the Jackie Gleason television program—plus 
a continuous schedule of national magazine ads. 


SHEAFFERS 


W. A. Sheaffer Pen Company, Fort Madison, lowa « In Canada: Malton, Ontario « In Australia: Melbourne « In Great Britain: London 





Fills 
without 
dunking. 
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CilTlCd 


new 1953 styles in 
jeweled swiss ollere) <<: 







SEMCA 2731 — 
Some as 2°736 
covered with 
genuine feather 
in piggrain fin- 
rsh. 

Retail $18.95 
plus tox, 








SEMCA #730 — 
Same as 2736 
with gilt-et@hed 
metal case. 

Retail $16.95 
plus tax. 








SEMCA #+736—1 Day, 7-Jewel brown 
enome! finish convertible clock. Size 
open—654” x 212” x 1%”. 

Retail $16.95 plus tox. 





THE ONLY CLOCKS EVER TO RECEIVE 
| THE HONOR OF THE 


FASHION 
ACADEMY AWARD 


























@ 


SEMCA #5877—8 Day 15-Jewel 
Twin Dial Clock. Raised fig- 
ures and dots. 75/4,” wide, 
5-3/16” high, 134,” deep. 

Retail $79.50 plus tax. 


~— /— tt eee? ee 





; hae The, | SEMCA #779 — 8 Day 
SEMCA #780 — 8 Day : 2 OCR ae 7-Jewel Desk Boudoir 
7-Jewel Desk Boudoir ‘ iio SS 
Alarm. Raised gilt fig- ! 3 green or ivory with lat- 
ures. Size 4," x ie 5 tice overlay. Size 3'/)” 
5Yn” x 12”. : vee, | 3% x1”, 
Retail $28.50 | , 7 Retail $23.50 


plus tax, plus tax. 


Alarm. Blue, maroon, 





LARGEST ADVERTISING CAMPAIGN IN OUR HISTORY... CONSULT YOUR WHOLESALER + WRITE FOR CATALOG 


This fall you'll be seeing Semca advertisements in the 


— leading magazines. Watch for them ... tie-up 
with these ads to help you sell more clocks. 


S@€MmCa crock company, Inc. 
Manufacturers of Phinney-Walker Clocks Since 1915 


* nega ss Ren 
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water 
wont 
faze 

the Keystone 





IMlaAzimerr 


Meet the the 
Mariner, that laughs at spray and dust 


Mariner, sea-going 


and other unwanted elements that 
try to put a crimp in your finest 
movements. 

It’s Keystone’s new moisture-proof, 
dust-proof case for men’s watches. It 
snaps on, doesn’t screw on, permitting 
the design of coin-thin watches. 

A century of service is behind this 
Mariner. Be sure to see it. Your eye 


will tell you... there’s 


Kyle and guceie wey, cate 


KEYSTONE 


WATCH-CASE DIVISION 


RIVERSIDE METAL COMPANY 
RIVERSIDE + NEW JERSEY 
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merican Jewelers 


this fall will have more beauti 
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4755 wall clock 
THE FAMOUS BALL CLOCK 
desiened by George Nelson 













4773 portable clock 4765 portable clock 









Write to Dept. ]K-73 for literature and prices. HOWARD MILLER CLOCK COMPANY, ZEELAND, MICHIGAN 


National Distributors: Richards Morgenthau Company, 225 Fifth Avenue, New York 1, N. Y.; 1215, The Merchandise Mart, Chicago 54, Illinois 


BLUE RHAPSODY...THE SPLENDOR OF THE SKY FROM 
DAWN TILL DUSK IN GLEAMING BLUE RHINESTONES 


NECKLACE ABOUT $20* 


BRACELET ABOUT $10* EARRINGS ABOUT $4* 


VOUPTE 


34? FIFTH AVENUE « NEW YORK 16, N. Y. 
COSTUME JEWELRY «+ COMPACTS * CIGARETTE CASES CARRYALLS ¢ LIGHTERS PILLBOXES 


REPRODUCED FROM COLOR AD IN HARPER'S BAZAAR, SEPTEMBER ISSUE, AND VOGUE, OCTOBER ISSUE. VOLUPTE 
ADVERTISING WILL ALSO APPEAR IN LIFE, NEW YORKER, HOLIDAY, NEW YORK TIMES MAGAZINE, MADEMOISELLE. 
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* PLUS FEDERAL YAx COSTUME JEWELRY 
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WORLD'S 
MOST MODERN 
AUTOMATIC 


APOLLO 

17 Jewels, 
100) Ge for itice), 
Gold-Filled, 


PAN iitelolielamiicel e) 
$90 


honored by the watch connoisseurs of sixty nations 


Thas is the time to give! For your gift of a 
renowned CERTINA 1s 


Tig ences” 


Ss 


sate backed 'y 30,155,298 


s Selling Messages like this... 
ESQUIRE 


otogravure 
et your own 


—” CERTINA Christma 
iW COLLIERS, LOOK, 


25 major Sunday R 
d opportunity fo 9 
your CERTINA Sales 


portunity 


PLUS big space ads in 
with an ynparallele 


TIONS .--- 
_ nd address in the ad..- See 


rr NOW to cash in on this big tie-in Op 


Representative 


CERTINA, Division Illinois Watch Case Co. Est. 1888, Elgin, Ill. 
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(ARAT DIAMOND BRACELET 





14 KARAT DIAMOND WATCH ATTACHMENT 
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STAINLESS by EKCO 


CRAFTED IN HOLLAND i= inna [| 25 different items 


Vergershd 

in each pattern. 5 and 6 piece place 
settings and individual serving 
pieces handsomely gift-boxed. 
Tasteful counter display has dark 
blue velvet background, with 
graceful silver frame! 
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We searched the world for a stainless so beautiful it would 
shatter pre-conceived notions about tableware... stainless so 
distinctive, so practical, so sturdy it would immediately become 
today’s choice in tableware. 


We found it in Holland—the most magnificent tableware in 
the world—fully-graded, heavily-weighted, smartly-styled! Stain- 
less by Ekco is specifically designed for modern living. Its beauty 
is incomparable, yet it requires no care whatsoever. 








We present it to you not only as superb merchandise, but with 
a program to make it sell—the same kind of program Ekco has 
used to multiply housewares sales as never before. Top quality 
goods, attractively packaged by Raymond Loewy, aggressively 
merchandised and advertised, with a generous profit structure. 








ghkt We stock it for you—in this country. No long waits for you 

— while shipments cross the seas. Write us today for information on 

Stainless by Ekco. Your ideas about tableware will never be the 

same again! See Ekco’s numerous other stainless patterns, too! 

'/ iil = We have complete price and quality coverage in a wide range 
aptiee, of sets and open stock. 
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Lecly JULIANA ha , > EKCO PRODUCTS COMPANY, 1949 N. CICERO AVENUE, CHICAGO 39, ILLINOIS 
ie —_ Also sold in Canada by Ekco Products Co. (Canada) Ltd., Toronto. 





Soft, satin-tone finish 
throughout. Mirror finish 
on knife blades only. 






the greatest name 
in housewares 






a2 WILHELMINA 


Soft, satin-tone finish on 
handles. Mirror finish on 
bowls, tines and blades. 
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Here's a bright, new counter and window 
display featuring America’s best. known 
and most wanted character watches 
... these characters have been seen 
by millions of TV and movie fans. 

The experience of thousands of 
retailers proves that CONTINUOUS _ 
promotion of U. 5. Time character 
watches stimulates impulse sales; = 
produces extra traffic and - 
profits. Get this handsome 
display unit from your nearest 
U. S. Time distributor today! 


RETAIL 


EACH 
plus 10% Federal Tax 





f —_ MORE PROFIT 
F PER SQUARE INCH! 
. This bright, 
3-dimensional 
display, 13" x 18”, 
hoids 5 watches. 
"Yours gratis with 
12-watch assortment 
#5796. 
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4 MICKEY 
MOUSE DISNEY’S 


in Presentation AA , CINDERELLA 
Gift Box Sees ae in Slipper Box 


















WALT = ©@€=s«#DISSNNEY'S 
SNOW WHITE 

in Magic Mirror 

Gift Box 


















an 2 ] 3 HOPALONG TIMEX 
Aff inSaddle-Stand Jie “9g in popular 
Gift Box < Ne small size 






_ 500 FIFTH AVENUE, NE 
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COMBINING THE “SUCCESS 
FEATURES” OF 


dually 


The varied and trend-expressing Creations of Seidman have 


that combination of charm and value which attracts and in- 
spires the sort of patronage that has contributed generously 
to the reputation and profit of many of America’s most 
successful jewelers ... A closer and critical examina- 
tion of these numbered items is cordially invited. 


SEIDMAN & COMPANY 


MANUFACTURERS 
31 WEST 47TH STREET 
NEW YORK 19, N.Y. 


" P - 
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FRI-WELL | MEAL-MAKER 





it pays to promote 


DORMEWYE 


Dormeyer has what it takes to build 
successful hard-hitting retail promo- 
tions. Top-notch products — with a Pe 
nationally advertised name... and Mthi- 3S 
backed by the promotion-wise sales 
policy that has made Dormeyer BIG 
(AND GROWING BIGGER!). 


Want to run a Free Trial Promotion? 
A Package Promotion? Dormeyer has 
them ready for you—complete with land Soe 
: Oe /\ gum,» | display materials and kits of direct-mail Steer seit 

a ltttst—t—é—é—‘—(i ee OM II | oad helps. Call your Dormeyer distributor oTs 
ae UU aa for all the details—now. 























Dormeyer Corporation, Kingsbury and 
Huron Streets, Chicago 10. 





FREE TRIAL 
PROMOTIONS 





All Dormeyer Products 
Are Advertised in 


The Saturday Evening 





PACKAGE 
PROMOTIONS 





CNY 
Cccctsaeses: ene ; ail 
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BROIL-WELL BLENDER “DORMEY"’ TOASTMAKER COFFEE-WELL POWER-CHEF 
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GIFT SOLUTION 


for all the men 






















Anyone knows just what 
to wear when he has a 
Taylor REMO-SET* high- 
low outdoor thermometer. 
Indoors you can see high- 
est and lowest tempera- 
tures since last setting, 
present temperatures too. 
Resets from indoors. A 
bargain at $15. 





































AVA 
AS 


This York Pendant weather fore- 
caster and room thermometer 


was styled by Walter Dorwin 





This Miniature Pendant Baro- Teague. Easy-to-read forecast 
meter looks like twice its Beauty and utility are deftly combined in Taylor’s Glendale dial has center knob for adjust- 
modest price of $19.50. Easy- Combination set. Temperature and humidity units (left) and ing set hand. Two-tone, brass 
reading STORMOGUIDE* dial barometer unit (right) are housed in crystal clear plastic cases thermometer scale has large 
and thermometer. Beautiful with gold tone inner circle. Something special at $12.50 per set. black figures and graduations 
mahogany case with brass trim. Individual units also available. for easy reading. Price $18. 
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This new “Picture Frame” Combination Barometer makes a great The Canton HUMIDIGUIDE* Combination makes a wonderful gift 
gift for “big business” types. Fits beautifully in any office. Brass for the home or office. It tells both humidity and room tempera- 
base Beige plastic case houses barometer, temperature and humidi- ture. Gleaming plastic dial with white numerals, chrome plated 
ty units. An excellent gift for just $10. easel. Measures 4144” x 2%”. A welcome gift at $3.75. 
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‘| in her life! 


HIS busy little shopper at the right is the focal 

point of Taylor’s tremendous Xmas promotion. 
She will carry 5,468,873 messages to your customers in 
such powerful magazines as SATURDAY EVENING 
POST, FORTUNE, HOLIDAY and NEW YORKER. 
We all know it’s getting tougher every year for the 
*Jittlke woman” to find an unusual gift for the man in 
her life. In the Taylor line of precision instruments 
there is something for every taste and every pocket- 
book. Just put these handsome instruments where the 
public can stop... look .. . and buy! Remember, the 
name Taylor means quality and accuracy to your cus- 
tomers, thanks to 100 years of honest craftsmanship. 
To be sure of an adequate stock for the Christmas 
season, we suggest you order from your wholesaler 
immediately. Taylor Instrument Companies, Rochester, 


N. Y. and Toronto, Canada. 


Full color counter card free on request! 













Brand New Pendant 
COMFORTGUIDE* 
Combination tells rel- 
ative humidity, rec- 
ommended tempera- 
ture zone for comfort 
at that humidity, and 
actual room tempera- 
ture. $4.50. 




















Taylor’s famous Indoor-Outdoor 
Thermometer tells indoor and 
outdoor temperatures from in- 
doors. Ivory or brown case, easy 
to install. A practical gift, $7.50. 


FOR SEPTEMBER, 1953 


The handsome Elmont Barometer 
has hand-rubbed mahogany case 
with brass trim. STORMOGUIDE 
dial gives specific forecast for 
every pressure change. $10. 
































The impressive Combination Clock Barometer tells the time 
on one dial, the barometric pressure on the other. Rich hand- 
rubbed mahogany case, polished brass side brackets. The ideal 


gift for the “man who has everything”. Retails at $25. 
*Trade Mark 


- “4 
‘Taylor Lnstruments 


ACCURACY FIRST 


INDUSTRY 

















IN HOME AND 
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PALLADIUM 


A precious metal 
of the platinum group 





Palladium Jewelry 


In Great Variety shown 
at ANRJA Convention 


Palladium ... newest of the precious jew- 
elry metals... was used by a large number 
of manufacturers in new creations dis- 
played at the recent Jewelry Show at New 
York’s Waldorf-Astoria. 


Its gleaming whiteness faithfully mirrors 
the true color and natural brilliance of dia- 
monds and other gems. 


Strong and durable, palladium holds pre- 
cious stones securely. 


Created in outstanding designs by repre- 
sentative jewelry manufacturers... hailed 
by fashion experts and the buying public... 
backed by striking two-color consumer ad- 
vertisements in Harper’s Bazaar... Glam- 
our...Charm...Seventeen...True... 
interest in palladium jewelry continues to 
grow. 


Supported by effective sales aids, you can 
count on beautiful, long-lasting palladium 
jewelry to increase YOUR store traffic! 


Get set for bigger profits with palladium! 


Write us for your copy of “Palladium 
Jewelry”... showing sources of supply and 
describing a variety of free sales aids. 


Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 
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“ \ NOW! A coordinated : 
Eo \ store gift wrapping plan. .. ‘ 


A APAAPA PAA FS - 


> 5 s 

: ; \ PACKAGES : 

? > 4 ' £ 
Ss 4 ref 


UWlsippoed ttt Beaidly’ 


Now store gilt wrapping comes of age, becomes a science, 
This plan gives your customers all the excitement and- 
sales stimulation of a year-round gift packaging program, | 
At the same time your store gift wrapping is a smooth, 
integrated operation. 

Package costs predetermined to the decimal of a penny, | 
Inventory of materials is automatic. Ordering 1s in simple 
block units. Design, location and operation of an efficient 
gift wrapping station is included. Provision is made for 
adequate store-wide integration of the plan and also for 
promotion in-store and out. | 


proved plan...no fee 

Every element of the ““Wrapped-in-Beauty”’ plan has been 
proved in the long, national gift wrapping experience a) 
the Chicago Printed String Company. Nothing has been) 
overlooked to make your store gift wrapping a smooth] 
operation returning maximum profits. And there is no fee 7 


whatever for this service. 





All the materials, all the colors 
and widths for beautiful effects 
... both Satintone* Rayon 
Ribbonette* in flat, crimped or 
“Brocade”’ finish — and popular, Handy free-feeding 
curling cotton Ribbonette. Each spool holders. 
makes MORE KINDS of bows, 

quicker, easier, at lower cost. 










(*) Reg. U. S. Pat. Off. 










For all gift occasions 


most popular roll gift pap 
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reflecting the brilliance of Coros beautiful “Royal ¢ 


Pseudo diamonds, of course, but these 


s got stars in her eyes... % fashion Jewelry give you the | 


“ROYAL GALAXY” 


Each necklace, about $5. Bracelet about $5. Earrings about $3. 
Available in all white and white combined with these gem 
colors: light sapphire; ruby, emerald and aqua. 

At all leading stores or write Coro Inc., 

N.Y. 1. 
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Write for ‘‘Your Coroscope’’, a FREE booklet containing helpful jewelry hints. 


AMERICA'S BEST DRESSED WOMEN WEAR CORO SEW ERR Y 
) prices plus federal tax © 1953 Coro, Inc., Design Pat. Pend. U.S. Pat. Off. 


AS SEEN IN CHARM MAGAZINE 


Royal Galaxy" by CORO... one of a series of advertisements that is telling and selling millions of your 
ustomers in full-page color ads in the country's leading fashion magazines. It will pay you to stock 


CORO, THE BEST KNOWN NAME IN FASHION JEWELRY. 
For further information write CORO, INC., 47 West 34th Street, New York 1, Dept. HB 
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New Mixing Center 
Helps You Satisfy More Customers, 
Invites Customers fo Sell Themselves 


Here’s a colorful way to spotlight every type of 
mixer! This Mixing Center helps you do a quick, 
thorough selling job. It’s a complete mixer depart- 
ment! And it has its own flasher system to beam 
high unit sales right to your customer’s eye. Beau- 
tifully finished in a rich knotty-pine design. Takes 
only 33” x 14” of counter space; only 23%” high! 
Includes 50 full-color 6-page folders, to help cus- 
tomers sell themselves. Plan now to put this wink- 
ing salesman to work... 


CALL YOUR DISTRIBUTOR NOW! 


SALES HELPS A-PLENTY! 
131 MILLION AD MESSAGES 


will spark readers of these leading magazines to go 


out and buy Hamilton Beach Mixers... 


Saturday Evening Post Parents’ 
American Weekly Modern Bride 
Today’s Woman Living for Young 


Good Housekeeping Homemakers 
Guide for the Bride McCall’s 
Successful Farming True Story 
Better Living Sunset 

Better Homes & Gardens ___ Bride’s 
Woman’s Day House Beautiful 


3 


Take Your Choice of 3. 
Display Offers! 


Order two each of the Mixette, 
Model G Food Mixer, Home 
Drink Mixer and new Liqui- 
Blender for $147.44 complete, 
(retail value $238.50) and get 
Mixing Center display without 
charge. 


Order one each of Model G Food 
Mixer, Mixette, Home Drink 
Mixer and new Liqui-Blender for 
$75.71, (retail value $119.25) in- 
cluding one Mixing Center dis- 
play. 


Order one each of the new Liqui- 
Blender and Home Drink Mixer 
for $39.50, (retail value, $60.00) 
including one Mixing Center 
display. 


Mixing Center Display only..$5.00 





HAMILTON BEACH 


Hamilton Beach Co., Div. of Scovill Mfg. Co., Racine, Wis. 


82 THE JEWELERS’ CIRCULAR-KEYSTONE 
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NEW HAMILTON BEACH 
LIQUI-BLENDER 


Easy to sell, because new 
“cut-’n-fold’’ action cuts 
finer, blends faster! In- 
gredients are ‘‘folded-in’’ 
by surgical steel blades. 
Liquefies, blends, purees, 
mixes, chops, grates, pul- 
verizes. Two speeds, no- 
splash top, canning-jar 
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HAMILTON BEACH 
MIXETTE 


America’s fastest-selling 
portable! Powerful, light- 
weight, easy to demon- 
strate. Has more big-mixer 
features! Beats, mixes, 
mashes, whips—in any 
bowl or pan. One-hand op- 
eration—3 speeds under 
your thumb. Beaters snap 
in and out. Gift box dou- 
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HAMILTON BEACH 
FOOD MIXER 


The easiest food mixer to 
sell because it has more 
easy-to-use features. Your 
best bet because it stays 
sold, pays you full profit. 
Features easiest speed con- 
trol, easiest portability, 
easiest bowl control. At 
$39.50* retail, it’s made 
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HAMILTON BEACH 
HOME DRINK MIXER 


A good impulse item, be- 
cause the whole family can 
enjoy it! Makes real soda- 
fountain drinks; super- 
duper malteds, fruit drinks 
—even cocktails. Every 
customer owning a home 
freezer or freezer-compart- 
ment refrigerator is your 
prospect. Full 14%” high. 
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thread. Order * to order for fast 

with your new $3750 bles as display. $ 75* selling! Order $3950* Heavy metal 50* 

mixing center! ageran Keep a good 19 now. RETAIL stand.Big 16-oz. $2? 

‘ stock handy! areran container. RETAIL 
*Prices subject to change without notice 
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PLUS DIAMOND BUSINES; 


Take a short cut to year-round addj. 
tional diamond sales with oy; 
Diamond Daisy Chain. As a leading 
diamond house, we have originated 
this promotion to help the jewele: 


help himself to plus diamond business. 


The Diamond Daisy Chain is the most 
ingenious ... and successful .. . sales 
builder of the past ten years. Just 
think of it — the customer buys a 
bracelet with a diamond mounted in 
14K gold for $57.50! Then he comes 
back again and again on birthdays, 
anniversaries and other occasions to 
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The Diamond Daisy Chain comes in 
white and yellow gold. It is the ideal 
gift for Christmas. Think ahead, buy 
ahead. Plan now to add the Diamond 
Daisy Chain to your merchandise. See 
it sell regularly and steadily. See it 
build traffic in your diamond depatt- 
ment now ...and in the months 


to come. 
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and where do you sit? 


Sitting right, on top, in sales and profits, are 
retailers who know that 69% of all flatware 
purchasers are prime prospects for TOP-QUAL- 
ITY SILVERPLATE. 


You can be up there too! Feature 1847 Rogers 
Bros. in traffic-making 1953 promotions! 











1847 ROGERS BROS. 


The top-quality line 
with the top-profit margin! 


A product of The International Silver. Company, Meriden, Conn. 


“1847” PROFITMAKER OF THE MONTH! 


September Silver Sale! 


Eight 6-piece place settings 
plus 9 important serving 
pieces...in all patterns... 
PLUS blonde- or mahogany- 
finish drawer chest...regular 
value: $105.25...SALE-PRICED 
at $79.75 from September 7 
through October 10th! 


_ 


Tune in! Tie in! 1847 Rogers Bros. NEW TV show ‘‘My Favorite Husband,”’ selling for you over CBS-T'YV stations. First show—September 12! 








The most important easy-profit 
idea in sterling selling today! 


~NEW 20-PIECE STARTER SET 
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ONEIDA COMMUNITY STERLING’ 


Available in both beautiful patterns 





Dinner service for 4 in an 
elegant mahogany-finish chest! 


ONLY 


¢ 75 


RETAIL 


: 


@ Rich, dark brown mahogany finish! 
@ Deep red American beauty anti-tarnish lining! 





©-Réca enough for 8 place sefiings PLUS extra pieces! 


© Handsome design! Sturdy construction! 


This fall, brides, gift shoppers . . . all your important 
sterling customers ...can buy a usefu/ number of place 
settings in an important-looking, roomy chest. 


Show your customers this smart, practical way of 
starting their handsome Oneida Community Sterling. Order now from your franchised Community wi 
Suggest 1t when they ask for “‘a place setting or two” — This exclusive distribution means =| 
they'll be glad to have those “‘ex/ra”’ settings for e Fast delivery! :. 
company dinners. Tell them how easy and convenient © Low inventory! 4 

it is to keep their sterling, too. No more out-of-the-way : 
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‘loose storing’’ with this compact, protective chest. And Oneida Community Sterling gives you 


Display, feature, promote this new starter set early! e Sales support through important 


> . > ; 
It Sa big attention getter for window or counter. national advertising ! 


e Full sterling profit'on every 


piece you sell! 


TRADEMARKS OF ONEIDA LTD. 

















